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Definition of marketing - include a diagram 
Marketing refers to the activities that are undertaken by a business to promote the buying and selling of its products or services. These activities include advertising, selling, and delivery services to consumers or to other businesses. The process of marketing makes use of the marketing mix which is also referred to as the 4Ps of marketing: product, price, place, and promotion (Kucuk, 2017). At its core, marketing plays the role of taking the product or service, identifying its ideal customers, and getting the attention of the customers to the product or service. Every business operates on the purpose of creating commodities and services for sale and the role of marketing is to get the consumers to know of these goods and services and ultimately to purchase them (Kucuk, 2017).
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Stages of the marketing process 
The strategic marketing process is a deliberate series of steps that are intended to help a business or its management to identify and reach their goals. Most significantly, the marketing process helps a business to identify what its target customers want and thus, the company can develop the services and products that meet those needs (Kucuk, 2017). A successful process of strategic marketing includes such steps as the mission, situation analysis, planning or marketing strategy, marketing mix, and implementation and control. The first of these steps involves planning the mission, goals, and objectives of the company with regards to the products and services being marketed; which therefore means that all marketing leaders and company stakeholders are involved in this step (Kucuk, 2017). 
Once the objectives of the process are deliberated upon the second step involves analysing the industry positioning of the company. This step involves carrying out a SWOT analysis of the company and a look into its position in the market as that determines the target consumers and the strategy to be used to reach them. The strategy and marketing tactics are defined in the third step and in this stage, the marketing team needs to be sure to keep in mind the marketing mix of the company based on the 4Ps; then go ahead and decide on the distribution channels (Kucuk, 2017). The plan is then put into practice in the fourth step in which resources needed for the execution, the schedules, and the process of execution are all established. Lastly, the marketing team has to evaluate the process with an aim of modifying or rectifying any elements of the process that would likely derail it from achieving the intended objectives (Kucuk, 2017).  

Macro environment or PESTLE analysis
Nike is a global brand with its headquarters in the United States and a presence in Europe and the Asia Pacific region. The company specializes in the manufacturing and sales of athletic apparel, footwear, accessories, and equipment (Bush, 2016). With over 20,000 retail stores selling its product, Nike is a leader in its industry. The following is a look into the company’s PESTLE factors:
Political factors
Nike benefits a lot from the many policies developed by the United States Government: maintaining low interest rates, currency exchange stability, and competitive tax arrangements with other economies across the globe. As a company, also, Nike sells physical goods and is therefore subject to changes in tax and manufacturing laws, which means that political conflicts in most places can impact on its commercial activities (Bush, 2016). 
Economic Factors
Nike makes and sells medium-range products that are well received and respected in the market, making the company less vulnerable to most economic factors in contrast to other brands.  However, a market collapse would mean adverse news for the company along with other brands as customers could shift to prioritizing lower-end products which are more cost-friendly. To some extent, also, Nike’s revenues depend on the low-cost labour available in the East Asian countries where manufacturing processes mostly take place. A change in the cost of labour there could impact on the profitability of the company (Bush, 2016).

Social Factors
In the current market, public relations are more relevant than they have ever been before. Nike benefits from the worldwide increase in people’s consciousness to healthy living. This would increase the consumption of apparel and Nike, being a leader in quality and brand recognition in the market, would stand to benefit. However, criticism over the company’s dubious process of production would tarnish the brand’s image if the issue goes unchecked by the company (Bush, 2016).
Technological Factors
Technology enhances a company’s ability to innovate and develop high performance products and services. Using social media, the company is building its brand as this platform spreads marketing information faster than any other. Also, the media provides the company with valuable customer data which allows the company to optimize customer targeting, production, and eventually maximize revenues (Bush, 2016). 
Legal Factors
There are not many legal factors that would affect the company but it would not be a surprise to get the company entangled with taxation issues, like most global corporations do in many markets. Also, the company occasionally meets legal repercussions for its dubious marketing activities that have been found to sometimes include falsified discounting. Labour laws in many countries could also impact on the company’s profit margin if it is forced to increase its wages for employees or towards mechanization as an alternative could necessitate massive changes in the company’s operations (Bush, 2016).

Environmental Factors
Environmental issues are increasingly becoming a significant concern to most consumers and Nike is well known for its mass production factories being significant polluters of the environment.  The factories not only pollute the atmosphere but some have been recorded for occasionally directly polluting rivers. However, the company has shown the promise of a change in their current practices as the company strongly resolves to become more eco-friendly (Bush, 2016). 
Porter’s Five Forces Analysis
i. Competitive Rivalry
Competition determines how the company maintains its share of the market. In the case of Nike, competition is a strong force that has been carved by the strong forces of low market growth rate and high aggressiveness of firms, and the moderate force of the market having moderate number of competitors (Rowland, 2017). 
ii. Customers’ bargaining power
This is a moderate force for Nike since even though Nike’s customers have a direct impact on the company’s business, the switching costs are low and the availability of substitute products is moderate. However, these forces are reduced in effect by the small number of individual buyers, bringing the force of the customers’ bargaining power to a moderate (Rowland, 2017).


iii. Suppliers’ bargaining power
Suppliers impact the business of the company through the availability of raw materials. However, due to high overall supply and the large number of suppliers, both of which are weak forces, and the moderate size of individual suppliers overall make the bargaining power of the suppliers a weak force (Rowland, 2017).
iv. Threat of substitutes
Nike faces a moderate to significant threat of substitutes. Availability of the substitutes is moderate as is the performance per price of these substitutes, but low switching costs make these substitutes a moderate force for Nike (Rowland, 2017). 
v. Threat of new entrants
Nike operates in an industry that demands high costs of brand development and where economies of scale are a significant factor. Thus, since the company is already an established brand, it has little to be worried about new entrants in the market (Rowland, 2017). 
Marketing Mix
Nike’s marketing mix determines the profitability and growth of the company. Nike has a product mix that entails a broad range of products including shoes, apparel, and equipment and accessories for different sports. Shoes, however, are the most popular of the company’s products. These products are sold through a large number of outlets worldwide, which include retail stores, Nike’s online store, and Nike-owned Niketown retail outlets (Gregory, 2018). Retail stores, however, see the bulk of the business since they are strategically positioned and easily accessible in the various markets around the world. The company promotes its products through a mix of advertising, personal selling, direct marketing, sales promotions, and public relations. The company used both value-based and premium pricing strategies based on its consideration of the current market conditions (Gregory, 2018).
Advantages of using Porter’s Five Forces 
Porter’s five forces analysis is a beneficial tool for organizations to understand the factors affecting the company’s profitability. This analysis can help the company make informed decisions with regards to whether or not to venture into different market segments with different products. The analysis also informs the company’s decisions on marketing strategies and its competitiveness. 
Conclusion 
Nike is a highly competitive company in the sports apparel industry and it is ranked the largest company by sales revenue and production. The company’s success can be credited to its marketing strategy which also doubles as its greatest way of making touch with the consumers and retaining its competitive edge over its competition. The company’s Porter’s Five forces are favourable for the company, as are the Pestle factors. 
Recommendations 
Nike is a global brand that is by all means successful in its endeavors. However, concerns about environmental pollution and cheap labor that can sometimes be mistaken for extortionist wages may tarnish the company’s reputation and there’s a need for the management to address these concerns. 
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