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Nike is a company that is well-known for being ahead of its competition in its marketing strategies and in the development of superior quality products. This was indifferent when the company first initiated their digital marketing strategy, which led the company towards achieving massive competitive advantage by making Nike one of the first companies to leverage the utility of social media marketing (Stoeva, 2017). As social media increasingly grew in popularity and became a commodity for most people, the company needed to differentiate itself and become innovative by adapting a more customer-centric approach to marketing through the way it uses social media to interact with its customers. Its ideals of customer centricity are centred on three vital pillars of customer lifestyle, experience, and value. However, being one of the first companies to use social media in marketing and product promotion does not provide businesses with a long-lasting edge over the competition. This means that although this move gave Nike the advantage in the market, the company needed to keep innovating and devising means to keep ahead of its competitors (Stoeva, 2017).
Nike has, however, been innovative enough to sustain its edge and it is safe to say that the company is at the pinnacle of the game at the moment. Not only does the company own a fair share of the global athletic apparel and footwear market but the company significantly controls a staggering 96% of the basketball footwear market in North America in addition to the 48% of the overall market it controls. Social marketing has been a successful strategy for the company, with one perhaps of the most productive marketing strategies for the company has been endorsement of high-profile celebrities and sportspersons from almost all sports in the world. However, the company’s domination of the market comes from more than just endorsements of athletes, actors and actresses, and artists (Stoeva, 2017). 
Nike makes their product promotion strategies a story that makes more meaning than just producing and selling their clothes, equipment, and footwear. Largely, Nike’s marketing involves creating an aspiration which has enabled the company to build a massive body of loyal fans. Essentially, this fan base is not generated by shallowly harping on the company’s waffle shoes and other products, however superior in quality and attraction they may be (Vinerean, 2017). As a matter of fact, Nike rarely ever mentions its products in its commercials and ads on whichever platform they choose to promote their products. Instead, the company chooses to induce emotion in the customers through emotional branding such that each advert they run in respective media platforms is crafted with a great deal of care intentionally directed at evoking particular feelings and needs in the customer that only Nike products can satisfy (Vinerean, 2017). 
The story line also adds to these emotional aspects by playing up the traditional narrative of a hero who has to work hard to overcome adversity and, in the end, become victorious against a terrible rival. In this regard, the rival refers to the inhibitions that people have that tend to pull them down by convincing them that the company’s target market involves the rich only. Thus, convincing the consumer that they need the Nike products and that they can get these products is a major theme in the company’s marketing strategy (Stoeva, 2017). The company’s motto, or its unique selling proposition, “Just Do It” is a great catching point for the company’s aspirations to make people try the things they feel are beyond them. Nike believes that anybody can achieve whatever their goals are if only they give it a try and transferring this energy and belief to consumers is a massive way of pulling them towards Nike products (Stoeva, 2017). 
Nike also uses word-of-mouth or referral as a method of promoting its products. Nike created compelling watercooler moments for fans that got the company’s customers talking about its products. This method keeps a company at the forefront of the customers’ minds and thus, allows the company to reach new consumers who have not heard of the company or the product before. Nike creates experiences for its promotional events and makes these events so exciting that people continue talking about them for days on end (Stoeva, 2017). Combine this method with the development of unique and exciting things that the market has not seen and it is understandable how, despite the competition from such strong brands as Adidas, New Balance, Under Armour, Sketchers, among others, Nike continues its dominant streak in the market for decades (Stoeva, 2017). 
One perfect example of these unique moments can be traced back during the FIFA 2014 World Cup that took place in Brazil. During this global event that has billions of people following on television and many other media and streaming sites, Nike partnered with Google to create the Nike Phenomenal Shot involving the company’s endorsed athletes (ALAN, 2020). When one of these athletes scored a goal, display ads would be delivered to the fans in real-time and the fans would be able to rotate their players around in 3D, framing them for shots that were easily personalized with captions, filters and stickers. With social media and the wide following of the event, more than half a million of the phenomenal shots were created and the reach of each of these on the different social media platforms meant that this was a very successful marketing move for the company (ALAN, 2020).
In 2016, Nike created an original series on YouTube to complement its marketing campaigns. The series, titled Margot vs. Lily, was a successful endeavour for the company as it received more than 80 million views on the video streaming social media site. The series also directed the viewers to the “BetterforIt” website which entails more detailed content for the people who are interested in improving or starting their fitness journey. Nike knows that on YouTube, most people despise ads for what s viewed as interruption, and so, the company made the series more than an extended ad (ALAN, 2020). The show has a compelling story around it that makes it fun to watch and subsequently, downloads of Nike+ Run and Training Club increased as more people were compelled to participate in fitness. A similar feat has been experienced by the company’s “Winner Stays” ad which has received more than 108 million views, mostly due to the story behind the ad and not the product being promoted. The ad features teenage boys who transform into Neymar Jr., Ronaldo, and other Nike soccer superstars, giving it the emotional edge that the company so often and excellently utilizes (ALAN, 2020).   
Benefits of Marketing to Consumers 
Marketing is the process through which businesses promote themselves and their products by communicating with potential customers. This communication includes all types of advertising and product promotion which encompass advertising on all media platforms and print and outdoor commercials. Marketing spends a vast amount of a company’s revenue as every company seeks to improve its sales an in return, make more revenues and profits (Vinerean, 2017). However, marketing does not only benefit the company but also the customers and the society as a whole. One key role that marketing plays in the community is informing and educating the consumers. Although marketing often entails persuasive intent, it generally begins when the business identifies a need in the society and seeks how to meet these needs. However, for the company to meet the needs of the consumers, it needs the consumers to be aware of its products and services that are intended to satisfy their need (Vinerean, 2017).  
For customers whose needs are clearly defined, marketing provides as platform for learning about new products, their strength and possible weaknesses. This is essential for the customer when making purchasing decisions because they need to know what a product does different from others that are available in the market from the same or different sellers (Vinerean, 2017). Marketing thus includes practical information to assist them in making a purchase, as well as providing further information and contact details for the manufacturer where they can access more information about the products, making it easier to purchase. In addition to helping consumers make purchasing decisions, marketing also helps in managing consumer expectations. Consumers rely on trusted brands and the consistency that accompanies brand loyalty and they also use the information from consumer advocacy groups to learn more about the reliability of brands and which ones represent the best values (Vinerean, 2017).
Through marketing, companies make the consumers aware of significant changes in their operations and products, such as mergers and transfers in their ownership which may impact on the products quality and availability in the market (ALAN, 2020). It is illegal for companies to provide the consumers with falsified marketing information about a product or service, and as such, it can always be expected that the information a company gives to the consumers is reliable and well-deliberated. Marketing ensures that the consumer is updated with the global market trends, which are rapidly changing as companies compete to provide goods and services of superior quality. It also provides the consumers with purchasing options for goods and services they need to meet their needs (ALAN, 2020). 
Branding
Branding refers to the marketing practice of creating a name, symbol, or design that is easily identifiable as belonging to a company. Branding is very helpful for a business as it helps identify its products and distinguishes its products from others in the market. The practice of branding supersedes just creating a logo or company colours and encompasses everything about a business and helps everyone for the impression of the business as a brand (Andersson, Solitander and Ekman, 2019). Branding is important to a business because not only does it make a memorable impression on consumers but also enables the consumers and client to form a mental picture of what to expect from the company. It also helps the business to set itself apart from its competition and clarifies what it offers that makes it a better choice than others available offering similar products in the market (Andersson, Solitander and Ekman, 2019).
Branding helps a business in growing its reputation as a strong and consistent brand image goes a long way in helping a company establish itself. A great company logo is one of the most significant parts of its brand and it should be made in such a way that it is powerful and easily memorable, thus giving the right impression on the company’s target audience at first glance. The logo appears on all places where the company is involved and where its products are available, making it easier for customers to recognize, remember, and recommend the brand (Andersson, Solitander and Ekman, 2019). A strong brand also helps the business win investment and increase the value of a business by giving it more leverage in the respective industry. Also, having a strong and appealing brand helps the business attract new customers through referrals and making a positive impression among customers who then go on to recommend the brand or product to others. Employees are also likely to be more satisfied and prouder to relate with a strong brand and thus they will become more productive when the brand grows stronger, appealing, and more attractive (Andersson, Solitander and Ekman, 2019).
The Ansoff matrix strategies of Nike 
The four strategies of the Ansoff Matrix include market penetration, product development, market development, and diversification. Nike was established with these four factors in mind and for product development, the mission statement of the company focuses on the execution of new and innovative product features like unique and different shoe designs (khankasi, 2020). The product development strategy of Nike supports its generic competitive strategy of differentiation with the primary objective of the intensive growth plan is to expand the market the market share of the company through integration of the latest technologies in the company’s product design.  The company also deals with in a diverse range of products which enables it to reduce losses and enhance its recovery (khankasi, 2020). 
Stakeholder engagement
A stakeholder is any individual that is involved in the normal operations of a business or company. For an organization like Nike, the stakeholders will include the company’s management, the employees, the suppliers and partners, and the consumers (Nike, 2020). In this regard, the stakeholders of Nike Inc. include all people or groups of people who are impacted on by the company’s activities either directly or indirectly. In commerce, the government is also considered a stakeholder for all businesses because it has a role in defining the operations of the organization through making laws and regulations for these businesses to operate within. The government also negotiates commercial agreements with other governments where companies have their businesses, thus impacting on their profitability and revenue production (Nike, 2020). 
Companies like Nike which have operations in all parts of the world engage with a broad range of stakeholders on an ongoing basis. In the case of Nike, these include individuals in the civil society organizations, industry and government, as well as consumers and company shareholders (Nike, 2020). Nike engages its stakeholders informally through participation and/or membership in networks and organizations and as a structured part of the company’s outreach strategies related to issues and challenges. The company also engages its stakeholders through formal partnership works (Nike, 2020). The themes that are involved in the company’s engagement of its stakeholders include integration where the company communicates its commitment to sustainability as an important component of its business strategy and decision-making. The engagement also entails the acknowledgement of external events and changing business contexts that influence the expectations for the company. Priority issues and balance are also highlighted as the company’s strategy of engaging stakeholders (Nike, 2020).
Every company has its internal and external stakeholders. Internal stakeholders are those whose interest in the company comes through their direct relationship with the company, such as the environment, investment, or ownership. On the other hand, external stakeholders are those who do not have a direct relationship with the organization but they are affected in some way by the actions and outcomes of the business. In this regard, internal stakeholders include the company’s shareholders, management, in-house employees, and endorsers. The external stakeholders include Nike’s suppliers, employees of the company’s suppliers, customers, wholesale and retail channels, the community, competitors, and the government (Nike, 2020).
Conclusion 
Nike owns a fair share of the global athletic apparel and footwear market and also significantly controls a staggering 96% of the basketball footwear market in North America in addition to the 48% of the overall market it controls. With the advent of social media, the company increasingly grew in popularity and became a commodity for most people and thus it needed to differentiate itself and become innovative by adapting a more customer-centric approach to marketing through the way it uses social media to interact with its customers. The company has successfully created a brand that is strong enough to leverage for dominance in the market and using the factors of the Ansoff Matrix in it marketing strategy, Nike has sustained its position as a leader in the sportswear and apparel market on the global scale. 
Recommendations  
Although the company ahs a strong brand and is currently in the leading position in its industry, Nike cannot afford to slow down in its quest for more creative and innovative ways of conducting its business as that would give its competitors an easier time catching up with it.
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