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Executive summary
This report analyze the marketing plan of Nike and use SOSTAC analysis to perform the detail of the Nike. Many of information in the report come form website. The the main reason of the report is to find the reason why Nike’ marketing value and net profit decreased between 2016 and 2019. Finally, this report find that Nike has a excellent marketing plan whatever in people, place, products, process, promotion, price and physical evident. The reason which cause the decrease from 2016 to 2019 might be that the Nike face to the law event of Sexual Harassment and suffer form penalty. In the end, this report give some suggestions which could help Nike solve their currently issues for example, they should find a way which can out the dependent on the US market and set up some industries in other ares where have less cost. Otherwise, Nike can also reduce their debt for less interest cost and employ more female staff for avoid Sexual Harassment.



















[bookmark: _Toc28611]1.0 Introduction
This report will use SOSTAC to analyze the condition of Nike company and find some advantages of them as well as their issues. Although Nike as on the largest global company, they still have some place to improve. Therefore, this report tend to find some problem of Nike and consider some suggestions for them so that Nike can get more progress.

[bookmark: _Toc715][bookmark: _Toc1789]1.1 Introduction of SOSTAC
SOSTAC is a kind of marketing model established by PR Smith and is used to justify the marketing and business planning in a firm. Basically, SOSTAC includes 6 main factor which are Situation Analysis, Objectives, Strategy, Tactics, Action and Control. In these factors, Situation Analysis is defined to find conditions of this firm such as the SWOT analysis, customer analysis and PEST (Where are you now?). Objectives is defined to find the mission and goals of a firms such as the size, sell (where do you want to be?). Strategy is defined to find the plan of this to achieve their goals (how do you get there?). Tactics is defined to find the exactly of these plan such as marketing mix(Hoe exactly do you get there?). Action is defined to find who and when and where to implement these plan. Control is defined to find how to ensure whether these plan run such as KPIS analysis and web analysis.   

[bookmark: _Toc6118][bookmark: _Toc9218][bookmark: _Toc27186]2.1 SWOT
Strength
Nike has many of strengths to help the take a amount of marketing shares in the marketing. There strength main include eight factors. The first strength is strong brand awareness and Nike has a most recognizable and memorable band and their band have been a kind of symbol for everyone while they have contract with about 31% global athletic footwear market. The second strength is their customers because Nike has million loyal customers around the world. These customers will actively participate their event and provide some feedback to help them. Otherwise, Nike aim to the sustainability. As their CEO which is Mark Parker deciding, Nike will keep the awareness to protect the environment and pay attention to environment issues. Besides, the contract with the Micheal Jordan and establishing the series of “Air Jordan” also is the one of strength of Nike. After Nike get the ability to improve their product and enjoy their significantly at least 10 years, they have been a kind of side band which also be defined one of the strength for them. Furthermore, sine Nike built up industries in Vietnam, China and Indonesia, they have low cost of manufacturing. The another strength of Nike is their professional due to many of professional designer who work in Nike and help Nike design products. The final strength is that Nike have excellent strategies about digital, media and marketing (Bush, 2019).

Weakness
As well as their Nike Inc also has some weakness in the marketing. The first one is about their labor while they have some issues about child labor, low wage and terrible working condition in foreign. The second one is about their retailer. Because Nike has to many retailer and they just directly provide products to retailers after customer buy, causing Nike spent a amount if cost in selling. Otherwise, since 2020, Nike has 3.49 billion of debt which carry significant cost of interest for Nike. Furthermore, although Nike have been a excellent global company, they still deeply rely the market in US. Finally, in August 2018, Nike faced some law event which is related the unequal wage between female and male and have been pointed out Sexual Harassment by their female employees (Basin, 2019).    

Opportunity
Otherwise, Nike has many of opportunities to develop their company. Firstly, Nike still have a lot of opportunities in foreign marketing, although they have been a global companies while India, China, and Brazil are gradually flourishing.  Besides, Nike can also innovate some healthy and fitness product to satisfy the current demand of customers. Furthermore, Nike can try to find new manufacture to improve their supply chain (Faroop, 2019).

Threat
As for the threat of Nike, they should face to about four main issues which should be solved by them. The first problem is the counterfeit products who has lower price with the Nike label and affect negatively the sale of Nike. Otherwise, some of new clothing company have rose gradually and threaten the competitive of Nike. Besides, Nike take many pressure of their budget while they need to spent a amount of money in campaign and advertising. Finally, due on the deeply relying on the US marketing, Nike might loss when the exchange rate of dollar decrease (Business strategy hub, 2020).

[bookmark: _Toc7173]1.2 Background of organisation
The target firm in this paper is decided the NIKE Inc which is one of the largest multinational corporation in America and largest suppliers of sneaker, clothing and sport equipment in the world. In January 25th, 1964, Bill Bowerman and Phil Knight found a company called Blue Ribbon Sport in Eugene and this company gradually become Nike in 30th May, 1971 (Levinson, 2016). In 1984, Michael Jordan make contract with Nike and built up his sign shoes “Air Jordan”. In 1990, the first Nike town set up in Portland, Oregon.

Currently, the net income of Nike significantly increased form 1.727 billion dollar in 2010 to 4.318 billion dollar in 2020 (Macrotrends, 2020). The marketing value of Nike also grew rapidly from 31.83 billion dollar to 155.57 billion dollar in 2020 (Macrotrends, 2020). However, net income Nike decreased 54.41% from 4.24 billion dollar in 2017 to 1.93 billion dollar in 2018 and Marketing value of this firm declined 10.62% from 89.12 billion dollar to 89.12 billion dollar between 2016 and 2017. 

Therefore, although in the following years, the marketing value and net income of Nike turned to rose again, it still confirm that the marketing plan of Nike might have some problems between 2016 to 2019. , this paper tend to find these errors and the methods which was used by Nike to solve these errors through SOSTAC and . This paper also perform these relevant 6 factor of SOSTAC in following section and make some conclusion even though give some suggestions in the end.  

[bookmark: _Toc8497][bookmark: _Toc5906]2.0 Situational Analysis
[bookmark: _Toc31426][bookmark: _Toc11521]2.2 PEST
Political Factor
Because, many of revenue of Nike come from US market, they political factor of Nike will be determined by American politics. Firstly, America have stability political condition in recently years and they tend to maintain  the problem about their corruption in the higher level of government employee. Otherwise, America has stronger and effective law about Business about promote the development of marketing, for example, they can efficiently protect the intelligence property of a company. Besides, America has stronger trade barrier to protect their local companies and their military ensure the peaceful in this country. Although America has higher level of taxation and cause some financial trouble for companies, they still can help these enterprise since they set a lower level of minimum wage (Murphy, 2018).

Economic Factor
Firstly, Nike should pay attention to the treat form the economic regression from US and Asian recently as well as the new competitors in the American markets (Bush, 2016). Furthermore, The slow growth of economic in western and some Asian area affect the expansion of Nike. Finally, S&P stock suffer circuit breaker 5 times in 2020, causing a huge negative influence on the US marketing while many of firm which include Nike loss a amount of money in this Event (Ballentine et al, 2020).
 
Social Factor
The awareness of health and fitness have been rose in the world as well as the awareness of environment should be concerned by Nike. Besides to the local CSR, Nike also focus on CSR of other countries when they tent to expansion their companies (Rowland, 2017).

Technological Factor
Besides tot the available model phone platform, Nike also built up their digital metrics to analysis customer demand. Otherwise, Nike establish the Simple Object Access Protocol (SOAP) to ensure the running of their supply chain AND Massively Parallel Processor System (MPPS) to help customer pay for their products (Faroop, 2018).

[bookmark: _Toc23835][bookmark: _Toc24775]2.3 Customer insight
After putting the main target in male customer in 2018, Nike started to focus on these female customer since 2019. Otherwise, Nike tend to attract those who are 15 to 45 years old and concern about their health and fitness and crazy about sport to buy their products. Furthermore, besides to the Norther America, Nike also tent to take the marker share in Europe, Middle East, and Africa Greater China Asia Pacific and Latin America (Oberia, 2019).

[bookmark: _Toc3264][bookmark: _Toc7170]3.0 Objectives
[bookmark: _Toc22873][bookmark: _Toc3116]3.1 Sell-customer acquisition
Nike have got a great progress in their sale in recently and their revenue increased from 18.36 billion dollar in 2010 to 40.78 billion dollar in 2020 (Business strategy hub, 2020). However, Nike still is ambitious and they make plan about their sale. Since chief executive side in 2017, Nike want to increase their also of 50 billion dollar until 2020 and 75 percents of sale outside US market (BOF, 2017).

[bookmark: _Toc15390][bookmark: _Toc27541]3.2 Sever- Customer satisfaction
Nike tend to get more customer satisfaction currently and they work harder in their innovation and establish some platform to get customer feedback (Pamela, 2018).

[bookmark: _Toc15682][bookmark: _Toc26791]3.3 Sizzle- The wow factor
Basically, in order to create more surprising for their customer, Nike want to make a lot innovation in their products and advertising even though establishing some facilities in the recent years. In the advertising, Nike tend to keep their theme which is “Just Do It” to inspire people to sport and come true their dream (BIZ world, 2015). In the products, Nike also concerned to develop their digital products to help customer sport and give them a better experiences about their purchasing.

[bookmark: _Toc13551][bookmark: _Toc7604]3.4 Speak- Engaging customers
Through various platform, Nike tend to get more feedback of their customer and use their feedback to improve their products so that they could provide better services and products for customers. Recently, Nike started to create their digital platform and application to gather more data of customer and the experiences of customers (Levine, 2018).

[bookmark: _Toc10524][bookmark: _Toc19553]3.5 Save- Cost effective
Although Nike own some industries in Vietnam, China and Indonesia and they have lower expense in labor, they still tend to reduce their cost while they have a number of cost in sell. Therefore, Nike focus on find various methods to reduce their cost from producing to selling so that they can get more profit (Levine, 2018)..

[bookmark: _Toc5495][bookmark: _Toc7935]4.0 Strategy
[bookmark: _Toc14828][bookmark: _Toc24358]4.1 Segments
Nike tend to attract customer from four categories of groups which include demographic, geographic, psychographic and behaviors segment.

Demographic segments
In this segment, Nike decided to divided their customer in different age and gender and design different products for them. Firstly, in the age, Nike focus on those who age at 15 to 55 years old design products and service for them in different group of ages. Otherwise, for the gender, Nike divided their product into men products, woman product as well as kind products. Therefore, Nike can provide various products to satisfy the need of them and improve their experiences (Oberio, 2019).

Geographic segments 	
Nike establish many store in different countries and ares to provide various products for different residents for their different demand because different countries have different lifestyle and their requirement are various. For example, Norwegian living in cold all the year and Nike provide their winter clothing and shoes for them (Stern, 2018). 
	
Psychographic segments
Nike design many kinds of products to meet the various need and interest of customer event though make contract with majority of global athletes. Whatever these customers are interest in any sport such as basketball, football or tennis, Nike can provide related products to meed their requirements even though those who just like fashion rather than sport. Nike also design many fashionable clothing and shoes for them (Grades Fixer, 2019).
. 

Behavioral segments
For this part of segment, Nike also make their strategies to meet the requirement of their customers. Although these customer live in same area and at same age even though have same gender, they still have various lifestyle and view about fashion. Therefore, in order to solve these problems and satisfy the demand of all of customer. Even though for in kind of products, Nike also design different style. For example, for the shoes for “AIR FORCE 1”, Nike not only has mid size, but also has high size and low size who tent to different experience for shoes (Grades Fixer, 2019).

[bookmark: _Toc875][bookmark: _Toc15063]4.2 Target market
Although Nike tend to meet the requirement of customer in different age, gender, area, interest and lifestyle, they still have their target market and make a more strategies for their target market to maximum their revenue. About the age, Nike have designed the product for those kid and those who are more than 50 years old, but they main attract those who are 15 to 45 years old of people and tend to exchange this group of people to their loyalty customers. About the gender, the majority of products were designed for man because Nike consider that more man would like to do more sport than women in the past. However, since 2019 when Nike find the potential of female market, Nike started to pay more attention even though majority of concerned on the female customers and design more products for them. About the areas, as the global companies, Nike own the shores around the world and design the products for customer form various customer, but the 41.0 of revenue of Nike still come from those customer who live in Northern America, so in order to ensure their benefit, Nike put their main target market in Northern America and design more product for them (Oberia, 2019).

[bookmark: _Toc26629][bookmark: _Toc18115]4.3 Positioning
Facing many of competitors such as Adidas and Pump, Nike make theirs strategies and position themselves to ensure people will buy their products rather than other bands. The main strategy made by Nike is related to the athlete. Nike tend to make contract with many athletes who have many achievements in their career. Therefore, Nike can attract many fans of these athletes to purchaser the products which are related their idols. (Grades Fixer, 2019). 

[bookmark: _Toc11189][bookmark: _Toc1506]5.0 Tactics
[bookmark: _Toc23674][bookmark: _Toc29099]5.1 Marketing Mix
As for the detail strategies of Nike, they make plans from seven main parts which are products, price, place, promotion, people, process and physical evident. 

Product
Nike has 5 band categories which produce their products in different product line. Although all of these banks will be named of Nike, they still have various to meet the need of customers. For example, As well as the Nike sport, Nike sale the suit for the dairy life with the fashionable style in the band of Nike life and the band of “Air Jordan” to attract those customer who not only interest to play basketball, but also tend to be fashionable. For the views of fashionable, Nike also have different design for example, they have traditional style as well as the famous style in their products. Furthermore, for their products, Nike will ensure their quality to be high so that customer are willing to pay for them although they also carry the higher price (Gregory, 2018).

Price
Currently, Nike set price of their products higher than their competitor with their higher-quality products, because the low-prices strategies are easy to be copied by their competitors and Nike tend to take more advantages in their quality and technologies. Otherwise, Nike also use bundled price to give some discount to customer as well as increase their sales. For example, customer can enjoy the benefit, if they buy both shoes and clothes in the same series. Besides, Nike tend to put their product in the internet to sale at the greater price as they can reduce some cost in their sale. Furthermore, Nike set fix price for their product in their 5 bands so that their product can be afforded by those customer who earn different (Gregory, 2018).

Place
Basically, Nike main provide their products in two channels and they can transfer their products to wholesalers after customers can buy them or put these products directly into the online. Nike currently has over 500 retailers over the world to ensure that customer can easily assess their products. In the internet, Nike recently pay more attention to their online sale and built their system of delivery to ensure that customer can receive their products timely. Furthermore, Nike also have over 500 suppliers to provide the raw materials for them and ensure they can produce enough goods for customers (Bhasin,2019).

Promotion
Nike use various media to advertise their products and cost a large percentage of their budget every year although they have already take many of market share in the world. Firstly, Nike still keep promote their products in the traditional media such as television and radio, but the benefit of the advertising come from the platform in social medias such as facebook and Twitter and YouTube which are cheaper that those advertising in traditional media. Otherwise, Nike also promote the personal promotion for some retailers to attract more customers in some ares (Pratap, 2019).

People
Nike has a professional team of people to help them and ensure Nike run in long term and keep increasing of revenue in the recently year. Their sale staff have been trained by Nike professional and they play vital role in company. These staff can give a good impressive and find the preference of their business customers. The customer services staff can also get a good contact with customer and actively solve the problem for customers. Otherwise, their staff who work in produce also pay a key role in this company can they have ability to ensure the quality of products and provide their product in time. Finally, their retailer in store, they can efficiently guide their customers and answer the question from customer so that it can help them choose their favorite products (Pratap, 2019).

Process
In order to produce enough product, Nike set a series of available system to remind them when their inventory are low. Nike also will replenish their stock actively after they sale too much. In their online process, Nike establish their online system and actively receive their order and delivery products for them (Davis, 2018)..

Physical Evident
Nike tend to give their customer better experiences, so their will design the colourful pack for their products and decorate their store fashionable. In their website, they also put high-quality image and actively update their information about their new products (Davis, 2018).

[bookmark: _Toc20119][bookmark: _Toc21656]5.2 Content
Nike has their content strategy to advertise their band and they also have their standard for their products. Firstly, Nike ensure their product carry with the high quality even though they set high price and reduce a few quantity. Furthermore, Nike is willing to make more contract with some global athletes to improve the quality of their band. Otherwise, Nike want to promote their band to be a kind of symbol of sport rather than just a company.

[bookmark: _Toc17221][bookmark: _Toc5075]6.0 Actions
[bookmark: _Toc19144][bookmark: _Toc15897]6.1 Responsibilities and structure
As the one the largest clothing company, Nike takes a lot of responsibilities. Besides to maintaining the running of the companies, Nike also keep to update their products and design their new style for customers. They also work hard to manage their supply chain and pay attention to their CSR. Otherwise, their report their financial condition to their shareholder and get some suggestion of their holders (Nike, 2020). 

[bookmark: _Toc21808][bookmark: _Toc489]6.2 Internal resources and skills
Comparing with other competitors, Nike has not core resources and unique resources which other companies does not have,  but Nike own more professional designer and technical than their competitors and their physical asset much than others, causing Nike dominant the marketing many years (Bush, 2019). 

[bookmark: _Toc673][bookmark: _Toc23225]6.3 External agencies
As for external agencies, Nike not only their target customer, government and regular such as US government and their suppliers which are those industries from Vietnam, China and Indonesia, Nike also has their partner such as Supreme and OFF-white which make some collaborations together so that they can meet more requirement of customers. (Wilson, 2019).

[bookmark: _Toc17888][bookmark: _Toc24351]7.0 Control
[bookmark: _Toc28256][bookmark: _Toc18716]7.1 KPIS
About the key performance indicators, Nike has a good condition in the recent 10 years. About their revenue, it increased from 18.35 billion dollar to 40.81 billion dollar as well as their net profit growth than two times than previous. Otherwise, their market value rose more than 5 times from 2010 to 2020 (Macrotrends, 2020). 

[bookmark: _Toc24405][bookmark: _Toc31365]7.2 WED analysis and Reporting
As the website show, Nike expend the sport potential of every customer and innovate their technologies so that every player who with their products can get a better performance in every game. As well as they open the platform to get the customer feedback in the internet such as Facebook. 

Nike publish their annual report 4 times a year to report their condition and development even though their strategies of the next step in their official website. For example, in their annual report of 2019. Nike has already 384 stores in America and 768 stores outside the America, Otherwise, their footwear factories located in 12 countries and total number reach to 112 and in this countries and percentage of producing in Vietnam, China and Indonesia are 49%, 23% and 21% respectively. They also has 334 suppliers from 36 countries which include China, Vietnam and Thailand which tale 27%.22% and10% respectively. Since 31th May 2019, Nike has already 76700 employee around the world (Nike, 2019).

[bookmark: _Toc18826][bookmark: _Toc22877]7.3 User experiences and conversion rates
Nike work hard in user experiences and tend to fins various channel to talk with their customers.In the 2016, Nike add their technology of AR in their application to provide the better experience for their customer. Customers can use this technology to observe the result with the product online. Nike also can improve their products from these information in AR. Otherwise, Nike also open their platform in their contact line, application and social media to have a communication with their customers (Levine, 2016). 
 
[bookmark: _Toc24585][bookmark: _Toc7777]8.0 Conclusion
In conclusion, Nike also the one of the largest clothing companies in the world. They have a complete and excellent marketing plan. Firstly, they have a huge group of staff to maintain the running of their companies, so Nike can have more advance technology than its competitors as well as ensuring their products with high-quality. Their supply chain continue to provide raw material and their delivery can ensure than their customer receive the goods timely. 

In outstanding advantage of Nike come from their strategies of customer while they tend to meet the need of all of customer even though those who exclude their target market. They have 5 different producing line and open store in different countries, so they design different style of clothing for their customer who have different views for clothing and set different level of price for those who earn different.

Otherwise, the strategies in advertising is also a main reason of success for Nike. Nike spent a large of percent of their percent in their budget in advertising which come from various media. Otherwise, they put more attention in the online platform, which is the excellent strategies and help them to keep increasing their sale every years.  

Furthermore, Nike made contract with many of famous global athletes in various sport, which attract many of customer who are the fans of these players. Besides, this strategies of Nike gradually become a symbol of sport rather that a company, because Nike have already had ability to inspire those who want to get achieve in the sport career.

However, Nike still face a lot of issues currently, since they some law event in 2018 and suffer from penalty about Sexual Harassment. Nike have the huge debt and the problem of labor in some countries which might cause some issues for financial condition in Nike. Although Nike is a global company, they still rely on their US market, causing some issues recently, for example, S&P stock suffer circuit breaker 5 times in 2020, which cause a amount of loss many companies of clothing particular Nike who have majority of income from US.   

[bookmark: _Toc17768][bookmark: _Toc11547]9.0 Recommendation
In order to maintain their running and achieve their goal, Nike still has many parts which need to improve. Firstly, Nike should solve their problem of their debt which cause a amount of interest cost in their financial statement. Then, in order to avoid the law event of Sexual Harassment which might happen in the future, Nike could rise some income for their female employees. Otherwise, Nike can move their industries from those countries which are lack of labor to those which have enough labour. Besides, Nike also need to find an available way to outside the relying on the US marker and expand to the world. 
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