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“To bring inspiration and innovation to every athlete* in the world.If you have a body, you are an athlete”(Nike, 2023). This is not just a statement, but the mission of one of the most recognizable companies in the world. Nike, is an American sportswear company founded in 1964 as Blue Ribbon Sports by Phil Knight and Bill Bowerman, track and field coach at the University of Oregon (Nike, 2023). Moreover, by the beginning of the 21st century, Nike had stores and distributors in more than 170 countries, and its logo, a curved tick called the "swoosh", was recognized around the world. The company was renamed Nike, Inc. in 1971 and went public in 1980 (Britannica, 2023).The company's sales revenue for 2022 according to Macrotrends (2023) is in the amount of 46.71 billion dollars which is a increase of 4.88%compare to 2021. In order to increase sales, its market share and keep its brand in one of the highest positions in the world, Nike devotes a large part of its income for marketing. In 2022, this amount is 3.11 billion dollars (Parker, 2023)
According to Michael Porter (1998), "You can't be all things to all people" and companies that specialize in meeting consumer needs tend to be more effective, so companies use STP marketing (segmentation, targeting and positioning). Understanding the distinct demands of consumer groups that need to be segmented for optimal sales potential results from mass marketing and the notion that all customers are treated equally. Specifically, there are differences among all sports fans. For instance, extreme sports gear is not appropriate for senior customers to purchase from a sports firm like Nike.
Customers have different needs, means, locations, attitudes towards and routines for making purchases in each market. Businesses use market segmentation to break up big, diversified markets into smaller niches where they can more effectively and efficiently provide customers with goods and services that are tailored to their individual needs (Kotler et al., 2019). Nike lists "all athletes" as their overall target market, but it also clearly specifies certain market niches based on behavioral, psychographic, demographic, and geographic factors. For a better understanding STP model the audience, refer figure1. 
[image: https://images.edrawmind.com/article/nike-market-segmentation-targeting-and-positioning/example-1101_630.png]
Figure 1: Nike STP model (Edrawmind, 2023)
Nike uses demographic segmentation extensively since its traits are simple to recognise and quantify. Nike uses demographic segmentation to target people according to their gender, age, and stage of life (Panagiotopoulou, 2017). First and foremost, Nike targets customers between the ages of 15 and 55, with a strong emphasis on teenagers, to create long-term loyal customers, which is an advantage over new market entrants. Another targeting is by gender - men, women and children. The largest share of Nike's sales revenue is related to purchases by men. This is illustrated in Figure 2.
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Figure 2: Nike`s wholesale revenue (Tighe, 2023)

The company's main target group is related to sports-oriented people, which includes both professional athletes and sports enthusiasts. Since different sports are popular in different parts of the world, Nike needs to segment the market geographically as well.
Geographic segmentation acknowledges the fact that different countries have distinct lifestyles and traditions. To fulfil the needs of its clients, the company has introduced various items for different continents and countries. Nike launched a slew of marketing initiatives across the United States, Europe, Australia, Asia, and Africa. For example, in the United States, American football is the most popular sport, followed by basketball and baseball (Statisticsanddata, 2022), whereas in Europe, soccer is the most popular, followed by tennis and rugby in third place (Shoup, 2020), so campaigns in Europe are primarily related to football and tennis, while campaigns in the United States are primarily related to American football and basketball.. The company realizes the most sales in the USA and Europe, as can be seen in figure 3.
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Figure3: Nike sales by region (Warner, 2018)

Psychographic segmentation. Nike is aware that people today love sports, are interested in fashion and can spend a lot of money on new products. Nike tries to attract the attention of the public by making its designs unique and colourful, as well as fit in with the latest fashion styles (Pluta, 2023). Today, people wear sports shoes and clothes because they are not only comfortable but also can be worn on different occasions. The lifestyle of the customers is based on health, fitness and emulation of famous athletes and personalities. As defined by Haider (2021) “What your sneaker say about you”, therefore how clothing and shoes give clarity to the personality.
The company targets professional athletes and sportsmen with exclusive and innovative products. A typical example of such an athlete is the best basketball player of all time, Michael Jordan. In 1984, Nike signed a contract with him, which turned out to be a revolution in sports marketing. The company creates an entirely new line with the name Air Jordan, which also becomes one of the most famous brands in the world, long before the advent of social networks and easy access to information by customers (Britannica, 2023). Successful personalities wearing the brand awaken in the buyers the feeling that they can too achieve similar results if use the products.
Nike uses behavioural segmentation to their advantage by offering clothing, casual shoes, and necessary sports gear to its clientele. In order to accommodate the desires of every consumer, Nike also produces a variety of product variations. Nike instills in their clientele the belief that wearing their gear makes them feel like athletes. It also boosts client loyalty by offering them a selection of high-quality, cutting-edge products (Edrawmind, 2023). Nike makes it possible for its target audience to tell friends and family about their experiences, both online and through other social media platforms about their product reviews. This will significantly affect how people behave when making purchases. 
Positioning of Nike has established itself in the minds of its target customers as a leader in sports equipment. Nike has created all kinds of sports-related products that cater to niche markets. Motto of the company is "Just do it" appeals to his encourage buyers to purchase Nike goods with confidence and motivation. It is now a significant rival in the sports sector (Brohi et al., 2016). Nike keeps the high quality and the high price, which implies in the customers this feeling of uniqueness and full satisfaction from the products, compared to its competitors from the sports and fashion brands, which can be seen on figure 4 and figure 5.
[image: https://insideoutgroup.com.au/wp-content/uploads/2022/09/Screen-Shot-2022-08-30-at-11.56.23-am.png]Figure 4:Positioning map sportswear brands (InsideOutgroup, 2022)  Figure 5:Positioning map in fashion brands (InsideOutgroup, 2022)
It can easily be seen on the position map that Nike is the most comfortable and fashionable brand to wear while at the same time being the most preferred by successful athletes to achieve high results. This is a huge advantage over competitors.
Once the market is segmented and targeted, companies can focus on using appropriate strategies to reflect their target groups. A marketing mix can be used for this purpose. The marketing mix is a set of controllable elements through which a company can influence the needs of its customers (Kotler et al., 2019).These elements are PRODUCT, PRICE, PROMOTION, PLACE.
Nike products are diverse from equipment and accessories, clothing and of course shoes. Shoes are Nike's most popular and recognizable product and the company's marketing strategy is to add more product lines to increase the mix (Gregory, 2023). For instance, the business currently sells tennis shoes, sneakers, and shoes for a number of other sports, such as cricket. Nike sells clothing as well, such as jerseys, shorts, and associated items. The company's marketing mix also includes equipment and accessory products, such golf clubs. Several Nike brands, such as Air Jordan and Converse, are used to market these goods (Nike, 2023).
Nike employs value-based pricing in addition to a price leadership approach. This covers businesses whose pricing strategies are dependent on how much customers value their items. Nike has made a large financial investment to position its brand as the finest in its class. Regardless of the product's true value, consumers are willing to pay greater costs for merchandise that sports the NIKE emblem.A product's cost and life cycle stage are closely correlated. In the initial stage, sliding or penetration prices can be used. In the maturity stage, promotional or discounted prices may be used. In the decline stage, sales or discount prices can be used to dispose of unwanted inventory (IPL, 2023). Compared to its direct competitors, when selling shoes, Nike is in the upper price segment. In the following graph, it is clearly seen that the company sells at higher prices than Adidas, Puma, New Balance, therefore not only is it positioned as a comfortable and luxury brand, but it is also more expensive.
[image: average-cost-of-shoes-by-popular-brands]
Figure 6: Average price of popular shoe brands (Rizzo, 2023)
Nike's main promotions are advertising and sponsorship. The company's advertising features celebrities and athletes from various countries, including Serena Williams, Cristiano Ronaldo, Rafael Nadal and LeBron James (Khanna, 2020). The company also sponsors cricket, NFL and NBA sports teams. The business uses one-on-one interactions with local sports teams, organisations, colleges, and schools to carry out direct marketing. They also occasionally provide their clients with fantastic deals and discounts, which fall under the category of sales marketing strategies. The business gives NGOs financial help so they may improve their PR campaigns and use them to market their goods. Nike uses Instagram, X (Twitter), Facebook, YouTube, and other social media platforms to engage and communicate with millions of people while promoting their products, much like many young people do. Nike's "Just Do It" campaign, which debuted in 1988, inspires people to work productively. The phrase is now a trademark of Nike (Shastri, 2023).
Nike's marketing strategy for place and distribution is quite clear and simple, the largest number of customers should be reached. This is done through wholesalers, which are Nike's largest distribution channel, as well as direct sales to customers, using both the company's physical stores and its website. E-commerce companies such as Amazon are also used, as well as retailer partners such as JD sport and Foot locker (Oberoi, 2020). The growth in online sales during the pandemic was an indication of Nike's ability to succeed in the long term and in a future that will increasingly be defined by e-commerce and digital brand relationships. It was with direct-to-consumer strategies that Nike was able to reach 50 percent digital penetration and thus increase its sales from $2.5 billion in 2020 to $16.4 billion in 2021 (Wong, 2022)
In conclusion, it can be said that it is not by chance that Nike is one of the most recognizable brands in the world. The company uses the full range of marketing strategies by having a clearly defined, segmented and targeted market on which it successfully influences. “Just do it”.
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