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1. Introduction
Covid-19 pandemic, which was first identified in Wuhan, China, in December 2019, affected the entire world on many aspects. According to Worldometer, about 280 million people have been infected and more than 5 million have died so far. The pandemic has impacted mental health, especially of old people, increasing depression and anxiety, the whole world being required to stay at home for months and to leave the houses only for basic needs, such as grocery shopping. 
Besides that, Coronavirus disease had a huge negative impact on the world economy. Hundreds of millions of jobs were lost, as more than 60% (US) of businesses has permanently closed. The retail and aviation/tourism sectors were worst affected, as most of the shops were told to shut during the lockdowns and people were stopped from traveling. Sales traffic has declined by 40% in Europe and Latin America and 60% in North America and Middle East. 
The global situation forced people and businesses to adapt to the new conditions of work and consumption behaviour. As a lot of shops, organisations and companies had to shut their doors forever, due to financial losses, other businesses have found different ways to survive and to continue their activity. It could be done by implementing successful marketing strategies and responding to the new consumers’ needs and requirements.  
The following report will try to present and analyse how Nike, the biggest sportswear brand in the world, has responded to Coronavirus crisis. It will describe what marketing process is and what marketing strategy the company has chosen to adapt to the new conditions of retail development.

2. Why is marketing so important for the business environment?
According to the UK Chartered Institute of Marketing, “marketing is the management process based on identifying, anticipating and satisfying consumers’ needs and requirements”. It means planning and executing the pricing, promotion, and distribution of goods and services to create conditions that meet individual and organisational goals. Marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others. (Blythe, 2006)
Wikipedia defines marketing as “process of intentionally stimulating demand for and purchases of goods and services, potentially including selection of a target audience, of certain attributes or themes to emphasize in advertising. It includes operation of advertising campaigns, attendance at trade shows and public events, design of products and packaging to be more attractive to buyers, selection of the terms of sale, such as price, discounts, warranty, and return policy. Marketing looks for attempts to create awareness of loyalty and positive feelings about a brand”. (Wikipedia, 2021)


The marketing process consists of 5 steps:
· Situational analysis: a thourough examination of internal and external factors that affect a business or organisation. It helps to create an overview that will lead to a better understanding of the factors that will influence its activity and development. There are 3 models by a situational analysis can be done: Macro environment model, Porters 5 Forces or SWOT analysis;
· Objectives: specific results that a person or a company want to achieve within a time frame and specific available resources;
· Strategy: a plan or set of plans set to reach something, to achieve an objective, especially over a longer period of time. Strategy includes steps like segmentation, targeting and positioning;
· Implementation: the process of putting a plan or a decision into effect or execution;
· Control: the procedures or practices applied by the organisation to monitor and regulate the marketing activity in order to achieve the marketing objectives and strategy.
   Marketing helps to create a connection between the business and the customers and, even more, to maintain it for as long as possible. It uses different ways to find out what clients would like to purchase and to create these opportunities to them. A right marketing strategy helps the business to maintain a good reputation and brand’s equity. 

2.1 Nike origin and history
  Nike is the biggest worldwide sportswear company, founded in USA, in 1964, by University of Oregon track athlete Phil Night and his coach, Bill Bowerman. First, the brand was named “Blue Ribbon Sports” and was operating as a distributor of the Japanese shoe maker “Onitsuka Tiger. In the first year of the business, Blue Ribbon Sports sold 1.300 pairs of Japanese running shoes, getting an income of $8.000. By 1965, sales went up to $20.000 and, in 1966, Bowerman and Night opened the first shop in Santa Monica, California. Due to good sales, other stores were opened in Massachusetts next year. In 1971, Blue Ribbon Sports ended the collaboration with Onitsuka Tiger and rebranded his name in today’s well-known “Nike”.
  Throughout the years, Nike has expanded and diversified its production by launching the famous slogan “Just do it”, by opening the first retail store Niketown and reaching 50% of the USA athletic market share. Nowadays, the big Nike brand has shops and distributors in more than 170 countries. The company, headquartered in Beaverton, Oregon, USA, has about 76.000 employers and it is the world’s largest supplier of sport equipment and apparel, with a 2020 year revenue of about $37.4 billion. 
   Nike is a leader in manufacturing a wide range of sportswear clothing, but shoes are the flagship product. The brand provides different sport activities trainers, such as football, golf, soccer, basketball, tennis, snowboarding, volleyball and hockey. Nike also sells flip-flops and consumer fashion shoes, such as Mary Janes. Some of the apparel products include clothes for sport, yoga and even dance, collections as Livestrong, Nike Pro, Nike Free and SPARQ. Nike also sells sport equipment, such as balls, swimming caps, baseball bats, golf clubs and rackets. Gloves, yoga mats, knee pads, wrap sleeves also can be bought in Nike stores. Aside these, Nike designs accessories: watches, rubber bracelets, bags, socks, training belts and Nike+ supplement for the iPod. (Nike, 2021)

2.2 The four PS of marketing process and how Nike promotes its products
   Marketing process includes 4 mix elements that are the key for taking a new product to the market. The company can base on these factors to choose the best way of meeting customers satisfaction.  
  The mix elements are explained as it follows:
1. Product – includes use, design, packaging, features, size and colours, quality. It can be either a tangible good or intangible service that fulfills a consumer need or want
2. Price – depends on packaging, location, timing, discounts, shipping and other related factors;
3. Promotion – the ways used to take and differentiate a particular product or a service to the customer. It includes elements like advertising, social media marketing, public relations, e-mail marketing;
4. Place – the channel and locations for distributing the products chosen in a way that should convert potential clients into actual clients. (Investopedia, 2021)
As any other brands, Nike also uses the 4 Ps marketing mix to promote its product in the best way. Talking about the company’s product, the following categories represent Nike’s product mix: sport shoes (for running, tennis, cricket or golf), apparel, equipment and accessories. 
The company considers 2 strategies when deciding its product prices: 
1. Value-based strategy: the maximum prices is determined considering the amount that customers are willing to pay for;
2. Premium pricing strategy: involves high prices, based on a premium branding strategy that Nike presents its products at a very high quality than competitors ones.
    The strategy Nike uses is to promote its products through 3 major channels: selling the products to wholesalers in US and on international market, direct sales to consumer, which include in line and factory retail outlets and through E-commerce (official web site). 
    Also they use segmentation of the prices. It means to have different prices for different category of a similar product. For example, according to the web site, the Nike Air Max shoes for adults and children are produced at the same cost prices, but the selling prices are drastically different. The same pair of older children shoes Air Max 270 (the size which doesn’t differ a lot from an adult size) can be bought for 86 pounds, when and an adult one costs around 135 pounds. (Nike, 2021). 
   Social media is another successful platform where Nike can promote its items. With over 5 million followers on Twitter, 27.5 million likes on Facebook and 69 million followers on Instagram, the brand has an effective and online presence as they post daily compelling and engaging materials.
  
2.3 Nike PESTLE analysis
   A PESTLE analysis is a tool used to create a macro overview of a business/company. It analyses the key external factors that can have an influence on an organisation activity: 
· Political: tax and fiscal policies, trade regulations and reforms, political stability, tariffs; 
·  Economic: economic growth/decline, inflation, wage rates, unemployment rate (local and national), cost of living, credit availability, interest and foreign exchange rates;
· Social: cultural norms and expectations, age and gender distribution, health and safety, opinions and attitudes, education, religion, consumer buying patterns;
· Technological: automation, communication, technological awareness and development;
· Legal: changes to legislation impacting employment, access to materials, resources, import/export, industry specific regulations;
· Environmental: climate, geographic location, weather, pandemics and other emergencies.
      By analyzing these factors, a company can assess the risks related to its activity and take the right decision in order to protect itself. The following PESTLE analysis of Nike brand has tried to provide the contextual information about the company and to define new products development. 
     Political factors
     Being founded in USA, the country is a “home” market for Nike, with the company generating approximately 41% of its overall revenue in 2019. China and Vietnam are other 2 countries where the brand has the most manufacturing sites, followed by Indonesia and Thailand.     
      The United States political regulations provide low-rates rates and well-arranged international tax agreements. Nike shoes are manufactured in 36 factories in the US by 5151 workers. In order to expand to other markets, Nike has opened 517 manufacturing facilities in 41 countries around the world.
     The growth of the company can be affected by changing manufacturing laws and tax regulations. For example, the shoe companies pay 25% in tariffs in the United States, one of the highest duties compared to other countries. Also, in 2019, the president Donald Trump planned to increase tariffs on Chinese goods exported to US by 10%. The decision was estimated to include all types of footwear and would have costed American buyers an extra 7 billion dollars per year. 
Economical factors
   This aspect is about sales and profit. Nike products are very popular and quite affordable, which means the company is not tended to have any economic/financial issues. A problem can occur if there is a market collapse, when customers can choose cheaper products, switching to lower-end or if a decent level of quality on the international market becomes easier to produce. Eastern countries, less economically developed, are not really a good marketplace for Nike, as people there don’t often afford to buy brands products, in comparison to Western countries. 
   Nike was affected by the financial crisis in 2007-2008. According to SP Global, the company felt 12% drop in sales and the stock was lost as much as 28%. Nike has cut 5% of its workforce, it has being the biggest job reduction in the company’s history. Despite this fact, the company could survive the crisis, while other businesses went bankrupt. 
   Another economic crisis in 2020, started with Covid-19 pandemic, made Nike to lose about 38% sales, due to physical stores closures. It revealed that the sportswear retail leader relies quite a lot on high-street shops. The company then has tried to focus on online shopping more to overcome the negative situation. The same source mentions that digital sales of Nike have roses up to 30% during the pandemic. 
Social factors
By analyzing social factors, organisations are able to identify the behaviour patterns of customers and create a customer profile as accurate as possible. A sneakerhead culture on the footwear market has been developing since 1970-1980. Nike has got this direction and started a collaboration with the American basketball iconic player Michael Jordan. Currently, the sneaker resale market is estimated to reach 2 billion dollars. 
    Another successful Nike’s campaign – “Dream Crazy”, launched in 2018, targeted specific customer base who was interested in the power of sport as a world move forward. (Nike, 2021). The action focuses on a collection of stories that represent athletes who are household names and those who should be – people who became popular after being down and having no hope for a better life. 
   Worldwide tendency for a healthy life style leads to more and more people becoming fond of sport and fitness, which means plenty of sportswear purchases ongoing. 


Technological factors
    Advancing technology changes the way that consumers want to see and purchase products. To adjust to new technology innovations, Nike always creates new products, depending on customers’ needs and wants. The most famous new digital products created by the company in its own lab are Nike Flywire support system, Lunarlite foam cushioning, Nike FlyEase or Hyperdunk basketball shoes. The latest innovation is Nike Fit, a foot-scanning solution designed to find every person’s best fit. Nike Fit uses a proprietary combination of computer vision, data science, machine learning, artificial intelligence and recommendation algorithms to find your right fit.
   Social media platforms allows businesses to whittle away faster than ever. Nike promotes its brands and products as well as events through the several accounts and regularly tweets to its fans and followers. It publishes its photos and videos of its products and events through the Twitter account, Facebook and Instagram. With an astonishing 92 million followers, Nike is the second most followed brand on Instagram. The sports giant is also the 19th most popular account on Instagram, the only brand other than Instagram and National Geographic to make it to the top 20 list. (Unmetric, 2021)
Legal factors
 Over the years, Nike has been in a number of legal battles. In the late 1980s, the company has been taken to court for failing to disclose poor working conditions. It also has a long legal history with Adidas over patent infringements. Recently Nike filed a recently filed a lawsuit against footwear rival Skechers for copying design patents. (Pestle Analysis, 2021)

Environmental factors
   In the 21st century, businesses around the world are called to minimize any negative impact of their operations on the environment. Small and big companies are expected to reduce their carbon footprint, the waste and pollution and required to preserve the environment. 
    Over the past twenty years, Nike has made great progress in becoming environmentally responsible and sustainable. The company designed a line of sports jerseys and sneakers crafted from recycled waste plastics and announced its commitment to switch to 100% renewable energy by 2025. Also, Nike has plans to completely eradicate single-use plastic bags in all its stores by the end of 2021. (Nike, 2021)

2.4 SWOT analysis of Nike
    A SWOT analysis is a tool that helps to identify the Strengths, Weaknesses, Opportunities and Threats of an organisation or business. It represents a self-assessment for company’s management. The SWOT analysis allows projects to get valuable information about their activity in an easy and quick way, being performed by anyone with knowledge about the business in the industry in which it operates. It involves a brainstorming session, where every single participant can mention their judgements and beliefs. 
  Beside it, the tool can be subjective sometimes, as it bases only on individual’s participating in the brainstorming session opinions. It also ignores some of the strengths and weaknesses of other companies that can directly affect the analyzed business. 

The four elements of a SWOT analysis are defined below:
1. Strenghts – factors responsible for the success of the company: financial resources, brand loyalty, brand product line etc.;
2. Weaknesses – the elements that hamper the organisation to reach its goals and objectives. Declining machinery, low product range, poor decision making can keep the business away from meeting the required standards;
3. Opportunities: factors, that identified at the right time, can help a company to develop and to grow: advancing technology, government supports, competition, industrial factors etc.;
4. Threats: things that affect company’s profitability and reliability: competitors, external unexpected social or economic situations like wars, pandemics, crisis, profit reduction etc.

NIKE SWOT Analysis

	Strengths
	Weaknesses

	· Stron
· Strong brand awareness – one of the most recognizable brand in the world, capturing about 31% of the global footwear athletic market;
· Side brands and iconic collaborations – popular collaborations with other brands (Converse, Hurley) and with the basketball player Michael Jordan that contributes to success of the company;
· Big customer base – millions of loyal customers around the world;
· Low manufacturing costs – Nike’s shoes and apparel are manufactured in foreign countries: Vietnam – 50%, China – 22%, which helps to save some production costs;
· Successful marketing campaigns and social media promotion;
	
· Poor labor conditions in foreign countries – in the last 20 years, Nike was targeted for providing unsafe working conditions, low wages and child labor;
· Pending debts – as of August 2020, Nike had total debt of 9.54 billion dollars;
· Lack of diversification;
· Dependency on US market – despite its popularity around the world, Nike still relies on US sales and revenue;


	Opportunities
	Threats

	· Innovative products – despite a lot of products, Nike still has a lot to innovate. Combining technology with athletic wear can become successful for the company;
· Artificial Intelligence start-up – recently acquired predictive analytic platform – Celect – is supposed to expand online sales and to predict customer’s shopping behaviour;
· Efficient integration – the production can be grown if Nike gets more independent manufacturers;
· Markets expanding – although Nike is very popular around the world, there is still plenty of countries where the brand can expand;
	· Counterfeit products – it can directly affects the reputation and revenue of Nike. Low-quality fake products made by merchandisers can tarnish the image of the brand;
· Economic uncertainty – regardless of the popularity, all companies are susceptible to the negative impact of a global economic recession;
· Currency fluctuation;
· Trade tensions - as Nike depends on different markets across the world, occurred disputes or conflicts with the partners can become a threat for the company.


















Conclusion

      Marketing is the core of business growing and industry transforming. It is the process that helps organisations and companies to establish a brand and to put the products and services at the front of every customer’s mind.  A successfully applied marketing strategy boosts sales and enhances the company reputation. Marketing field offers mix of elements and tools and methods that can be used by businesses to improve and develop their activity. 
    As many other famous companies, Nike invests in marketing strategies and it can be read in brand’s popularity. The company’s business strategy is clear, invested in building the brand through emotional marketing and sports celebrity endorsements. Nike focuses on products of high-quality, on market-leading technology and buys out competing sports brands. It uses sponsorships, internet marketing, email marketing, and utilized multimedia marketing campaigns to promote its products. 
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