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EXECUTIVE SUMMARY
This report proposes a digital marketing plan for Nike, focusing on promoting its existing running shoes to a new market segment: adults aged 45–65. While Nike traditionally targets younger consumers, this campaign aims to reposition the brand toward health, wellbeing, and active ageing.
The report applies segmentation, targeting and positioning (STP) theory to identify the new audience and justifies the approach using demographic trends. A multi-channel strategy including social media, content marketing and email marketing is proposed. The success of the campaign will be measured using key performance indicators such as engagement, conversions and customer retention.
This plan demonstrates how Nike can expand its market reach while maintaining its strong brand identity.
                                                                                                                                                                                                                        


1. INTRODUCTION
Digital marketing has transformed how organisations engage with consumers, allowing more personalised communication (Chaffey & Ellis-Chadwick, 2019). Nike is a global leader in sportswear; however, its marketing primarily focuses on younger audiences.
This report develops a digital marketing plan targeting adults aged 45–65, a growing demographic with increasing interest in maintaining health and fitness. The aim is to expand Nike’s audience and increase sales through targeted digital strategies.


2. RATIONALE
The rationale for this campaign is based on key trends. Firstly, the UK population is ageing, creating new opportunities for businesses. Secondly, older adults are increasingly focused on health and wellbeing.
This strategy aligns with the Ansoff Matrix, specifically market development, where existing products are introduced to new markets. Additionally, this segment often has higher disposable income, making it attractive for premium brands such as Nike.
Therefore, targeting this group allows Nike to diversify its audience while increasing revenue potential.


3. SEGMENTATION, TARGETING AND POSITIONING
3.1 Segmentation
Market segmentation involves dividing consumers into groups with similar characteristics (Kotler et al., 2020).
· Demographic: Age 45–65
· Geographic: UK
· Psychographic: Health-conscious lifestyle
· Behavioural: Moderate exercise
· 3.2 Targeting
· Nike will adopt a differentiated targeting strategy, focusing on older adults interested in maintaining an active lifestyle.
· This group values comfort, quality and injury prevention, making them suitable for Nike’s products.
 3.3 Positioning
Nike will position its running shoes as a comfortable and supportive option for maintaining an active lifestyle at any age.
This shifts the brand message from performance to wellbeing.
 


. DIGITAL MARKETING CHANNELS
4.1 Social Media Marketing
Nike will use Facebook and YouTube, as these platforms are popular among older audiences. Content will include fitness tips and testimonials.
4.2 Content Marketing
Nike will create blogs and videos focused on healthy ageing and exercise advice, helping build trust.
4.3 Email Marketing
Email campaigns will include personalised offers and health-related content to encourage engagement.
4.4 Influencer Marketing
Nike will collaborate with older fitness influencers to improve credibility.
                                                                                                                                                          


5. MEASURING SUCCESS
The campaign will be evaluated using KPIs such as engagement, website traffic, conversion rates and customer retention.
A SMART objective could be increasing sales by 15% within six months.
 


6. CRITICAL EVALUATION
A key challenge is that Nike is strongly associated with younger consumers, which may make repositioning difficult. Additionally, competitors already target this market.
However, Nike’s strong brand reputation provides a competitive advantage.
 
 


7. CONCLUSION
This report has developed a digital marketing plan targeting adults aged 45–65. By applying marketing theory and digital strategies, Nike can expand its audience and increase sales.
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. 4.2 Content Marketing
Nike will create blogs and videos focused on healthy ageing and exercise advice, helping build trust.
 


