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[bookmark: _Toc67576190]Introduction
The term marketing refers to the initiatives taken up by the companies to promote their products and/or services to the consumers, within the local or the global market, for enhancing the profitability and sales of the companies (Greenwald et al., 2019). As mentioned by Shin (2017, p.208) in the year 2013 the American Marejring Association approved that marketing can be defined as the activity process as well as set of institutions that creates communicates delivers and exchanges offerings which possess value for clients, partners and customers including the society at large. To achieve business objectives, needs and the requirements of customers must be understood (Enghiad et al., 2017).
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Figure 1: Marketing concepts
(Source: Enghien et al., 2017)
 In the study, market fundamentals of Nike have been discussed. Nike is an American multinational company that is engaged to design footwear, sportswear, and equipment and accessories (NIKE COMPANY. 2021). The current study takes into consideration business fundamentals along with the marketing mix of Nike. Moreover, the essay has provided a detailed insight into the stages of marketing, the role of the marketing environment, the STP of the company.
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Figure 2: Nike
(Source: NIKE COMPANY. 2021)
[bookmark: _Toc67576191]Discussion
[bookmark: _Toc67576192]Stages of marketing
Marketing is based on how companies create value for consumers and develop a strong relationship with customers in return. There are five stages where values are created for customers within Nike. It is necessary to understand the needs of customers along with the market value. The marketing process comprises four distinct stages namely the discovery, strategy, implementation, and measurement stages. The success of Nike can be flourished by understanding the needs of customers in the international markets. 
A customer-driven strategy is an effective process of marketing for expanding a huge customer’s base. In Nike, with the new feature Nike Fit, the organization makes it easier for customers to shop in stores and online mediums. It would help organizations to have a positive customer experience in the near future. Choosing a value proposition is another marketing process of an organization for providing the greatest advantages in the target markets. From in company’s perspective, Nike offers four types of value proposition such as accessibility, innovation, customization, and brand. With the assistance of Nike ID, the organization allows customization. Building profitable relationships are considered an effective process of marketing. It would enable organizations to deliver superior customer value and satisfaction. For example, the profit of Nike from frees online word to mouth marketing. Capturing value from customers is another process of marketing. Good customer relationships help organisations to experience positive customer engagement.
[bookmark: _Toc67576193]Role of marketing environment and other suitable analysis model and theory
The marketing environment is defined as various external and internal factors. The impact of both positive and negative factors has a massive impact on the business operations of organizations (Enghiad et al., 2017). The marketing environment is essential for making a strategic planning for Nike. 
Understanding customers is necessary for organizations for promoting products in the markets. For instance, the demands of sportswear are high in the market, the organization understood the needs of customers before launching sportswear. The marketing environment is flexible enough for Nike to adapt to changing government rules and regulations along with the constantly changing needs of consumers. As cited by Salem and Salem (2019), the rate of loyal customers is high in Nike due to its quality products and prime brand name. In this perspective, a market environment assists the organization to retain a loyal set of customers. It is also essential to understand competition in the market. In this stage, Nike follows an emotional marketing strategy for providing high-quality services. Institutional theory influences the development and formal structure of business ventures. 
[image: ]
Figure 3: Institutional theory
(Source: Salem and Salem, 2019)
[bookmark: _Toc67576194]STP of organization
Demographic segmentation is used by Nike according to the age, gender, and life cycle of target customers (Kim et al., 2020, p.101856). The organization separated products baon thenthe needs of different age groups is mainly between 15 to yearsyear male and female. In the geographical segmentation, Nike understands the needs of customers who belong to different cultures of different countries. For different countries, the organization launched different products. In addressing psychological segmentation, Nike provides a variety of products based on the interests and needs of customers. The evaluation of segmentation allowed the organization to produce products based on preferences.
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Figure 4: STP
(Source: Kammerer et al., 2021, p.288)
In terms of the target market, the target market of the company is the group of people aged between 15to 45. It has been evaluated that the company integrated high-tech with push in digital sports and e-commerce. The target customers of Nike are classified into three different groups such as men’s products, women’s products, and Kid products (Kammerer et al., 2021, p.288).
In addressing market positioning, market position is how Nike positions itself in the market with its competitors. In the market, the market position of an organization is positive due to its prime brand name. 
[bookmark: _Toc67576195]Marketing mix strategy of the organization
Product: Nike offers a wide range of products including apparel, equipment, and shoes. The focus of manufacturing products to produce high-quality products and services. The output of the organization indicates the positive output of the organization. For instance, the organization provides quality shoes for cricketers which are around 30% lighters than its rivals. 
Price: The pricing strategy of the organization is competitive, and the price of products is based on the premium of the segment of target customers (Cardoso Filho et al., 2019, p.253). The evaluation of pricing strategy has a major impact on growth in sales and revenues. 
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Figure 5: Marketing mix
(Source: Blut et al., 2018, p.114)
Place: Being a multinational company, Nike has multi stores across the globe. In the international market, the organization sells its products through various independent distributors. To minimize logistic costs, the organization has manufacturing units in almost all the countries where it operates. As opined by Blut et al., (2018, p.114), Nike also uses e-commerce websites for selling its products to its target customers.
Promotion: The promotional strategy of Nike is aggressive and comprehensive and uses all the necessary tools of advertising such as social media platforms for promoting products. 
The pestle analysis of Nike 
Political: the sports shoe business is dependent on the impacts of political landscape. The governmental and the political external factors manages to define certain significant strategies of Nike. Stable conditions in the political climate, expansion of free trade policies as well as improvement in the governmental support for infrastructure are some of the examples which are opportunistic for Nike to increase revenue generation. 
Economic: economic stability in the developed markets along with rapidly growing developing markets are significant in increasing the local as well as global market for Nike (Pandey, 2017,p.7). However, with the recent pandemic approaching due to the COVID19 the Chinese economy has witnessed a slowdown which is a threat for Nike as the company’s performance is significantly relying on Chinese market regarding sports shoes, equipment as well as apparels. 
Social: social issues affect the customer retention and outreach of the company. Increase in individual wealth especially in developing countries, increase in the focus ob prduct safety as well as improved positive attitudes towards leisure helps the company to grow in market size and profit proliferation. 
Technological: the rapid technological obsolescence threatens the company as it puts pressure on Nike for increasing the product development efforts. However, it also provides opportunities for integrating advanced technologies in the product. Along withit Nike is integrating mobile technologies within its products to capture more attention among the consumers. 
Legal: legal obligations plays a significant role here. improvement in the employment laws and expansion of consumer laws in developing countries along with health and safety regulation are some of the important factors. Improving employment law in developing countries can be threatening as it may increase the cost of labour but the improvement in health and safety regulations may be opportunistic for the company as it ensures better working environment with increased progress in work. 
Environmental: as Mark Parker mentioned sustainability marks the growth and innovation of Nike and it has a long-term strategy regarding the corporate social responsibility. Nike shares the business model intending to achieve zero waste in the supply chain as well as zero carbon footprint to protect the environment (nike.com, 2021). It also creates products from recycled goods. 
Swot analysis 
	Strength 
	Weakness 

	Strong brand awareness 
· Internal brand with good customer outreach 
· Low manufacturing cost 
· Greatly environment friendly 
· Innovative 
	· Poor labour condition
· Has a lot of controversies and bad publicity. Huge controversy regarding the Colin Kaepernick advertisement leading to controversies (Abad-Santos, 2018)

	Opportunity 
	Threat 

	· Creates products from recycled goods.
· Greatly invested in innovation and sustainability along with continuous product development 
	· Maintaining the brand reputation 
· A lot of competition in the market like Adidas, Under Armour, Reebok, Puma being the strongest among the rest.
· There are a lot of cheaper products available in the market. 


Porters 5 forces: 
As explained by Pattacini (2018) in his study regarding Nike the five forces and their impacts are presented below:
Bargaining power of suppliers (low): Nike has many factories all over the world and the individual suppliers are generally small with no ability of forwarding integration. Thus, reducing the chances of competition. moreover, Nike has a lot of suppliers all over the world and maintains standards for supplies (Code of Conduct, Supply Agreement) and if anyone fails to adhere to it Nike can easily shift to another supplier. 
Bargaining power of buyers (low to moderate): though Nike has a strong competition in the market with its performance and design along with ability to build good customer loyalty the bargaining power of the customers are low. 
Level of competitive rivalry (strong): there is strong competition in the market like Under Armour, Adidas, Puma and Reebok with their own unique selling points. 
Threat of substitutes (low to moderate): there are many competing brands that make similar products and cheaper price than Nike. However, the brand significance and the design and quality offered by Nike is better and thus it loses very few customers to the cheaper attractions. 
Threat of new entrants (low): Nike has already established itself as a strong international brand and thus it is difficult for a new company to compete and level with the standards set by Nike and get the customer base that is loyal to the brand. 
[bookmark: _Toc67576197]Conclusion and recommendations
By assessing the above discussion, it can be recommended on pricing strategy. The price of products of Nike is quite high, middle, and lower-class people face difficulties to afford the products. Thus, it can be recommended for organizations to reduce price products so that they can afford them. It would enhance customer base in the international market. Moreover, new upcoming stores should be established in the prime locations. 
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