










Marketing Fundamentals
Assessment 1
Module lecturer: Tushara Balendran
Student name: Georgiana Stan
Student number: 1915942


Table of Contents
1. Introduction	3
2. Discussion	3
3. Conclusion	6
4. References	8




[bookmark: _Toc46443731]1. Introduction
The core procedures and stages of marketing function provide brands with a prospective scope of profitability through increased sales, awareness and profitability. The marketing function within a business framework engages different aspects of the business environment and stakeholders for the brand and increases the market reach for the organisation. This study would seek to identify and evaluate the processes and stages of marketing adopted by Nike for their business operations. Established in 1964, Nike has continued their business in the global sports equipment and apparel industry effectively (Nike, 2020). The firm generates annual revenue of £36.39 billion and employs 73,100 employees in its global business framework (Nike, 2020). The study would also examine the role of the marketing mix; segmentation, targeting, positioning and marketing environment for Nike and analyse the importance of these aspects for the brand in generating operational success in a competitive business environment.  
[bookmark: _Toc46443732]2. Discussion
According to the views developed by Kotler (2016), the marketing function of a brand is identified as the process or strategy developed for increasing strategic interaction between the customer and the organisation. Marketing, as a business function, is performed in various stages and can be identified as a comprehensive process for portraying key elements of the brand to the consumer elements (Kotler, 2018).
Process and stages of marketing
According to the notions developed by Kotler (2018), the marketing process comprises of four major steps that brands should consider for better communication with the consumer market. A situational analysis of the business environment is essential to determine the approach that the brand must consider for developing their business operations in the market. In the case of Nike, a careful market situational analysis is vital for developing newer products with unique usage and selling points since the brand functions within a competitive business environment (Burgelman, 2017). The attributes of designing a marketing strategy are effective for a brand through the results of the situational analysis as it provides the brand to identify aspects of their product or service that require to be placed within consumer perception for increased sales and product awareness. As noted by Merikanto (2019), Nike adopted a strong ‘controversial’ and risky marketing strategy for establishing its brand presence in the sports and apparel industry. 
Adopting the elements of segmentation, targeting and positioning (STP), Nike was able to target specific consumers and their desires for athletic products. Nike functions with the objective that every human is an athlete and deserves quality apparel (Nike, 2020). According to the findings developed by Išoraitė (2016), the elements of marketing mix help brands to develop key aspects of the product, pricing, place and promotional activities in their marketing function effectively. Nike adopts a comprehensive and diverse marketing mix strategy for better communication with its customers. Since the brand targets millennial consumers and individuals with a passion for athleticism, their marketing mix considers the targeted consumers’ preferences and expectations (Nike, 2020). Nike performs demographic segmentation of their targeted customer groups through strategic product designing. Nike as an apparel brand has positioned their products in the market as premium items, focussing on the quality and uniqueness of products. The implementation and control of marketing procedure for the brand is dependent on the environmental analysis adopted for better functioning in sales and communication. 
As opined by Seturi and Urotadze (2017), consideration of consumer and stakeholder relations while developing marketing plans and procedures is essential for better success in marketing operations. Nike has performed effectively in understanding the needs and customer profile for their products; hence, the company’s decision to adopt a controversial marketing strategy and process has always been successful for its targeted segments. The marketing environment for Nike is essential for the brand to identify the key requirements of targeted customer groups of the brand. Nike develops its marketing plans and mixes for different business environments in the global perspective depending on the specific needs and desires of the customers. By understanding the macro and micro, elements within the business environment, Nike is able to develop their marketing operations. Recognising trends, consumer demands and competition aspects within the market through a comprehensive market analysis helps Nike to form an effective marketing strategy for its products.  The product orientation marketing stage for a company is developed through their notion that the quality of products is the key aspect for increasing sales and profitability for the brand (Oklander and Oklander, 2016). The element of market orientation is strategic and require brands to consider the specific needs and consumer insight for their product to sell in the business environment. 
As observed by Fuciu and Dumitrescu (2018), the changing realms of marketing are based on the growing aspects of marketing stages and procedures in the business environment. As noted from the findings of Burgelman (2017), it is identified that Nike adopts product and market orientation approach in creating their marketing plans as per their brand philosophy. According to the findings developed by Andaleeb (2016), the adoption of a successful STP model for a marketing strategy is essential in gaining access to consumer insight. Nike performs detailed and comprehensive market analysis of their macro and micro, environment for better understanding of the trends, threats, opportunities, internal and external business prospects that would help the brand in developing strategic segmentation, targeting of customer sections (Tran, 2020). A comprehensive study of the market trends, consumer requirements and availability of alternate products, through the application of Porter’s five forces analysis, SWOT analysis and PESTEL of the business environment, Nike is able to position its brand in the market as a premium sports apparel company. 
Role and purpose of the marketing mix
As noted by Childs and Jin (2018), Nike has developed its business in the competitive sports apparel industry through strategic and dynamic marketing mixes. According to the findings developed by Hisrich and Ramadani (2017), it can be observed that adoption of a dynamic, product and market-oriented approach to marketing function is effective for global brands such as Nike, especially considering the competitive advantage that is required for increased profitability and sales. As noted by Schlegelmilch (2016), the elements of the marketing mix are dependent on the STP and market analysis that brands perform for generating brand awareness within a competitive business scenario. 
The product segment of marketing mix requires brands to recognise the variety and type of products that consumers would need as per market demands. As noted by Brohi et al. (2016), the brand’s innovation in product design and placing them within consumer perception enabled the organisation to create unique products that were designed to fulfil the need and requirements of targeted customer segment. 
Price element for products plays a significant role in identifying a brand’s product placement within the business environment. According to the findings developed by Brohi et al. (2016), Nike focuses on the quality of products and applies a skimming pricing tactic for profits and competitive advantage. 
A place for sales is a key aspect in the marketing mix as depending on the channel of sales, the profitability for the brand could be affected. According to the notions developed by Hisrich and Ramadani (2017), Nike utilises online and offline modes for increasing sales and profitability. Implementation of online and offline sales channel increases their scope of earning profits and increasing customer touch points within the business framework. 
[bookmark: _Toc46443733]Promotion activities are a major element for businesses operating in a competitive market as it provides brands to communicate with consumers directly regarding the brand values and product choices. As observed by Vassileva (2017), Nike adopts both channels for better communication with consumers and increasing their sales through influencer marketing on social media.
People comprises of the stakeholders within the firm that helps in the business performance for the firm. Nike employs more than 23,000 employees in their stores, has a wide selection of manufacturers and suppliers for sourcing and creating their products (business.nmsu.edu, 2020). The brand also has a large group of loyal consumers.
Process includes the methods of product and service delivery by the brand within the business environment. Nike has efficient processing system within the firm in ensuring speedy delivery for their products sold online and physical stores. Nike’s supply chain system is complex yet effective in providing customers with quality products within speculated time. The brand also has a well-functional warehouse and storage capacity system for better availability and distribution of products.
Physical evidence includes the availability of tangible elements that the consumers and stakeholders can review in regards to the products and value they receive from the brand. Nike has collaboration adverts with sport enthusiasts and social influencers to provide consumers with comprehensive physical evidence regarding their brand (Golubeva, 2019). The simple layout of their stores and online page with minimalistic design also provides consumers with a better understanding of the brand value.
3. Conclusion
It is evidenced by the study that marketing function for a business brand is relevant in the business performance for the company in a competitive environment. As observed in the case of Nike, a strategic marketing plan focussing on customer needs and product variation has helped the brand to establish its popularity in the global market. Developing market and region-conscious marketing mixes has ensured better sales and profitability for the brand in the sports and apparel industry. Adopting a flexible approach in developing their marketing procedures and mixes for different markets has proved beneficial and successful for the brand in generating increased consumer and brand awareness. 
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