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[bookmark: _Toc131090012]Introduction
The statement "most forms of mass marketing are dead," made by Kotler in 1989, is still relevant in today's business environment. The rise of technology and the internet has given consumers more power and control over the information they receive, making it more difficult for marketers to reach their target audience through traditional mass marketing methods. Consumers are bombarded with a vast amount of advertising messages every day, making it harder for companies to cut through the clutter and get their message across.
A marketing plan has become essential for all businesses because it allows companies to identify and target specific customer groups with tailored products and marketing messages. With the increase in global competition and changing consumer preferences, companies need to differentiate themselves and stand out from their competitors to remain relevant and successful in the market. Moreover, consumers today have a greater desire for a wide range of products from which to choose for consumption. They are more informed and sophisticated in their purchasing decisions, and they expect companies to offer a range of options that meet their specific needs and preferences. By segmenting their market, companies can offer more targeted product offerings that cater to the specific needs and wants of their customers, thereby increasing customer satisfaction and loyalty.
Segmentation, targeting, and Positioning are critical elements of any company's marketing strategy. The selected company for this analysis is Nike Inc. Nike is a multinational company that designs, develops, and markets athletic footwear, apparel, equipment, and accessories globally. This blog post will critically analyze and evaluate Nike's segmentation, targeting, and positioning strategies, as well as the company's current marketing mix strategies.
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Corporate Overview of the business of Nike Inc. (Source Google)
[bookmark: _Toc131090013]Stages of marketing (Nike inc.)
According to Kotler (1989), the marketing process can be broken down into several stages, each of which is essential for creating and delivering effective marketing strategies. Nike Inc. is a global leader in athletic footwear, apparel, and accessories. Here are the stages of marketing in the context of Nike:
[bookmark: _Toc131090014]Research: 
Nike is known for its extensive market research, which includes analyzing customer behavior and preferences, studying trends in fashion and sportswear, and assessing the competition. Nike's market research helps the company to identify new opportunities, develop innovative products, and stay ahead of its competitors (Yoo & Donthu, 2001).
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Graphical representation of the omnipresence status of Nike Inc.
[bookmark: _Toc131090015]Strategy: 
As per the view of Armstrong & Kotler (2017), Nike's marketing strategy is focused on targeting athletes and sports enthusiasts of all ages and genders. The company uses a combination of emotional and functional marketing to create a strong brand image and drive sales. Nike's marketing campaigns are designed to inspire and motivate its customers, using the slogan "Just Do It" to encourage people to pursue their passions and push themselves to be their best (Kotler 1989).
[bookmark: _Toc131090016]Implementation: 
Nike's marketing efforts are executed through a variety of channels, including television and print advertising, social media, and sponsorships of high-profile athletes and sports teams. Nike is also known for its innovative use of technology in marketing, including the development of the Nike+ app, which enables users to keep tabs on their fitness and interact with other sportsmen.
[bookmark: _Toc131090017]Monitoring: 
Nike Inc. constantly monitors the performance of its marketing campaigns, using data analytics to track customer engagement and measure the effectiveness of its marketing efforts. Nike also collects feedback from its customers through social media and other channels, which helps the company to identify areas for improvement and refine its marketing strategies.
[bookmark: _Toc131090018]Evaluation: 
Nike evaluates the success of its marketing campaigns by measuring key performance indicators such as sales growth, market share, and customer engagement. Nike uses this data to refine its marketing strategies and make adjustments to its product offerings and advertising campaigns.
Overall, Nike's marketing process is focused on creating a strong emotional connection with its customers and building a powerful brand image. By targeting athletes and sports enthusiasts and using a combination of traditional and innovative marketing channels, Nike has been able to build a loyal customer base and maintain its position as a leading global brand in the athletic footwear and apparel industry (Armstrong & Kotler, 2017).Situational analysis and the marketing environment: Their respective roles
The marketing environment and situational analysis model play a critical role in the success of Nike Inc. Here's how:
[bookmark: _Toc131090019]Marketing Environment: 
The marketing environment is made up of all external elements that affect how well a business can market its goods and services. Nike operates in a highly competitive and dynamic environment, with factors such as economic conditions, technological advances, and social and cultural trends all having a significant impact on the company's marketing efforts (Armstrong & Kotler, 2017).
For example, changes in consumer preferences towards more sustainable and environmentally friendly products have led Nike to focus on sustainability and eco-friendliness in its marketing campaigns and product development. Nike's marketing efforts have also been impacted by the rise of social media and mobile technology, which has led to the development of new marketing channels and strategies.
[bookmark: _Toc131090020]Situational Analysis Model: 
The situational analysis model is a framework used by marketers to assess the internal and external factors that impact a company's marketing efforts. The model includes a SWOT evaluation (Strengths, Weaknesses, Opportunities, and Threats), which helps marketers to identify key areas of focus for marketing strategy development.
For Nike, the situational analysis model helps the company to assess its strengths in areas such as brand recognition, product innovation, and sponsorship of high-profile athletes and sports teams. The model also helps Nike to identify weaknesses in areas such as supply chain management, as well as opportunities for growth in emerging markets and new product categories. In addition, the situational analysis model helps Nike to identify potential threats such as increased competition from rivals and changes in consumer behavior and preferences.
[bookmark: _Toc131090021]Segmentation, targeting, and Positioning of Nike Inc.
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Segmentation, targeting, and Positioning of Nike Inc. (Source Google)
Segmentation, targeting, and Positioning are critical components of Nike Inc.'s marketing strategy. Here's a breakdown of how the company approaches each of these areas:
[bookmark: _Toc131090022]Segmentation:
Nike uses multiple segmentation strategies to target its diverse customer base. One of the segmentation strategies used by Nike is psychographic segmentation. According to Kotler and Keller (2016), The methodology of segmenting customers into various groups according to social class, way of life, or personality traits is known as psychographic segmentation. Nike targets customers based on their personality traits, values, and lifestyle. For example, Nike's marketing campaigns and product offerings are designed to appeal to customers who value health and fitness and are passionate about sports.
Another segmentation strategy used by Nike is behavioral segmentation. According to Kotler and Keller (2016), the procedure of dividing the total market into various groups based on customer behavior is called behavioral segmentation, such as their usage rate, product benefits, and loyalty. Nike targets customers based on their usage rate and product benefits. For example, Nike offers different types of athletic shoes and apparel for various sports, such as running, basketball, and soccer, to cater to the specific needs of its customers.
[bookmark: _Toc131090023]Targeting:
Nike's targeting strategy is focused on serving the needs and preferences of athletes and fitness enthusiasts. According to Kotler and Keller (2016), targeting involves evaluating each market segment's attractiveness and selecting one or more segments to enter. Nike targets customers who are passionate about sports and fitness and are willing to pay a premium for high-quality, performance-driven products. For example, Nike offers high-performance shoes and apparel, such as the Nike Air Max and Nike Dri-FIT, which are designed to meet the needs of athletes and fitness enthusiasts.
Nike also targets customers based on their level of engagement with the brand. The company offers customized products and services, such as NikeID and Nike+ training apps, to customers who are highly engaged and loyal to the brand. For example, Nike's NikeID platform allows customers to customize their shoes with various colors and materials, giving them a personalized and unique product (Hooley et al. 2011).
[bookmark: _Toc131090024]Positioning:
Nike's positioning strategy is centered on its brand image and its reputation for delivering high-quality, innovative, and performance-driven products. According to Kotler and Keller (2016), Positioning refers to the process of giving a brand, in the eyes of its consumers, a distinctive image and identity. Nike's brand image is reinforced through its marketing campaigns, sponsorships, and product offerings. For example, Nike's "Just Do It" slogan emphasizes the idea that Nike's products are designed to help customers achieve their goals and push themselves to be their best.
Nike's brand image is also reinforced through its sponsorship of high-profile athletes and sports teams. For example, Nike sponsors Michael Jordan, LeBron James, and Cristiano Ronaldo, among other top athletes, and the US Women's National Soccer Team. The company's status as a pioneer in the athletic clothing and accessories sector is furthered by its affiliation with elite athletes and teams.
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Targeting of Nike Inc. (Source Google)
Overall, Nike's segmentation, targeting, and positioning strategies are closely aligned with its mission to inspire and innovate for every athlete in the world. By targeting passionate athletes and fitness enthusiasts and positioning itself as a leader in the industry, Nike has been able to maintain its competitive edge and build a strong brand image (Hooley et al., 2011).
[bookmark: _Toc131090025]Marketing mix of Nike Inc.
Nike Inc.'s integrated marketing strategy is centered on building a solid brand image and providing top-notch products that cater to its customer's needs and preferences. Here's how the company approaches each component of the marketing mix:
[bookmark: _Toc131090026]Product:
Nike's product mix is based on the company's mission to provide innovative and high-quality athletic footwear, apparel, and equipment. According to Kotler and Keller (2016), Nike's product mix includes athletic shoes, apparel, and accessories for a wide range of sports, including running, basketball, soccer, and golf.
[bookmark: _Toc131090027]Price:
According to Chinsuvapala et al. (2017), Nike's pricing strategy is based on the value that its products offer to customers. According to Kotler and Keller (2016), Nike's premium pricing strategy reflects the company's focus on providing high-quality, performance-driven products that meet the needs and preferences of athletes and fitness enthusiasts.
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Marketing Mix of Nike Inc. (Source Google)
[bookmark: _Toc131090028]Place:
Nike's distribution strategy is focused on providing its products to customers through a variety of channels, including company-owned retail stores, online sales, and third-party retailers. According to Kotler and Keller (2016), Nike's distribution channels include its retail stores, such as Nike Town and Nike Factory Stores, as well as online sales through its website and third-party retailers, such as Foot Locker and JD Sports.
[bookmark: _Toc131090029]Promotion:
Nike's promotional mix is based on its brand image and the emotional connection that it creates with its customers. According to Kotler and Keller (2016), A company's toolkit for customer communication, known as the promotional mix, may include branding, product promotion, sales promotions, public affairs, and lead generation. Nike's promotional mix includes a variety of marketing communications, including television and print advertising, sponsorships, and social media marketing. 
Nike's advertising campaigns are focused on the emotional connection that customers have with sports and athleticism. For example, Nike's "Just Do It" campaign emphasizes the idea of pushing oneself to achieve goals and overcome obstacles, while its "Equality" campaign promotes diversity and inclusion in sports. According to Chinsuvapala et al. (2017), Sponsorships are another tool that Nike uses to market its name and goods. LeBron James, Michael Jordan, and the US Women's National Football Association are just a few of the well-known athletes and sports teams that the company sponsors. Nike's position as a pioneer in the athletic footwear and garments industry is bolstered by these sponsorships.
[bookmark: _Toc131090030]Conclusion
To conclude, Nike Inc. is a global leader in the athletic apparel and footwear industry, and its success can be attributed to its effective segmentation, targeting Positioning, and marketing mix strategies. The company has successfully segmented its market based on several variables, such as demographics, psychographics, and behavioral factors. Nike's targeting strategy is focused on athletes, sports enthusiasts, and fashion-conscious consumers who value quality and innovation (Zeithaml 1988).
Nike Inc. has demonstrated the importance of effective segmentation, targeting, Positioning, and marketing mix strategies in building a successful brand in a highly competitive industry. The company has managed to maintain its leadership position by continuously innovating its products and marketing strategies while staying true to its core values and brand image. Nike's success serves as a valuable lesson for other companies seeking to establish themselves as leaders in their respective industries.
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