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[bookmark: _Toc109968232]Introduction
A marketer's task is to generate interest in a company's goods or services among prospective customers. It is the word processor that stands out in this definition. Marketers conduct research, advertise, sell, and disperse their products. The impact of this trend is felt across every industry. Marketing fundamental analysis (FA) involves studying economic and financial factors to determine the intrinsic value of an asset. Every firm has suffered enormous losses during the period of covid 19, although some of these losses can be recovered through the use of many essential marketing strategies. As part of this research, Nike has been selected as the company to do the work. Reading this report will provide the reader with an understanding of Nike's SWOT analysis, the five forces model, and marketing phases. 
[bookmark: _Toc109605364][bookmark: _Toc109968233]Definition of marketing
Marketing is the discovery, creation, and distribution of value to meet a target market's wants and make a profit, according to Philip Kotler. Marketing is the promotion of a company's goods or services. It's the company's actions. Advertising, selling, and delivering are all marketing processes. A company's affiliate does marketing. Genuine advantages and benefits must be presented to persuade people to buy a product or service or feel an organization's goods or services are better. Marketers develop items and services to sell (Kotler, 2014).
[bookmark: _Toc109968234]The main stages in the marketing process
Plan, strategize, programme, engage, and capture in integrated marketing. These levels must provide more value to guarantee recurring business. Marketing may alter customers' brand perceptions (Keller, 2009).
Marketing may increase Nike's brand, promote new items, and attract new consumers. Nike needs a new marketing plan. Effective marketing strategies have clear goals. A thorough marketing strategy helps Nike attain its goals. Nike can better serve customers by identifying their desires. As well as enhancing goods and services, it helps to enhance the environment.
Project completion requires setting goals. Nike must examine a lot of aspects when setting its objectives. This method is multistep. Nike needs a marketing campaign to boost the industry. Clients' requirements, wants, and desires are better understood via marketing. Nike may then adapt to customer needs.
Objective
Marketing must comprehend customer requirements, desires, and expectations. Different customer categories would then be targeted. In the post-coronavirus (COVID-19) business impact research, Nike Inc. Nike's internet sales climbed 82% in the first quarter of 2021, accounting for 30% of overall revenue. Nike employs several ways to achieve its objectives. Nike, Inc. develops high-quality footwear and sports equipment for all ages and lifestyles. The company creates ways and approaches to increase product availability. Nike, Inc. wants to enhance shareholders' ROE by 20% with 2.7% profit per share. So, the corporation may grow its share price and revenue. Nike Inc. plans to increase product quality to fulfil global demand (Gambetti, Graffigna and Biraghi, 2012).
Situational Analysis
Nike's strengths, flaws, opportunities, and dangers have been identified since its founding. The company's strengths are its competitive edge and market share. As noted, the company has a good reputation. Several athletes use the company's sporting gear. Customer loyalty has increased. Sales have improved, improving the company's operations. Every inquiry should include a SWOT analysis. SWOT represents a company's strengths, weaknesses, opportunities, and threats. Often used in business. Understanding and knowing these traits can help Nike find markets. After identifying the market, Nike can determine the necessary actions.
Strategy
This controversial decision included laying off employees, restructuring the business, and consolidating its retail partners to a handful including Foot Locker and Nordstrom, in addition to a direct-to-consumer strategy. Before the COVID-19 outbreak, the digital endeavour contributed largely to the stock price increase. This approach accelerated the corporation's development. In addition to reaching more potential customers, Nike's content can be promoted and consumers' brand relationships can be strengthened by being made publicly available. Eventually, these users may become paying subscribers if the crisis subsides.


Target Market of Nike
Nike targets teens and middle-aged customers globally. Nike has spent a lot of time and money advertising to players and sports fans, but the brand has developed to target women, young athletes, and runners. In 2021, males accounted for more than half of Nike's worldwide wholesale sales. Nike targets several global cities. North America is Nike's most reliable market.
Set Measurable Goals
Ensure the continued prosperity of Nike. Companies can't accomplish goals that are difficult to fulfil. Nike requires objectives that are both specified and quantifiable. If you have a clear goal in mind, tracking your progress and analysing your company's success will be much easier. The accomplishment of Nike's long-term aims should lead to success. The timetable has to contain the necessary tools to ensure that it is adhered to. The #BetterForIt and athleisure advertisements that Nike runs for fashion-forward women are two examples.
Marketing budget
Expenses associated with promotions are included in a marketing budget. The marketing budget is usually prepared at the end of each quarter or every year. Advertising is a crucial component of Nike's marketing strategy, especially for products featuring celebrities and athletes. To encourage prospects to purchase Nike products, Nike might also offer discount coupons and other sales promotions. Nike must account for advertising, branding, media relations, and employee salaries. Nike should be able to afford the budget proposal (Parente and Strausbaugh-Hutchinson, 2014).
Implementation and Control
Contacting consumers may persuade them to purchase. Emailing business information is successful. Nike may gather customer information via online quizzes. Nike will need assets for future operations. It will cost money to sell Nike items and hire people. Nike will face new challenges. Markets evolve. Sometimes it's vital to adapt. Watch Nike's rivals. Nike's system is improved. Nike should adapt to changing markets. Maintain focus and organisation. Nike may implement this measure.
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Political
There is a significant customer base for Nike in the United States, where it has its largest market. A significant portion of Nike's production is done in Vietnam, Indonesia, and Thailand. Shoe taxes could be raised by 25 per cent as a result of trade disputes between the United States and China. A geographically diversified supply chain has been implemented by the corporation to minimize this issue.
Economic
A downturn in the economy can affect Nike just like it does for other businesses. Global sales declined considerably as shops closed and discretionary spending dropped during the 2008 global financial crisis and COVID-19 epidemic. Revenue generation from Nike stores is impacted by the epidemic. Aiming to improve eCommerce, the company has improved its website. Shoes and clothes size difficulty may prevent the firm from succeeding.
Social
As basketball has become increasingly popular and hip-hop music has expanded, the "sneakerhead culture" has grown. There are others who believe that there are billions and billions of dollars to be made in the resale market for sneakers alone (Lavalley and Johnson, 2020).
Technological
It is a well-known fact that technology has disrupted most industries. A similar principle applies to sports clothing. The Nike Sport Research Lab, a centre for research and development, has developed a number of innovative and market-leading products. The Nike Fit app, for example, uses machine learning, data analytics, and artificial intelligence to determine the best fitting footwear for consumers (Baines, Fill and Rosengren, 2017).
Environmental
Previously associated with sweatshops and negative environmental impacts, Nike has made significant advances in rebranding itself as an environmentally friendly company. A range of eco-friendly footwear and clothing made from recycled plastics is also planned and a single-use plastic bag policy is to be eliminated.
Legal
Disputes between Nike and its customers are nothing new. There are usually conflicts over proprietary technology for shoes or clothing among large rivals.
[bookmark: _Toc109968236]Porters 5 forces model
Threat of New Entrants: As a worldwide company which designs shoes, clothes, and equipment, Nike represents a new entrant threat in the Porter Five Forces model. New entrepreneurs will have a difficult time competing with premium brands like Nike, even though it is easy to start a business. Start-ups and sourcing goods aren't a concern for newcomers. Bringing a product to market, high brand building costs, etc. are their biggest obstacles (Lindtner, Greenspan and Li, 2015). There are a number of local players who lack international impact that Nike competes with.
Threat of Substitutes: Porter’s Five Forces study of Nike identified the following risks related to replacement products: A sports gear and equipment alternative is not available. There are no prospects for a competitor to replace Nike owing to its established brand and excellent R&D skills. As one of the top R&D departments in the industry, Nike has an impressive history. More than any other sporting brand, the company owns more than 25,000 patents worldwide. There is, however, one problem for Nike: counterfeits that look similar to Nike's products are increasing.
Bargaining Power of Customers: Client negotiating power is described in the following way by the Nike Porter Five Forces Analysis: Customers benefit from reduced switching costs because they have an advantage (Davidian and Conrad, 2013). Their costs and effort are minimal, so they can move quickly to their competitor's brand. Nike's premium price may appear high to some consumers, but its quality, guarantee, and goodwill justify the brand's premium positioning. Additionally, Nike's popularity is boosted by a surge in disposable income and knowledge in the population. It follows that client have limited negotiating power.
Bargaining Power of Suppliers: Nike may bargain with its suppliers utilising Porter's Five Forces. Several vendors worldwide sell rubber, cotton, EVA, and synthetic leather. Therefore, industrial suppliers have less negotiation leverage. Nike's well-known brand is trusted by suppliers. Small enterprises that specialise in an area and cater to Nike. They're impotent in talks because they're replaceable. Suppliers have minimal negotiation leverage.
Competitive Rivalry: Several companies compete for Nike's product sales in the Porter Five Forces Analysis. It can be fairly assumed that the market's intensifying competitiveness explains the saturation in the sales growth data. It is more difficult for Nike to reproduce its success than it used to be due to the aggressiveness of its competitors. It is harder for brands like Adidas, Puma, etc. to break into the market since other companies have invested large sums in their marketing campaigns (Müge Arslan and Korkut Altuna, 2010).
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Strengths 
One of the most recognisable weaknesses of the company is its single-core competitiveness. An extensive range of sports goods can be found at Nike Inc. While the company's income is largely dependent on its share of the footwear market, it is still dependent on shoe sales. Nike Inc.'s operations will be significantly affected by the volatility of the footwear industry. A decrease in the market share of footwear, regardless of the reason, will have a profound impact on the industry. Compared to Adidas Inc., Nike Inc.'s primary competitor, Nike Inc. faces a significantly higher risk than Adidas Inc. A second issue is Nike Inc.'s improper pricing of certain products to certain customers. Nike Inc.'s sports items are extremely expensive because of their excellent quality, which is also out of reach to most consumers. This is the greatest challenge to the company's ability to expand its market share over the long term (Flynn, 2022).
Weaknesses 
This organization has a flaw that is readily apparent: its single-core competitiveness. The sports products offered by Nike; Inc. are extensive. Still, shoes remain the main source of the company's revenue. Volatility in the footwear industry will significantly impact Nike Inc.'s operations. Regardless of what the reason may be, footwear's market share will be significantly affected by a decline in market share. As a result of Nike Inc.'s intense competition in the footwear market, its primary rival Adidas Inc., Nike's risk is significantly higher. Nike Inc. also has a drawback in that some consumers are charged too much. As well to Nike Inc.'s intangible flaws, the high quality of its sporting goods is among the reasons for its high price. Developing its market share continuously is the greatest challenge (Zook, Allen and Allen, 2012).
Opportunities 
The sports footwear and apparel industry have an opportunity resulting from globalisation with respect to encryption of international contracts. Nike Inc. will be able to accelerate brand growth through international expansion. The makers of sporting gear are presented with an extremely rare and huge opportunity. It is therefore undoubtedly a positive sign for Nike Inc., a leading international manufacturer of sporting goods. An acquisition could also be an option. Buying related companies help brands expand more quickly. A number of small and medium-sized businesses are having difficulty continuing operations as a result of COVID-19. In order to obtain a more efficient value chain, Nike Inc. might buy small and medium-sized businesses or start-ups because of its large financial resources and philosophy of integrating small and medium-sized businesses (Flynn, 2022).
Threats 
With over 20 per cent of the sports market share, Nike Inc. dominates the sports business. However, rivals continue to pursue it. Therefore, competition and brand development are threats to the corporation. There are several firms that are comparable in size and influence to Nike Inc., including Adidas and Under Armour. These two businesses invested more in research and development, marketing, and innovation than Nike Inc., which resulted in distinct products. It is a highly competitive market. Competing brands may appeal to most Nike Inc. consumers (Flynn, 2022).
[bookmark: _Toc109605369][bookmark: _Toc109968238]Relation of two macro environment model
Macroenvironment models and SWOT analyses may be correlated by a variety of criteria (Goranczewski and Puciato, 2011). After analysing Nike's market position, Porter's five forces model shows Nike has poor negotiating power with suppliers, which is a strength. Nike is also able to withstand a mild level of competition from new entrants. Nike, coupled with its fierce competition, may be vulnerable to the buyer's negotiating power, which is great.
[bookmark: _Toc109605370][bookmark: _Toc109968239]Segmentation Targeting and Positioning Strategy
Management must be able to identify and focus on serving the most profitable clients when it comes to a company's success. Companies can use this approach to identify their ideal customers, develop more successful marketing and sales strategies for their items and services, and identify their ideal customers (Lynn, 2012).
Segmentation
Market segmentation is usually based on six factors that interact, including demographic parameters, psychographic profiles, behavioural styles, geographical factors, socioeconomic factors, and advantages sought. Nike describes its market categories in detail, despite its primary target group being athletes. The company cultivates long-term, loyal customers by targeting customers between 11 and 45, with a particular emphasis on teenagers (Szmigin and Piacentini, 2018).
Targeting
Identifying the groups that will help the organization reach its objectives is the next level of segmentation. In terms of size, reach, measurable behaviour, and loyalty, Nike's target market is all of these things. The Nike company serves a specific market in which it operates. Professional sportsmen and athletic people are provided with unique items by the company aimed at meeting their needs. By offering the option to design your own bespoke shoes online, Nike is able to stand out from other shoe companies and make the brand more recognizable. Supporting excellent athletes is one of the ways in which Nike targets its consumers by using psychological strategies. The success of the item is associated with this technique.
Positioning 
STP position is the final decision stage for the market. Nike leads the global sports equipment industry due to its exceptional quality and innovative technologies. The swoosh and slogan "Just Do It" combined with its association with the success of famous athletes have persuaded Nike's customers that it is an aggressive and successful corporation. Nike now places an emphasis on its mentality rather than its products. Players are touched by Nike's distinct and profound emotions, which makes it unique. A particular group of people's lifestyles are reflected in Nike's fashion goods. Nike's sports equipment image appears to be reflected in the positioning. Market research is used by the corporation to generate perception maps of its products' competitive position (Temporal, 2011).
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Companies employ a series of promotion and marketing methods to sell their wares through their marketing mix. Advertising is a focus, as well as product, pricing, and location. A company's marketing tactics are defined as the "4Ps" by this comprehensive analysis (Alon, Jaffe, Prange and Vianelli, 2020).
Segmentation 
In the customary way, there are six interactive bases for market segmentation, 
which  are  demographic  variables,  psychographic  profile,  behavioral  style, 
geographic  variables,  socioeconomic  variables  and  benefits  sought.  While 
Nike  has  a  general  targeted  segment  “all  athletes”,  nevertheless  precisely 
defines various market segments
Product Strategy of Nike
Clothing, footwear, and equipment are all available from Nike. A wide variety of sports fan items are part of its marketing mix. Sports shoes generate the company's largest income and dominate the sportswear market (Flynn, 2022).
Basketball, football, and cricket are among the sports for which Nike offers specific shoe styles. Product lines will inevitably expand as the firm grows. The most popular Nike items are sneakers, however, when examined closer.
Price Strategy of Nike
All Nike products are priced according to their value and premium. The practice of value-based pricing involves evaluating the current market price as the basis for determining a product's price. The company evaluates consumer reaction to the product price before implementing it to determine whether consumers are willing to pay the price.
Place Strategy of Nike
Over forty-five countries are home to Nike stores and offices outside of the United States. Since most buyers want to try on items before purchasing, Nike offers and sells most of its products in retail shops. Shoppers can easily locate Nike's merchandise at its retail outlets because Nike places them in convenient locations.
Promotion Strategy of Nike
Sponsorships and ads are used by Nike to promote its products. It advertises international sports stars and personalities. Besides commercials and promotions, the company uses a variety of marketing strategies. School districts, universities, sports teams, and organizations receive direct marketing from the company. Discounts and incentives are included in its sales efforts. Young, fit, and exceptional individuals are Nike's target market (Flynn, 2022).
[bookmark: _Toc109968241]Conclusion & Recommendations
The period of COVID 19 caused all firms to suffer a substantial loss, but they may be able to compensate for their losses by employing many essential marketing strategies. It is imperative that everyone in the company cooperates if the strategy is to be successfully implemented and goals will be reached. A number of people must be assigned certain roles after the marketing strategy has been developed in order for it to be successfully implemented. With short-term goals serving as a guide, market feedback is collected by quantifying successes. Within the strengths and weaknesses of Nike Corporation lie numerous opportunities for growth and development. Building on your strengths requires taking advantage of your talents and shortcomings. Attempting such a thing is necessary in order to learn.
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