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AND POSITIONING

The perception of mass marketing and behave all customersthe same
way, has led to the comprehension of the unique needs of consumer
groups, that must be segmented for greatest sales opportunities. All
sports fans differentiate. For instance, a sports company, such Nike,
could not market the extreme sports equipment to elder people. For
instance, a sports company, such Nike, could not market the extreme

| sports equipment to elder people. As Michael Porter (1998) mentions,
=1 “You can’t be all things to all people”, explaining that firms, which

specialize in meeting needs of consumers, tends to be more effective.
However, if the first marketing choice is market segmentation, how
does Nike group consumersbased on commonneeds?
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                  SEGMENTATION,TARGETING AND POSITIONING        The perception of mass marketing and behave all customers the same way, has led to the comprehension of the unique needs of consumer groups, that must be segmented for greatest sales opportunities . All sports fans differentiate . For instance, a sports company, such Nike, could not market the extreme sports equipment to elder people . For instance, a sports company, such Nike, could not market the extreme sports equipment to elder people . As Michael Porter ( 1998 ) mentions, “You can’t be all things to all people”, explaining that firms, which specialize in meeting needs of consumers, tends to be more effective . However, if the first marketing choice is market segmentation, how does Nike group consumers based on common needs? 
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In the customary way, there are six interactive bases
for market segmentation, which are demographic
variables, psychographic profile, behavioural style,

geographic variables, socioeconomic variables and

benefits sought. While Nike has a general targeted
segment “all athletes”, nevertheless precisely defines

various market segments (Shank and Lyberger, 2014)
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                SEGMENTATION     In the customary way, there are six interactive bases for market segmentation, which are demographic variables, psychographic profile, behavioural style, geographic variables, socioeconomic variables and benefits sought . While Nike has a general targeted segment “all athletes”, nevertheless precisely defines various market segments (Shank and Lyberger , 2014 )    
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DEMOGRAPHIC

Demographic segmentation is the most widely used
technique from Nike because the characteristics are easy
to identify and measured, are available from many
sources, such as the government population count and
are associated to sport attitudes such as attending a
game or watching sports. Based on the demographic
segmentation, Nike targets individualsaccording to their
gender, age and life cycle stage. First and most important
to be told is that Nike targets customers between 11-45
years old, with greater weight to teens in order to build
long-term loyal consumers. For instance, in 2014 before
the world Cup, Nike created a promotional campaign that
glorified great football athletes playing football with
teenagersinspiringthem to become liketheiridols.

Furthermore, gender is another significant factor that
Nike uses to attract its audience. Despite the fact that its
male purchasing audience is higher, recently Nike has
invested heavily in females Specifically, Nike has
developed a strategic approach to targeting Women by
launching a variety of female sports lineswhere revenues
are expectedto grow significantlyin the nextyears.
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                                                                                                                                                                                                                                                                                                                                                                    DEMOGRAPHIC        Demographic segmentation is the most widely used technique from Nike because the characteristics are easy to identify and measured, are available from many sources, such as the government population count and are associated to sport attitudes such as attending a game or watching sports . Based on the demographic segmentation, Nike targets individuals according to their gender, age and life cycle stage . First and most important to be told is that Nike targets customers between 11 - 45 years old, with greater weight to teens in order to build long - term loyal consumers . For instance, in 2014 before the world Cup, Nike created a promotional campaign that glorified great football athletes playing football with teenagers inspiring them to become like their idols . Furthermore, gender is another significant factor that Nike uses to attract its audience . Despite the fact that its male purchasing audience is higher, recently Nike has invested heavily in females . Specifically, Nike has developed a strategic approach to targeting Women by launching a variety of female sports lines where revenues are expected to grow significantly in the next years . 
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Nike utilizes psychographic segmentation to target customers based on lifestyle, personality,
activities and interests Specifically, Nike aims to active individualswho take pleasure in sports,

gym regularly, are athletes and passionate with sports, which tend to be part of their life. Nike
does something exceptional. Associate individuals’ lifestyle with their activities, interests and
behaviour creating the unique “feeling” and as a result they buy similar products. Nike applies
sports-centric strategy motivating, inspiring and connecting emotionally all athletes with its
products. Nike’sstatement “To bring inspiration and innovation to every athlete in the world”
not to mention “Run with me” encourages all kind of athletes to follow with loyalty the firm
with the sense that they belong to the same family. Apart from the sports consumers, Nike
approaches a crowd that loves fashion. There are categories of people who are passionate
about the brands and buy company’s products just to follow fashion trends. These individuals
are convinced that Nike’sproducts are not ordinary athletic shoes but a fashion lifestyle(Deng,
2009).
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        PSYCHOGRAPHIC   Nike utilizes psychographic segmentation to target customers based on lifestyle, personality, activities and interests . Specifically, Nike aims to active individuals who take pleasure in sports, gym regularly, are athletes and passionate with sports, which tend to be part of their life . Nike does something exceptional . Associate individuals’ lifestyle with their activities, interests and behaviour creating the unique “feeling” and as a result they buy similar products . Nike applies sports - centric strategy motivating, inspiring and connecting emotionally all athletes with its products . Nike’s statement “To bring inspiration and innovation to every athlete in the world” not to mention “Run with me” encourages all kind of athletes to follow with loyalty the firm with the sense that they belong to the same family . Apart from the sports consumers, Nike approaches a crowd that loves fashion . There are categories of people who are passionate about the brands and buy company’s products just to follow fashion trends . These individuals are convinced that Nike’s products are not ordinary athletic shoes but a fashion lifestyle (Deng, 2009 ) .
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On the one hand, Nike focuses on the way
its products make consumers feel. Clearly,
the company follows the direction “If you
have a body, you are an athlete” and “If
you are an athlete, Nike’s products make
you feel athletic”. On the other hand, Nike
builds customers’ engagement by
providing them unique quality as well as
various and innovative products to choose
in order them to purchase more
frequently company’s products.
Furthermore, Nike gives its consumersthe
opportunity to share their experiences
with their friends and family including the
review products on the internet, which
spread to social networks having a huge
effect to purchasing behaviour of the
customers(Bilotti, 2011).
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                       BEHAVIOURAL On the one hand, Nike focuses on the way its products make consumers feel . Clearly, the company follows the direction “If you have a body, you are an athlete” and “If you are an athlete, Nike’s products make you feel athletic” . On the other hand, Nike builds customers’ engagement by providing them unique quality as well as various and innovative products to choose in order them to purchase more frequently company’s products . Furthermore, Nike gives its consumers the opportunity to share their experiences with their friends and family including the review products on the internet, which spread to social networks having a huge effect to purchasing behaviour of the customers ( Bilotti , 2011 ) .
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Geographic is simple, yet powerful segmentation
basis. Nike segments market based on world and
country region, city and popularity density in
different way. Nike promotes different campaigns
in the United States of America, in Europe, in Asia,
in Australia as well as in Africa because sports
differentiate by region, even cities. For instance, all
the commercials in the United States are around
football and baseball, while in Europe,
advertisements refer to soccer. Concerning cities
segmentation and their fans in New Delhi, the
capital of India, Nike promotes equipment for
cricket while in England and Sidney for rugby.
Based on Nike’sstatistics, largest marketplaces are
North America as well as Western Europe and
China where the company segments more the
market focusing on urban areas with purchase
densities. Finally, yet importantly, Nike does not
segment the market based on climatic conditions
even though the company is ecologically conscious
(Shank and Lyberger, 2014 ).
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         GEOGRAPHIC    Geographic is simple, yet powerful segmentation basis . Nike segments market based on world and country region, city and popularity density in different way . Nike promotes different campaigns in the United States of America, in Europe, in Asia, in Australia as well as in Africa because sports differentiate by region, even cities . For instance, all the commercials in the United States are around football and baseball, while in Europe, advertisements refer to soccer . Concerning cities segmentation and their fans in New Delhi, the capital of India, Nike promotes equipment for cricket while in England and Sidney for rugby . Based on Nike’s statistics, largest marketplaces are North America as well as Western Europe and China where the company segments more the market focusing on urban areas with purchase densities . Finally, yet importantly, Nike does not segment the market based on climatic conditions even though the company is ecologically conscious (Shank and Lyberger , 2014 ) .
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SOCIOECONOMIC

Commonly,income, education and occupation are interrelated
due to the fact that people with higher educational level enjoy
higher income as well as most respective status. Thus, Nike
segments market in lower, upper middle and upper class,
where in the last group, the company provides sports
equipment in limited editions, which could be bought only
from individualswith high income (Bilotti, 2011).
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        SOCIOECONOMIC   Commonly, income, education and occupation are interrelated due to the fact that people with higher educational level enjoy higher income as well as most respective status . Thus, Nike segments market in lower, upper middle and upper class, where in the last group, the company provides sports equipment in limited editions, which could be bought only from individuals with high income ( Bilotti , 2011 ) .
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m Target marketing is the next step of segmentation process
where the company systematically chooses the segments

e that will allow to most effective and efficiently achieve its
it goals. Nike evaluates its target market based on size,
reachability, measurability and behavioural variables Nike
has niche market to serve. The company targets professional
athletes and sporty individualsproviding them specialized
and innovative products. Furthermore, all products are

— reachable, even online, with the unique opportunity Nike's
71‘) consumers to create their own custom designed shoes,
rd which makes the brand more identifiable and remarkablein
"; / differentiation to other footwear companies. It should be

noted that Nike also targets the marketplace through
psychological tactics by sponsoring great athletes with
Ly tremendous achievements and victories. This tactic
intimately links company’s products with triumph (Shank
7’ and Llyberger, 2014). It is for granted that sustainable
innovation is the trigger for revolutionizing the way the
company does business and manufactures its sports
equipment. For that reason, Nike applies aggressive
marketing strategies in parallelwith the marketing mix the
company develops in order to make further known its target
consumers company’s products, enchasing its uniqueness
and exclusivity(Nike, 2023).

Shop Nike.com

Images from Moat.com
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                       TARGETING Target marketing is the next step of segmentation process where the company systematically chooses the segments that will allow to most effective and efficiently achieve its goals . Nike evaluates its target market based on size, reachability, measurability and behavioural variables . Nike has niche market to serve . The company targets professional athletes and sporty individuals providing them specialized and innovative products . Furthermore, all products are reachable, even online, with the unique opportunity Nike’s consumers to create their own custom designed shoes, which makes the brand more identifiable and remarkable in differentiation to other footwear companies . It should be noted that Nike also targets the marketplace through psychological tactics by sponsoring great athletes with tremendous achievements and victories . This tactic intimately links company’s products with triumph (Shank and Lyberger , 2014 ) . It is for granted that sustainable innovation is the trigger for revolutionizing the way the company does business and manufactures its sports equipment . For that reason, Nike applies aggressive marketing strategies in parallel with the marketing mix the company develops in order to make further known its target consumers company’s products, enchasing its uniqueness and exclusivity (Nike, 2023 ) .
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POSITIONING

The final step of STP concerning the market
decisionsis the positioning Nike has positioned
its brand as the market leader of sports
equipment widely, providing high quality and
innovative technology. Furthermore, Nike has
convinced its consumers that is an ambitious
and victorious company through the swoosh
together with the slogan"Just Do It" as well as
through the promotional activities that connect
Nike’s brand with magnificent achievements of
prominent athletes. It must be stressed that
Nike over the years has shifted from product
focus to attitude. Nike “speaks” in athletes'
hearts through unique & momentous feelings,
which  makes the company exceptional
compared to others. Above all, Nike has
established its place in fashion, where
company's products define certain groups'
lifestyle (Chang, 2014). As it seems, positioning
is based on the perception or image that Nike
expands and maintains concerning its sports
equipment. The company develops perceptual
maps through marketing research techniques in
order to interpret its products position in
relation to competition.

Nike Brand Positioning





image23.svg
                     POSITIONING The final step of STP concerning the market decisions is the positioning . Nike has positioned its brand as the market leader of sports equipment widely, providing high quality and innovative technology . Furthermore, Nike has convinced its consumers that is an ambitious and victorious company through the swoosh together with the slogan "Just Do It" as well as through the promotional activities that connect Nike’s brand with magnificent achievements of prominent athletes . It must be stressed that Nike over the years has shifted from product focus to attitude . Nike “speaks” in athletes' hearts through unique & momentous feelings, which makes the company exceptional compared to others . Above all, Nike has established its place in fashion, where company's products define certain groups' lifestyle (Chang, 2014 ) . As it seems, positioning is based on the perception or image that Nike expands and maintains concerning its sports equipment . The company develops perceptual maps through marketing research techniques in order to interpret its products position in relation to competition .
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NIKE’S

Nike Inc.”s marketing mix (4Ps) determines the
profitability and growth of the athletic
footwear, apparel, and equipment business. A
company’s marketing mix refers to the
strategies and tactics applied to execute the
marketing plan, with focus on products, place,
promotion, and price (the 4Ps). Nike has a
marketing mix that involves athletic and leisure
products. For example, the company specializes
in shoes that are designed for professional
basketball athletes. However, these products
are marketed to all customers around the
world, for athletic and leisure activities, based
on the specifics of Nike’s corporate mission and
vision statement.The company’s 4Ps evolve
according to the dynamics of the global
sporting goods industry. Such evolution is a
critical success factor that enables the business
to use its marketing mix to respond to market
trends. As a result, Nike’s marketing strategies
fine-tune the 4Ps to respond to local, regional,
and international market trends.
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                     NIKE’S MARKETING MIX Nike Inc.’s marketing mix (4Ps) determines the profitability and growth of the athletic footwear, apparel, and equipment business. A company’s marketing mix refers to the strategies and tactics applied to execute the marketing plan, with focus on products, place, promotion, and price (the 4Ps). Nike has a marketing mix that involves athletic and leisure products. For example, the company specializes in shoes that are designed for professional basketball athletes. However, these products are marketed to all customers around the world, for athletic and leisure activities, based on the specifics of Nike’s corporate mission and vision statement. The company’s 4Ps evolve according to the dynamics of the global sporting goods industry. Such evolution is a critical success factor that enables the business to use its marketing mix to respond to market trends. As a result, Nike’s marketing strategies fine - tune the 4Ps to respond to local, regional, and international market trends.
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                 NIKE’S PRODUCTS This element of the marketing mix enumerates the sporting goods company’s organizational outputs, also known as the product mix, which is the set of products offered to target customers . Nike Inc . ’s marketing strategy involves growing the business through market - based changes in its product mix . For example, the sports and leisure footwear business’s research and development investments produce new products and enhanced versions of current products, resulting in corresponding improvements in the 4 P variables . As Nike’s marketing mix evolves, the business adds or changes its operational process, such as the manufacturing of shoes, apparel, and equipment for various sports . This evolution also comes with new technologies to improve the product mix and other 4 P variables, as indicated in Nike’s generic strategy and intensive growth strategies . At present, the sporting goods company’s marketing mix includes a wide variety of product categories and brands . However, broadly speaking, the following categories represent Nike’s product mix : Footwear, Apparel, Equipment and accessories . Shoes are the most popular products from Nike Inc . , and the company’s overall marketing strategy gradually adds more product lines to strengthen the product mix . For example, the company now offers running shoes, tennis shoes, and shoes for a variety of other sports, including cricket . Nike also sells apparel, such as jerseys, shorts, and related products . Furthermore, the company’s marketing mix includes product lines for accessories and equipment, such as golf clubs . These products are available under several of the company’s brands, including Air Jordan and Converse . Based on this element of the marketing mix, Nike expands its product mix to address the needs of its target markets and market segments, thereby making the 4 Ps more suited to market characteristics .
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NIKE’S PLACE/DISTRIBUTION

This element of the marketing mix outlines the venues where the
sporting goods company’s products are sold, accessed, or
distributed. This 4P variablefocuses on optimizing Nike’s market
reach. The company sellsits sports shoes, apparel,and equipment
through many outlets worldwide, including large retailers and
specialtyoutlets. In this context of the marketing mix, the following
places or venues form Nike's distribution strategy, arranged
accordingto significancein the company’s marketing strategy and
performance: Retail stores, Online stores, Niketown retail outlets
(company owned). Retail stores are the most significant places
where Nike products are sold because these venues are
strategicallylocated and easilyaccessiblein variousmarkets around
the world. These retailersincludesmalllocaland regional stores, as
well as large firms. This 4P element of Nike’s marketing strategies
alsoshows that customers can purchasesports shoes, apparel,and
equipment through the company’s online store. In addition, the
business operates its Niketown retail outlets, where the company
has control of retail sales processes. These outlets are company-
owned and allow access to business and market intelligence that
supports corporate strategic management regarding Nike's
marketing strategies and tactics for current and emerging products.
Based on this element of the marketing mix, the company has
considerablecontrol on the distribution of its products, especially
through its onlinestore and Niketown retail outlets, making this 4P
variable an information contributor to strategic formulation.
However, this element of the marketing mix alsoshows that Nike
has limited control on the distribution and sale of its products at
other retail outlets.
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                NIKE’S PLACE/DISTRIBUTION       This element of the marketing mix outlines the venues where the sporting goods company’s products are sold, accessed, or distributed . This 4 P variable focuses on optimizing Nike’s market reach . The company sells its sports shoes, apparel, and equipment through many outlets worldwide, including large retailers and specialty outlets . In this context of the marketing mix, the following places or venues form Nike’s distribution strategy, arranged according to significance in the company’s marketing strategy and performance : Retail stores, Online stores, Niketown retail outlets (company owned) . Retail stores are the most significant places where Nike products are sold because these venues are strategically located and easily accessible in various markets around the world . These retailers include small local and regional stores, as well as large firms . This 4 P element of Nike’s marketing strategies also shows that customers can purchase sports shoes, apparel, and equipment through the company’s online store . In addition, the business operates its Niketown retail outlets, where the company has control of retail sales processes . These outlets are company - owned and allow access to business and market intelligence that supports corporate strategic management regarding Nike’s marketing strategies and tactics for current and emerging products . Based on this element of the marketing mix, the company has considerable control on the distribution of its products, especially through its online store and Niketown retail outlets, making this 4 P variable an information contributor to strategic formulation . However, this element of the marketing mix also shows that Nike has limited control on the distribution and sale of its products at other retail outlets .
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NIKE’S PROMOTION

This marketingmix element, also known as marketingcommunicationsmix,
involves the tactics that Nike uses to communicatewith its target markets
The company depends on the effective promotion of its products to maintain
a strong brand image,which is one of the strengthsof the company. This part
of the sporting goods company’s marketing mix uses promotional tactics to
communicate with customers about its products and persuade them to
purchase these products. The following are Nike’s promotional activities,
arranged according to significance in the firm’s marketing strategies
Advertising, Personal selling, Direct marketing, Sales promotion, Public
relations Advertising is one of the biggest contributors to Nike’s ability to
attract customers In this 4P variable, the company heavily relies on
advertisements,especiallythose that involve high-profile celebrity endorsers,
such as professional athletes and sports teams This element of the
company’s marketing mix also includes personal selling through sales
personnel who persuade target consumers to buy the company’s sporting
goods. For example,sales personnel at Niketown retail outlets are trained to
use such persuasiontactics. On the other hand, in the context of the 4Ps, the
company’sdirect marketingactivitiesinvolve promoting its products through
direct communications with colleges, local sports teams, and other
organizations In addition, in terms of sales promotions, Nike occasionally
provides discounts and special offers to attract more customersand generate
more sales Moreover, the marketingmix includes public relations, in which
the company sponsors and provides financial support to organizations,such
as communitybased networks, to promote its athletic shoes, apparel, and
equipment Based on the tacticsincluded in this elementof Nike’smarketing
mix, the business depends on its relations with high-profile endorsers to
succeed in promotingits business and products to the internationalsporting
goods market
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                                                                                                                                                                                                                                                                                                                                                                    NIKE’S PROMOTION        This marketing mix element, also known as marketing communications mix, involves the tactics that Nike uses to communicate with its target markets . The company depends on the effective promotion of its products to maintain a strong brand image, which is one of the strengths of the company . This part of the sporting goods company’s marketing mix uses promotional tactics to communicate with customers about its products and persuade them to purchase these products . The following are Nike’s promotional activities, arranged according to significance in the firm’s marketing strategies : Advertising, Personal selling, Direct marketing, Sales promotion, Public relations . Advertising is one of the biggest contributors to Nike’s ability to attract customers . In this 4 P variable, the company heavily relies on advertisements, especially those that involve high - profile celebrity endorsers, such as professional athletes and sports teams . This element of the company’s marketing mix also includes personal selling through sales personnel who persuade target consumers to buy the company’s sporting goods . For example, sales personnel at Niketown retail outlets are trained to use such persuasion tactics . On the other hand, in the context of the 4 Ps, the company’s direct marketing activities involve promoting its products through direct communications with colleges, local sports teams, and other organizations . In addition, in terms of sales promotions, Nike occasionally provides discounts and special offers to attract more customers and generate more sales . Moreover, the marketing mix includes public relations, in which the company sponsors and provides financial support to organizations, such as community - based networks, to promote its athletic shoes, apparel, and equipment . Based on the tactics included in this element of Nike’s marketing mix, the business depends on its relations with high - profile endorsers to succeed in promoting its business and products to the international sporting goods market . 
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NIKE’S PRICES

This element of the marketing mix identifies the prices that maximize
profits while attracting the desired share of the multinational market
for leisure and sporting goods. Nike's technology investments relate to
marketing strategies to offer its products at a premium price. Still, the
company’s marketing mix considers current market conditions in
setting its price points and price ranges. Based on these considerations
for this 4P variable, Nike Inc. applies the following pricing strategies in
its business: Value-based pricing strategy and Premium pricing strategy.
In the value-based pricing strategy, Nike Inc. considers consumer
perception about the value of its products. In the marketing mix
context, perceived value determines the maximum prices that
consumers are willing to pay for the company’s sports shoes, apparel,
and equipment. In contrast, the premium pricing strategy uses high
prices, based on a premium branding strategy that establishes Nike
products as higher in quality and value than competing products. In
this 4P variable, the footwear company’s use of advertisements
involving high-profile celebrity endorsers is indicative of such emphasis
on premium branding. In using the premium pricing strategy as part of
its marketing mix, Nike enjoys higher profit margins and potentially
higher sales revenues, as customers associate a premium status with
the company’s products. Also, a relevant point is that premium statuses
and premium prices are linked to the sociocultural and economic
trends in the industry environment. The footwear and apparel business
adjusts its price ranges and price points according to such trends, to
ensure that this 4P variable suits the market. In this element of the
marketing mix, Nike Inc. successfully uses its pricing strategies to
maximize its profits while emphasizing high value in promoting its
products and brands.
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            NIKE’S PRICES    This element of the marketing mix identifies the prices that maximize profits while attracting the desired share of the multinational market for leisure and sporting goods . Nike’s technology investments relate to marketing strategies to offer its products at a premium price . Still, the company’s marketing mix considers current market conditions in setting its price points and price ranges . Based on these considerations for this 4 P variable, Nike Inc . applies the following pricing strategies in its business : Value - based pricing strategy and Premium pricing strategy . In the value - based pricing strategy, Nike Inc . considers consumer perception about the value of its products . In the marketing mix context, perceived value determines the maximum prices that consumers are willing to pay for the company’s sports shoes, apparel, and equipment . In contrast, the premium pricing strategy uses high prices, based on a premium branding strategy that establishes Nike products as higher in quality and value than competing products . In this 4 P variable, the footwear company’s use of advertisements involving high - profile celebrity endorsers is indicative of such emphasis on premium branding . In using the premium pricing strategy as part of its marketing mix, Nike enjoys higher profit margins and potentially higher sales revenues, as customers associate a premium status with the company’s products . Also, a relevant point is that premium statuses and premium prices are linked to the sociocultural and economic trends in the industry environment . The footwear and apparel business adjusts its price ranges and price points according to such trends, to ensure that this 4 P variable suits the market . In this element of the marketing mix, Nike Inc . successfully uses its pricing strategies to maximize its profits while emphasizing high value in promoting its products and brands .
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CONCLUSION

Marketing strategy brings changes to the whole society, it ties
consumers and producers together. Consumers and marketing
strategies are interactive. The better the marketing strategy
brings consumers to feel, the more it can stimulate consumers'
desire to share, and then initiate secondary marketing
communication indirectly, which is more powerful. Nike has
always occupied the leading position as a sporting goods
company, which is closelyrelated to its marketing strategy. In
the era of the Internet, socialcommunication is indispensable
for people, which leads to a social economy and brings
opportunities for community marketing. Nike not only
develops community marketing through socialmedia but also
uses itto publicizethe company cultureand catch the minds of
consumers. Nike alsodevelops its marketing strategy in view of
' consumer psychology and behaviour. The fans’ crazy idolatry
for sports starsmakes Nike adopt hunger marketing. Its various
brand personalities satisfy the demand of more consumer
groups. In the case of global climate change, Nike also
*advocates environmental protection by creating more eco-
friendly products, catering to green consumers' consumption
habits. However, there are still some problems with its
marketing strategy. For example, less attention to product
guality for lower cost, the high price that does not fit all
- consumer groups, limited supplythat couldn'tsatisfyallneeds,
the upward development of many competitors.
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                       CONCLUSION Marketing strategy brings changes to the whole society, it ties consumers and producers together . Consumers and marketing strategies are interactive . The better the marketing strategy brings consumers to feel, the more it can stimulate consumers' desire to share, and then initiate secondary marketing communication indirectly, which is more powerful . Nike has always occupied the leading position as a sporting goods company, which is closely related to its marketing strategy . In the era of the Internet, social communication is indispensable for people, which leads to a social economy and brings opportunities for community marketing . Nike not only develops community marketing through social media but also uses it to publicize the company culture and catch the minds of consumers . Nike also develops its marketing strategy in view of consumer psychology and behaviour . The fans’ crazy idolatry for sports stars makes Nike adopt hunger marketing . Its various brand personalities satisfy the demand of more consumer groups . In the case of global climate change, Nike also advocates environmental protection by creating more eco - friendly products, catering to green consumers' consumption habits . However, there are still some problems with its marketing strategy . For example, less attention to product quality for lower cost, the high price that does not fit all consumer groups, limited supply that couldn't satisfy all needs, the upward development of many competitors .
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CONCLUSION

In my opinion, Nike is the leader in sports
equipment creating a fortress in the sports
market that is difficult to conquer. The company
excels because is the first that brought
innovation to sports shoes. At the same time,
Nike constantly attracts the best athletes from
all sports and signs contracts that bring
enormous profitability to the business by
associating the products with triumph and
victory, creating the consumers’ the need to
acquire the product. Clearly, the company has
applied the STP strategy correctly, as well as
having understood the needs of consumers
affects their buying decisions with a
tremendous success.
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                       CONCLUSION In my opinion, Nike is the leader in sports equipment creating a fortress in the sports market that is difficult to conquer . The company excels because is the first that brought innovation to sports shoes . At the same time, Nike constantly attracts the best athletes from all sports and signs contracts that bring enormous profitability to the business by associating the products with triumph and victory, creating the consumers’ the need to acquire the product . Clearly, the company has applied the STP strategy correctly, as well as having understood the needs of consumers affects their buying decisions with a tremendous success .
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with a full-length sponge mid-sole cushion to abs

of all runners.

Originally designed in the mid-sixties by Bill Bow

heel to reduce Achilles tendon strain. The Cort
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Since Phil Knight and his mentor Bill Bowerman
established a business named Blue Ribbon Sports in
1964, Nike's history has been written. The name of the
business was changed to Nike in 1971. It had its
headquarters in Portland, Oregon in the United States,
andin 1978 itstarted to grow internationally After a long
history of continuous research and innovation, Nike has
built up a significant base of loyal customers and has
emerged as the world’s top provider of athletic goods.
Product portfolio of Nike's lineis around sports, including
sportswear, footwear, and other accessories Nike
priorities innovation and high quality in the design and
production of the products. The name of the brand Nike
relates to the Greek mythology and the goddess of
victory known as Nike. The Nike logo represent the
goddess’s feather, which stand for movement, speed,
vitality and softness. Together with the slogan “Just Do
It”, represent the core value of the spiritto challenge
oneself. The two missions of Nike are “To bring
inspirationand innovation to every athlete in the world”
and “If you have a body, you are an athlete” (Smithson,
2022). The two phrases serve as both a motivation for
everyone to have an active and healthy lifestyle, and a
clear explanation of why individualsfrom all walks of life
choose Nike.
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                       COMPANY DESCRIPTION Since Phil Knight and his mentor Bill Bowerman established a business named Blue Ribbon Sports in 1964 , Nike’s history has been written . The name of the business was changed to Nike in 1971 . It had its headquarters in Portland, Oregon in the United States, and in 1978 it started to grow internationally . After a long history of continuous research and innovation, Nike has built up a significant base of loyal customers and has emerged as the world’s top provider of athletic goods . Product portfolio of Nike’s line is around sports, including sportswear, footwear, and other accessories . Nike priorities innovation and high quality in the design and production of the products . The name of the brand Nike relates to the Greek mythology and the goddess of victory known as Nike . The Nike logo represent the goddess’s feather, which stand for movement, speed, vitality and softness . Together with the slogan “Just Do It”, represent the core value of the spirit to challenge oneself . The two missions of Nike are “To bring inspiration and innovation to every athlete in the world” and “If you have a body, you are an athlete” (Smithson, 2022 ) . The two phrases serve as both a motivation for everyone to have an active and healthy lifestyle, and a clear explanation of why individuals from all walks of life choose Nike .


