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Executive Summary 
The major aim of this report is to present a detail marketing plan for Nike in the UK market. Nike is an international Company formed by Phil Knight and Bill Bowerman in 1964. Initially, the Company was known as BRS before its name changed to Nike Company. The marketing plan follows a SOSTAC model of marketing planning. Accordingly, the situational analysis presents certain opportunities and threats for Nike in the UK market. Among the opportunities include stable political climate, government support, lifestyle changes where many people attend gym and engage in physical activities and technological inventions and new development etc. Contrastingly, some of the threats include brexit issues, low disposable income due to outbreak of corona virus pandemic, low GDP among others. 
Furthermore, this report establishes from customer insights that customers prefer high quality, fashionable and comfortable footwear products as well as more online engagement. As such, the plan has designed smart objectives to help in achieving the goal of the marketing plan. Additionally, the report finds that Nike should segment the UK market demographically based on age and gender, behaviourally based on consumers love for sports and psychographically based on lifestyles of customers. Nike should then target professional athletes between the ages of 17-35 years who are interested in sports and position itself as a brand that designs trendy and high-quality shoes sold to customers at reasonable prices. The report has also used 4P’s marketing mix to highlight Nike’s tactics in the UK market. Lastly, the actions and control measures for Nike have been provided in the report. To this end, this report recommends that Nike should enhance its digital marketing techniques, invest more in research and development in order to manufacture high quality sportswear products and review customers’ needs and preferences in UK, market and manufacture products according to these preferences     



[bookmark: _Toc40306910]1.0 Introduction 
[bookmark: _Toc40306911]1.1 Introduction to SOSTAC 
Digital marketing creates and maintains customer’s relationship by carrying online activities that facilitate in exchange of ideas, services, as well as products. P.R Smith developed the SOSTAC model in 1990s, which would help organizations design and implement a digital marketing plan (Cowley-Cunningham, 2016). SOSTAC is an advancement of traditional SWOT analysis that firms encounter when developing a new product or advancing due to unexpected changes in an organization. The model comprises six components, which include a situation (S), Strategy (S), Objectives (O), tactics (T), Control (C), and Action (A) (Cowley-Cunningham, 2016). Every component in this model signifies a stage in planning essential when developing successful planning. During the process of planning, organizations look for a specific situation, resources, and identify both opportunities and objectives that can enable an organization to attain set goals (Cowley-Cunningham, 2016). Organizations try to balance between capabilities and goals as they identify fluctuation in the market. The plan can be long-term or short-term, depending on company mission and objectives. 
[bookmark: _Toc40306912]1.2 Background of Nike Company
Founded in the year 1964 and headquartered in Beaverton, Oregon, U.S, Nike Inc is an American multinational company. The company specialises in the development, design, manufacturing as well as worldwide sales and marketing of footwear, apparel, accessories, equipment and services (Nike, Inc., 2020). Accordingly, Nike is the largest supplier of athletic shoes and apparel in the whole world and a major sports equipment manufacturer. The company markets its products under its own brand as well as Nike Pro, Nike Golf, Air Jordan, Nike+, Air Force 1, Nike Blazers, Air Max, Nike Dunk and Nike CR7 among others (Childs & Jin, 2018). Nike had a total revenue of $ 36.39 billion, operating income of $ 4.44 billion and a net income of $ 1.93 billion in the year 2018 (Nike, Inc., 2020). As at 2018, Nike had employed a total of 73, 100 employees globally, and was ranked number 89 in the Fortune 500 list of the largest firms in United States by total revenue in the same year (Nike, Inc., 2020).
[bookmark: _Toc40306913]2.0 Situation Analysis	
Nike Company has been the best Company that produces Apparel and sports footwear. Due to high competition in athletics, demand for athlete equipment is expected to rise dramatically. Nike Company in UK has been using vertical operations to investigate consumer’s trends and develop new technologies that help in producing innovative products. 
[bookmark: _Toc40306914]2.1 SWOT Analysis of Nike Company in UK 
Strength
Nike is one of the largest designers, distributors, and marketers of athletic footwear, accessories, and Apparel in UK (Pandey, 2017). The brand is recognized for producing quality products that satisfy customers. The Company is also innovative. They design the best athletic equipment, Apparel, and footwear that minimize injury and maximize comfort. Besides, it is a very competitive organization with a slogan “Just Do it” (Donaghu and Barff, 2015). The Company manufactures light shoes compared to those manufactured by its competitors. Nike in UK also has strong distribution channels and marketing campaigns (Pandey, 2017). In marketing its products, Nike in UK hire top players in various games. 
Weaknesses
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Nike Company has not diversified beyond sports apparel and footwear. Although the Company gain huge profit, the company over depend on sports wears (Mahdi et al., 2015). Nike products are also sold at a higher price compared to that of its competitors. A running shoe pair of shoes in UK cost $77.24 (Numbeo 2020). The premium pricing strategy target customers who value Nike products without considering low income earners. 
Opportunities 
Among the opportunities available for Nike in the UK market include stable political climate, government support where there is limited regulation in selling sportswear products (Ranchhod and Marandi 2016). Besides, lifestyle changes where many people attend gym and engage in physical activities and technological inventions and new development are also opportunities available for Nike in the UK market.
Threats
Some of the factors that threaten Nike’s survival in UK include brexit issues, low disposable income due to outbreak of corona virus pandemic, low GDP among others (Gudi & Tiwari, 2020).
[bookmark: _Toc40306915]2.2 PEST Analysis of Nike Company in UK 
Political Factors	
UK has been politically stable and their corporation tax is low. The government has been favoring business expansion in UK with no regulation in selling sport wears (Ranchhod and Marandi 2016). However, Brexit (European Union) which control political powers have been a threat to the businesses. The body has raised political debates and created uncertainties in UK. After its implementation of Brexit, economic growth dropped from 2% to 1% (Kottasová 2019). It is also expected to continue causing a decrease in UK economic growth. 
Economic Factors 
Accordingly, the corona virus pandemic presents a major threat to the operations of Nike in the UK market. The pandemic has brought massive disruption in the global economy and UK is not an exception. As such, many businesses have closed down and approximately 2 million UK citizens have lost their jobs (Gudi & Tiwari, 2020). This shows that GDP is going to decline significantly which will lead to a decline in consumer spending. Furthermore, as a result of the lockdown measures, the UK GDP is expected to register a 35% drop which will lead to a further decline in expandable income (BBC, 2020). Additionally, consumers cannot visit Nike’s retail outlets to purchase shoes due to measures of social distancing and enforced closures by the UK government (Gudi & Tiwari, 2020). As such, as a result of these financial uncertainties, consumers are unwilling to make shoe purchases. Moreover, the COVID-19 pandemic has led to a massive disruption in the supply chain forcing many businesses including Nike to revise their product prices upwards as a result of increased production as well as distribution costs (BBC, 2020). Therefore, markets are unlikely to perform well in the coming few months.
Social factors
Most people in UK are willing to spend money to buy expensive trainer for their children and youngsters to look like their peers (Ranchhod and Marandi 2016). Outdoor activities such as park run are also common in UK. An increase in the number of people attending the gym and engaging in other physical activities influences demand for Nike products such as shoes, equipment, and Apparel. As such, Nike can generate revenue from individual participating in physical exercise and those joining fitness club who will purchase its products (Alloway & Alloway, 2015). 
Technological Factors 	
The UK technological platform is known for inventions and new development, hence supporting high technology transfer rate (Link & Scott, 2015). This has supported sportswear business in UK significantly. For example, the use of online marketing through digital devices such as mobile phones and tablets has been progressively adopted by many UK organisations so as to reach many customers (Battistella et al., 2016). In this sense, Nike can take advantage of this opportunity to showcase varieties of its shoes online to reach as many customers as possible. Nike can also use the online platforms to receive customer’s feedback concerning its shoes which the organisation can use to adjust or improvements. On this note, online platforms development offers opportunity for Nike to market its varieties of shoes (Link & Scott, 2015). However, with many sportswear companies embracing online platforms to market their goods and services, Nike products are likely to face competition from other shoe manufacturers in the online platforms for shopping ((Battistella et al., 2016).    
[bookmark: _Toc40306916]2.3 Customer Insights
According to Hollensen (2019), customers insights is a process used to understand customers based on their behaviour of purchase, beliefs, needs and experiences. Therefore, Nike’s target customers in UK demand high quality, fashionable and comfortable footwear products (McCann, 2016). As such, Nike should ensure that it delivers shoes with these features to its customers of all ages and lifestyle. Additionally, most customers in UK prefer to purchase items online for convenience purposes (Ko et al., 2016). Notably, in the year 2019 alone, the turnover in e-commerce of business to consumer in UK was approximately 200 billion euros (Statista, 2020). This indicates that most consumers in UK prefer to place their orders online due to the benefits linked to e-commerce as opposed to visiting physical stores. Therefore, Nike should ensure that it embraces online marketing and promotions to satisfy the needs of its target audiences. Moreover, almost three quarter of adult population in UK embraces the use of social media (Moreno et al., 2015). Therefore, it is most likely that Nike’s customers are on social media. As such, Nike must invest a lot in social media marketing in order to relate and engage with customers.
Furthermore, young athlete people who love sports are the main customers of Nike products (McCann, 2016). This shows that Nike must put in place an appropriate market segmentation which exploits and identifies with this market niche in the sportswear industry in UK. Also, most UK customers are concerned about effective mutual relationships for better co-creation of value (McCann, 2016). This requires Nike to embrace stronger and effective relationship marketing in order to enhance loyalty among UK customers    	
[bookmark: _Toc40306917]3.0 Objectives 
[bookmark: _Toc40306918]3.1 Customer Acquisition 
To acquire additional new consumers by 30% in the UK sportswear industry by 30% in the next 12 months
[bookmark: _Toc40306919]3.2 Serve 
To increase the satisfaction of customers to 95% within the next one year through embracing latest technology to manufacture high quality products as well as through exceptional services 
[bookmark: _Toc40306920]3.3. Sizzle 
To build relationships and trust with its customers in UK by December 2020 through increasing social media marketing investments by 60%
[bookmark: _Toc40306921]3.4 Speak 
To increase engagement of customers by 75% within the next one and a half years through relationship marketing, integrated marketing communication and social media marketing
[bookmark: _Toc40306922]3.5 Save 
To minimise operational costs by 20% by December 2020 through increase investments in online and digital marketing 
[bookmark: _Toc40306923]4.0 Strategy  
[bookmark: _Toc40306924]4.1 Segments 
Market segments entail the smaller sub-markets being sub-divided from the main customer market (Chernev, 2018). Each segment of the market has similar characteristics of the marketing mix. In the sportswear industry in UK, Nike should segment the market demographically based on age. The sportswear manufacturer can achieve this through categorising the entire market in form of age brackets like 6-12, 13-24, 25-35, 36-50 and over 50 years. The company can also segment the market demographically based on gender by end user such as men, women and children. Nike can also segment the market behaviourally based on consumers love for sports and psychographically based on lifestyles of customers   
[bookmark: _Toc40306925]4.2 Target Markets 	
Nike produces products targeting different markets in the same period. Notably, in accordance with the above-mentioned demographic features, Nike should target young male and female between the ages of 17-35 years who are interested in sports. Notably, individuals in this age category are quality and fashion conscious and will spend a lot of money on functional, trendy and high-quality shoes. Furthermore, people in this age category are involved actively in sporting events and compete seriously in certain sporting activities; hence they will be more fascinated about shoes that can perform specific functions like running, cycling, basketball, etc.  
[bookmark: _Toc40306926]4.3 Objectives
1. To increase the company’s profitability by 20% in the next 12 months;
2. To increase marketing in social media by 60% by December 2020
3. To grow market share in UK by 30% within the next one and a half years through embracing digital strategies of marketing.
4. To improve awareness of customers about Nike’s products by 95% through effective relationship, integrated and digital marketing communications  
[bookmark: _Toc40306927]4.4 Positioning 
According to Hollensen (2019), positioning is the place that a brand occupies in the minds of customers relative to other brands that compete in the market. Chernev (2018) hold that companies should establish and identify an appropriate image in the consumers mind in order to enhance favourable perception. Positioning or perceptual maps are very critical in realising a perfect positioning in the market relative to existing brands. Based on this background information, Nike should design trendy and high-quality shoes to be sold to customers at reasonable prices. Designing high quality goods and selling them to customers at reasonable prices will bear fruits for Nike since its target audience are young adults who are concerned more about functionality and quality. The perceptual map for Nike is shown in the figure below
[image: ]
Fig 1: Perceptual map for Nike
Source: Author

[bookmark: _Toc40306928]5.0 Tactics
[bookmark: _Toc40306929]5.1 Marketing Mix
The marketing mix in Nike Company has enabled the Company to grow dramatically. The strategies employed in the market plan involve the 4Ps, which include price, place, products, and promotion.
Product
Arguably, Nike must manufacture and sell augmented shoes with additional benefits that are beyond the physical characteristics. The company’s products should not only be of high quality but also display high degree of innovativeness. The organisation should also focus on improving functionality and features of its products so as to achieve competitiveness in the UK market. Nike can achieve this goal through investing in R&D and technological innovation to introduce new varieties of collection in the market (Azar & Ciabuschi, 2017). As such, customers will be more satisfied with Nike’s products which will translate to increased sales and referrals. Importantly, Nike should continue with its individual strategy of branding in which its products have distinct brand, for instance, chunky design in the sole of its shoes, large tongue and branding its products with Nike’s logo to offer the products unique identity (Nike Inc, 2020). 
Price
As regards to price strategy, Nike should adopt pricing strategies that will communicate quality and value to its target audiences. In line with price-quality mix approach by Kotler, Nike should offer high quality products which are priced moderately in order to communicate affordability and value to target audiences (Kotler et al., 2018). Specifically, Nike should consider adopting cost-based pricing strategy in the UK market. This pricing strategy will enable the organisation to counterbalance high costs of production that is linked to the manufacture of its products and realise profitability (Hollensen, 2019). Nevertheless, cost based strategies should be espoused in line with the value that its products provide to customers so as to enhance retention.
Place
The place aspect is concerned with the means by which a company’s product reaches customers (Kotler et al., 2018). In order to ensure that its products reach customers effectively, Nike should increase the number of its stores and outlets so as to enhance popularity. The organisation should also increase accessibility to the stores. Importantly, customers who make physical visit to the stores should be offered with reliable and direct services including allowing them to fit the shoes in the stores before they make purchases. Further, Nike can also leverage on online advertisements opportunities and mobile phone applications to showcase variety of its collections in the online podiums. Notably, with most young adults embracing e-commerce platforms, Nike would realise increased sales and profitability through marketing its products online (Hollensen, 2019). Importantly, Nike can receive feedback about its products online from its customers which the entity can use to make necessary adjustments.
Promotion
Concerning promotion, Nike should employ the use of integrated marketing communication to market its products since it ensures that messages are relayed consistently to the customers (Kotler et al., 2018). As such, the organisation’s promotional mix should comprise of advertising, personal selling, direct marketing, sales promotion, public relations, etc. Motivated, appealing and competent sales workforce should be employed by the company to carry out face to face personal selling. Additionally, Nike should conduct online advertisement through using digital platforms such as social media as well as offline methods using brochures, billboards, radios, etc. Concerning public relations, Nike can publish meaningful and eloquent stories in reliable and reputable magazines. The organisation can also conduct sales promotions occasionally by reducing prices on selected items to attract customers. Nike can also conduct direct marketing through short text messages, emails and social media to reach many customers. Importantly Nike can use prominent celebrities and popular athletes to endorse the brand. For example, the organisation can hire prominent soccer, golf superstars, and basketball players to carry out campaign for their products (Mahdi, Abbas, Mazar and George 2015). As noted by Chernev (2018), endorsing a product using celebrities is likely to generate profits to the company since celebrities’ appeal to mass market and most UK youths will be attracted towards Nike’s products so as to associate themselves with the celebrities.

[bookmark: _Toc40306930]5.2 Content Plan
According to Chernev (2018), content plan is a process involving specifying and building a plan used to deliver relevant information to customers, setting measures for success as well as harnessing data and resources to make the plan a reality.  Notably, in order for Nike to improve awareness of customers about Nike’s products by 95% through effective relationship, integrated and digital marketing communications, the company can adopt integrated marketing communication to realise consistent messaging, embrace CRM to reach and engage with customers and use digital channels to reach and connect with clients (Kotler et al., 2018). Furthermore, in order to increase social media interaction and marketing, the organisation can employ more social media personnel, increase daily social media posts and increase online and digital marketing methods (Hollensen, 2019). Moreover, in order to realise customer satisfaction objective, Nike should invest in R&D in order to design quality products, engage in the development of the product as well as reward employees who are innovative who brainstorm successful product ideas. Finally, in order to build trust relationships, Nike can adopt relationship marketing approach as well as invest in improving experiences of customers through customisation and personalisation (Kotler et al., 2018).   
[bookmark: _Toc40306931]6.0 Actions 	
[bookmark: _Toc40306932]6.1 Responsibility and structure 
The marketing plan implementation at Nike will be conducted by the marketing manager. The manager will come up with a team including field officers and supervisors who will provide support and ensure that all the components of the marketing plan are effectively implemented. The marketing manager of Nike will report to the head Nike in UK.
[bookmark: _Toc40306933]6.2 Processes and systems 
As explained by Hollensen (2019), systems and processes involve tools that an organisation use to achieve marketing plan objectives. They entail the actions and measures put in place to hasten the achievement of success. Precisely, Nike should embrace digital processes and systems to connect with its customers. This entails the use of digital platforms such as email, pay per click, social media, website marketing and search engine optimisation among others (Chaffey & Ellis-Chadwick, 2019). The company should integrate these digital strategies with integrated marketing communication and CRM. These systems and processes will make Nike to improve profitability, realise higher customer base, grow market share and enhance satisfaction of customers as highlighted in the objectives of the marketing plan.  	
[bookmark: _Toc40306934]6.3 Internal Resources and Skills
Hollensen (2019) explain that the successful marketing plan implementation requires adequate human resources with essential skills and financial resources to ensure that the plan is executed effectively. This indicates that Nike should hire more workers to enhance its social media marketing efforts and to interact directly with customers. Nonetheless, the marketing personal should possess the prerequisite skills such as empathy, honesty and courtesy. This will enhance customer experiences and increase loyalty and retention. Importantly, adequate finances should be allocated by Nike to the marketing department to execute the marketing plan accordingly.
[bookmark: _Toc40306935]6.4 External Agencies
These are the outside entities that play crucial roles in implementing the marketing plan (Chernev, 2018). In this regard, Nike may adopt recruitment agencies, social media marketing, CRM agencies and web analytics. Notably, recruitment agencies will enable Nike to hire qualified, committed and competent personnel who have both interpersonal and professional qualifications.  Social media marketing agencies will assist Nike to increase its marketing activities in social media with little effort to enhance customer satisfaction. Additionally, CRM agencies will assist in automating activities of relationship marketing of Nike and make it more proficient. Lastly, Web analytics will enable Nike to analyse big data and develop useful insights to enhance better customer experiences (Chaffey & Ellis-Chadwick, 2019).  
[bookmark: _Toc40306936]7.0 Control
[bookmark: _Toc40306937]7.1 KPIs (key performance indicators) 
These are actions and measures through which marketing plan success is measured. Nike should measure its marketing plan success through the following KPIs
· Increase in the number of website visits
· Increase in repeat purchases
· Growth in market share
· Increase in social media online traffic
· Reduction in cost of operations
· Increase in the number of social media advertisement click rates
· Many positive customer feedback and reviews
· Increase in loyalty of customers
· Increase in the level of customers satisfaction
[bookmark: _Toc40306938]7.2 Web Analytics 
Web analytics refers to collection, analysing and reporting of website data (Dykes, 2011). The major tool for web analytics that Nike should embrace is the Google analytics (Järvinen & Karjaluoto, 2015). Nike can use this tool for tracking, analysing and driving traffic to its websites. The other alternative web analytics tools that Nike could embrace include User Testing and Chartbeat among others. The web analytics should be used in collecting and analysing data on page visits, page views, online request figures, You Tube views and click rates among others (Dykes, 2011)	
[bookmark: _Toc39921467][bookmark: _Toc40306939]7.3 User experience reviews
User experience reviews is concerned with users collecting business metrics, insights and data and evaluate the quality of the website or the app and offer recommendations for improvement (Chaffey & Ellis-Chadwick, 2019). On this account, Nike should ensure that it engages an experienced and qualified user experience practitioner to help in enhancing the websites user experiences. Additionally, the practitioner should assist Nike in offering personalised information according to the user’s web history. The main target should be towards personalising the web pages and web contents. Other experiences of users should concern ease of accessibility and use of the websites.
[bookmark: _Toc40306940]7.4 Conversion rates
Conversion rates are the percentage of online customers that completes a projected goal as compared to the total number of website visitors (Chaffey & Ellis-Chadwick, 2019). Nike should measure its website conversion rate in order to determine its web design and marketing strategies’ conversion rates. Further, in order to enhance conversion rate, Nike should have a website which has an ease of access, high ease of use, secure and informativeness. High rate of conversion implies that the organisation’s ability to grow its market share and profitability in UK.  
[bookmark: _Toc40306941]7.5 Reporting  
Nike’s marketing manager will oversee the marketing plan’s implementation efforts. All workers involved in the execution of the plan will report to Nike’s marketing manager in UK.  Nike’s marketing manager will assemble these data and report them to the top level management in UK. Conversely, the necessary resources required for the marketing plan implementation will be channelled for deployment to the marketing manager. Importantly, reporting will take place through the use of electronic means such as Skype, Teleconferencing, Zoom or emails. 
[bookmark: _Toc40306942]8.0 Conclusion
The development of Nike’s marketing plan follows a SOSTAC model of marketing planning. Arguably, the situational analysis presents certain opportunities and threats for Nike in the UK market. Among the opportunities include stable political climate, government support, lifestyle changes where many people attend gym and engage in physical activities and technological inventions and new development etc. Contrastingly, some of the threats include brexit issues, low disposable income due to outbreak of corona virus pandemic low GDP growth among others. Additionally, customer insights indicate that customers prefer high quality, fashionable and comfortable footwear products as well as more online engagement. As such, the plan has designed smart objectives to help in achieving the goal of the marketing plan. Additionally, the strategy aspects show that Nike should segment the UK market demographically based on age and gender, behaviourally based on consumers love for sports and psychographically based on lifestyles of customers. Nike should then target professional athletes between the ages of 17-35 years who are interested in sports and position itself as a brand that designs trendy and high-quality shoes sold to customers at reasonable prices. The report has also used 4P’s marketing mix to highlight Nike’s tactics in the UK market. Lastly, the actions and control measures for Nike have been provided in the report   
[bookmark: _Toc40306943]9.0 Recommendations
Firstly, Nike’s marketing activities online is less vibrant; therefore, the organisation should enhance techniques of its digital marketing through the use of website marketing, social media marketing, You Tube marketing, web app marketing and email marketing. 
Secondly, Nike should invest more in research and development in order to manufacture high quality sportswear products to meet and exceed customer’s expectations. The organisation can exploit on the technological infrastructure development and constantly innovate products that resonate with admiration and aspiration of customers.   
Lastly, Nike should review customers’ needs and preferences in UK, market and manufacture products according to these preferences. For example, Nike should manufacture high quality, fashionable and comfortable footwear products to enhance customer satisfaction.
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