



Executive Summary
The report provides a comprehensive examination of Nike's marketing approach, dissecting the company's target audience, marketing mix, brand value, consumer behavior, and competitive landscape. Nike's inventive products, powerful branding, and efficient marketing have made it the undisputed industry leader in sports footwear and gear throughout the world. The study underlines the importance of ethical marketing practices and Nike's enormous marketing budget. Nike's marketing campaigns are continuously assessed to identify relevant contextual aspects. This research analyzes Nike's segmentation, targeting, and positioning through the lens of the STP paradigm. Nike's 7Ps (product, pricing, placement, promotion, people, process, and physical evidence) are also evaluated. The research examines Nike's marketing approaches and makes suggestions for improvement. The variety of topics addressed by these recommendations is extensive, including ethical business practices, influencer marketing, product customization, and the use of cutting-edge technology. The ultimate goal of the research is to offer Nike with useful information that can be used to strengthen the company's marketing strategy and help Nike maintain and expand its market share in the increasingly competitive sports footwear and apparel industry.
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[bookmark: _ke2f8azgxlh6][bookmark: _Toc139705886]Introduction
This report gives Nike, the maker of athletic gear, a thorough examination of its marketing practices. Nike is at the top of its field because of its innovative products, reliable brands, and clever marketing. An analysis of Nike's target market's marketing strategies, brand value, and purchasing habits is provided in this report. The report digs into marketing's concept and relevance, highlighting Nike's significant investments in marketing infrastructure. This report analyzes Nike's marketing ecosystem from both a macro and micro perspective, shedding light on the factors that matter most for the brand's marketing efforts. The report examines how Nike has positioned itself as a market leader and how it has used the STP (segmentation, targeting, positioning) framework to discover and appeal to specialized audiences for their sports footwear and gear. In addition, the 7Ps of Nike's marketing mix are dissected in depth, as are the ways in which these elements work together to satiate customer demand and advance Nike's objectives. In light of the report's findings on the areas in which Nike may improve, the last portion of the report offers ideas for how the company can improve its marketing strategy.

[bookmark: _99vcl8eg9i4r][bookmark: _Toc139705887]Task 1
[bookmark: _a8po59lmiz3s][bookmark: _Toc139705888]Concept and importance of marketing and Marketing Research
Marketing is crucial because it helps companies to spread the word about what they provide, raise brand recognition, foster customer loyalty, and eventually increase their bottom line. It's a useful tool for firms in identifying and satisfying their clients' wants and requirements. Nike understands the importance of marketing in establishing a positive reputation for the company and drawing in new customers (Li, 2022). Advertising, sponsorships, endorsements, digital marketing, and social media campaigns are just some of the many types of marketing that get significant funding from the corporation. Nike invests much in advertising because it values its relationship with its customers. Marketing and advertising take up a significant chunk of the company's yearly budget. Ten percent of Nike's 2020 fiscal year sales was spent on advertising, or around $3.7 billion. To reach its broad client base, Nike advertises using a wide variety of platforms (Chanpaneri and Jain, 2021). To promote its goods and build brand recognition, the firm uses time-honored channels including television, print media, and out-of-home displays. To further connect with its target audience in the digital sphere, Nike also allocates resources to various digital marketing initiatives. Nike's marketing strategy is particularly strong in the field of sponsorship and endorsements. The firm has alliances with some of the most well-known sportsmen, teams, and sporting events in the world. 
[image: ]
Figure 1: Nike Logo
(Source: Nike.com)
Having prominent sportsmen like LeBron James, Serena Williams, and Cristiano Ronaldo endorse Nike's products benefits the company in more ways than one. Nike also puts a lot of resources into social media advertising. Instagram, Twitter, and Facebook are just a few of the social media channels where the firm regularly posts new content, engages with its audience, and launches carefully targeted advertising campaigns. Through its social media channels, Nike is able to foster a feeling of community and foster deeper connections with its target demographic.

[bookmark: _t00qc0v9vfax][bookmark: _Toc139705889]Marketing Ethics
In the past, Nike's marketing practices have been questioned and criticized. The controversial working conditions at its offshore production operations were one major problem. Nike's image took a hit when it was publicly accused of exploiting employees and breaching labor laws (Zhu, 2022). Nike has responded to complaints about its working conditions by taking action to improve them. To guarantee decent treatment and working conditions for employees in its supply chain, the corporation has created codes of conduct and founded the Fair Labour Association (FLA). Nike also routinely inspects and audits its factories to ensure that its workers are treated fairly.
The employment of contentious advertising campaigns is another ethical issue with Nike's marketing. There has been pushback from customers and social organizations because of several Nike advertisements that were seen as controversial or disrespectful. The company's "Revolution" ad campaign starring Colin Kaepernick, which prompted a national discussion on patriotism and social justice, is one example of an ad campaign that drew criticism. Nike places a premium on ethical marketing practices (Teng, 2020). Despite its efforts to fix problems and enhance working conditions, the company still has to be careful to respect ethical standards in all of its marketing efforts if it wants to keep its consumers' faith and keep them as loyal clients. Ethical marketing practices may be seen in Nike's openness, responsible advertising, and ongoing attempts to better working conditions.

[bookmark: _vpehzbn0cmk3][bookmark: _Toc139705890]Macro and Micro marketing environment 

	PESTEL Factors
	Description
	Impact

	Political
	Nike operates in various political environments worldwide and must comply with regulations related to labor laws, trade policies, and intellectual property protection.
	Medium

	Economic
	Economic factors such as economic growth, inflation rates, exchange rates, and consumer spending patterns impact Nike's pricing, sales, and profitability.
	High

	Socio-cultural
	Nike considers social and cultural factors, including consumer preferences, trends, and values, to design and market products that align with the target market's needs and aspirations.
	High

	Technological
	Technological advancements, such as digital platforms, e-commerce, and manufacturing innovations, impact Nike's marketing strategies, product development, and supply chain efficiency (Pratama and Hisjam, 2022).
	High

	Environmental
	Environmental factors, such as sustainability concerns, climate change, and resource scarcity, influence Nike's CSR efforts, product materials, and supply chain practices.
	Medium

	Legal
	Legal factors encompass regulations related to labor laws, consumer protection, intellectual property rights, and product safety, which impact Nike's operations and marketing activities.
	Low


Table 1: Macro Environment factors (PESTEL Factors)
(Source: Self-Created)
The table summarizes Nike's PESTEL study, emphasizing the most important aspects. Economic circumstances, social and cultural trends, technical advances, environmental concerns, and legal restrictions are all ranked on a scale from High to Low, revealing their relative importance to Nike's marketing strategy.


	Porter's Five Forces
	Description
	Impact

	Threat of New Entrants
	Nike's strong brand reputation, extensive distribution network, and high R&D investment create barriers for new entrants.
	Low

	Bargaining Power of Suppliers
	Nike's size, brand power, and long-standing relationships with suppliers give it leverage to negotiate favorable terms and access quality materials.
	Medium

	Bargaining Power of Buyers
	Nike faces moderate buyer power due to the presence of multiple athletic apparel brands and consumer demand (Savitha and Roopa, 2023).
	High

	Threat of Substitutes
	Nike faces a moderate threat of substitutes, as consumers have alternatives in the form of other athletic footwear and apparel brands.
	Medium

	Industry Rivalry
	Nike operates in a highly competitive market, facing strong competition from brands like Adidas, Under Armour, and Puma.
	High


Table 2: Micro Environment Factors (Porter’s 5 Forces)
(Source: Self-Created)

	Strengths
	Weaknesses

	1. Strong Brand Recognition and Brand Value: Interbrand's research on the value of the world's most valuable brands places Nike at number 10 with a total of £50.2 billion (hbr.org).
	1. Controversial Campaigns: The company's commercials and promotions have a history of controversial campaigns through advertisements. (Kelner,2019).

	2. Exceptional Marketing Capabilities:
The organisation often executes successful advertising campaigns and makes use of social media to expand its client base.
	2. Conflicting Strategies: While Nike claims to value innovation above stability with its "Move to Zero" goal, the company's actions suggest otherwise. (Bauck,2019).

	3. Iconic Partnerships and Endorsements: Nike has formed partnerships with well-known actors, and athletes to promote its products.
	3. Poor Labour Conditions: Known for its low salaries, widespread use of child slave labour, and deplorable working conditions, this region is a frequent subject of international criticism (startuptalky.com, 2023).

	4. Low Manufacturing Cost: Nike's manufacturing costs are kept low because to the company's strategy of centralising production in low-wage nations such as China, Vietnam, and Indonesia. (singh ,2019)
	4. Stronger Hold of Retailers: Retail is particularly sensitive to the Nike price system, leaving the corporation open to attack.



	Opportunities
	Threats

	1. Product Innovation: A revolutionary new product from Nike is developed. When used in conjunction with other sports equipment, it may be very useful. Nike has introduced a new material that they say will change the sport. (Kline 2022)
	1. Increased Competition: Nike has to compete with established and upstart businesses. In addition to developing superior products, investing more money in advertising and marketing is crucial if a company wants to succeed in today's market.

	2. Merger with Metaverse: With the assistance of Metaverse and the purchase of digital shoe maker RTFKT, the firm now has a fantastic new chance to grow: digital shoe advertising.
	2. Pressure due to Marketing Budget: There is growing competition from firms with bigger marketing resources, such as Under Armour, Adidas, and Lululemon.

	3. Emerging Markets: The growth of trade in countries with emerging economies, such as Brazil, China, and India (entrepreneur.com, 2021)
	3. Counterfeit Products: Counterfeit Nike items may have a devastating impact on the company's bottom line and reputation. The greater likelihood of getting knockoff goods is a direct result of the company's worldwide expansion.

	4. Cutting Ties with Multi-Brand Retailers: To promote its "Consumer Direct Acceleration" marketing approach, Nike is severing relationships with some of the top multi-brand retailers and wholesale partners.
	4. Dispute Over Patents: Patent disputes may be very damaging to a company's image and bottom line. Nike's Primeknit and Flyknit footwear have been at the centre of a heated patent battle in German and American courts.  M(Admin,2023).


Table 3: SWOT Analysis
(Source: Self-Created)
The Nike brand is well-known and respected, and the company has great marketing skills, famous alliances, and cheap production costs, according to the company's SWOT analysis. However, the company's contentious advertising and incoherent methods are a source of vulnerability. Nike may benefit from a number of different scenarios, including successful product launches, partnerships with other companies, entry into new markets, and even severing relations with multi-brand stores. On the other side, Nike is threatened by things like rising rivalry, tighter marketing budgets, the fallout from fake goods, patent battles, and trade concerns. Nike can better capitalize on its strengths, rectify its shortcomings, take advantage of opportunities, and protect itself from risks if it has a firm grasp of all of these variables.

[bookmark: _q9dhv3gakg72][bookmark: _Toc139705891]Target market
The majority of Nike's customers are either athletes, sports fans, or people who lead active lives. The target demographic for the company's sports footwear, gear, and equipment is those who place a premium on performance, quality, and fashionable design. Nike's main goal is to attract both professional and amateur sports enthusiasts for a wide range of sports including basketball, jogging, soccer and tennis (Smith, 2021). By fusing sports with style, Nike hopes to appeal to a wider demographic of consumers and capitalize on the impact of fashion trends. Nike has become the dominant brand in the sports footwear and clothing business by anticipating and meeting the demands of its core demographic.
[image: ]
Figure 2: Audience of Nike
(Source: Smith, 2021)
[bookmark: _2a3ji8kv8rqb][bookmark: _Toc139705892]Buying Behavior
Need Recognition: There is a need or desire on the part of the customer for some kind of sports footwear, clothing, or gear. Many things might set off this desire, like taking part in sports, following the latest fashions, or having strong tastes.

Information Search: The shopper does an Internet search for data regarding Nike items. They might check out Nike's site to learn more about the brand, read customer reviews, compare costs and features, and get suggestions from their peers (Eyada, 2020). At this point, the information provided by Nike's marketing activities, such as their ad campaigns and social media presence, is vital.

Evaluation of Alternatives: The shopper does research on the market's many options. They evaluate Nike's goods relative to those of its rivals, taking into account price, quality, performance, and aesthetics. Nike's innovative products and high-profile athlete sponsorships help the company maintain its dominant market position.

Purchase Decision: A customer decides to make a purchase after thinking carefully about available options. Whether a customer makes a purchase in-store or online depends on a number of factors, including product availability, price, promotions, and ease of purchasing (Merikanto, 2019). Nike's extensive retail footprint, robust internet presence, and aggressive price initiatives all play a significant part in easing the buyer's mind.

Post-Purchase Evaluation: Customers give Nike an overall rating based on how happy they were with their purchase. Brand loyalty and customer retention may be strengthened via excellent experiences, products, and services. However, disappointment resulting from poor service or products that fall short of expectations may have a chilling effect on repeat business.

[bookmark: _zf24botu7f7t][bookmark: _Toc139705893]STP
Segmentation: By identifying and separating groups of customers with similar qualities, requirements, or behaviors, the market may be segmented. Nike uses a number of consumer segmentation methods to better understand its broad client base. It takes into account variables like age, gender, income, as well as hobbies, values, and activities like sports participation and product purchases (Diantari and Jokhu, 2021). Nike divides their consumer base into subsets consisting of certain types of athletes and sports fans. Nike's marketing and product offers may be more relevant to different demographics by using market segmentation.

Targeting: When it comes time to allocate resources, the company will want to zero down on a certain subset of the market. The majority of Nike's customers are either athletes, sports fans, or people who lead active lives. The corporation uses its in-depth understanding of these subgroups to design goods and advertising that speak to their wants and requirements. Professional athletes, young athletes, and fashion-conscious customers are all subsets of Nike's larger target market. Nike is able to reach its target demographic and convey the brand's value proposition via targeted marketing campaigns.

Positioning: Brand positioning refers to how a product or service stands out from the competition in the eyes of customers. Nike markets itself as a company that produces high-quality products while also pushing the boundaries of design and innovation. To promote the better performance and comfort of its goods, it highlights its technical innovations like Nike Air and Flyknit (Diantari, 2021). Powerful branding and advertising help Nike connect with customers on an emotional level; the company's goods are now synonymous with winning, motivation, and the "Just Do It" motto. This strategy has allowed Nike to differentiate itself from other manufacturers of sports footwear and gear by creating a distinct and aspirational brand identity.

[bookmark: _j9vxm9q0lwfn][bookmark: _Toc139705894]Marketing Mix

	7Ps of Marketing
	Description of the P
	Objective

	Product
	Nike offers a wide range of athletic footwear, apparel, and equipment with innovative features and advanced technologies.
	Deliver high-quality, innovative products that meet customer needs and preferences.

	Price
	Nike employs a premium pricing strategy to reflect its brand value and quality, while also considering market competition.
	Maintain brand image and perception of high quality while achieving profitability and revenue growth.

	Place
	Nike utilizes a multi-channel distribution strategy, selling its products through retail stores, e-commerce platforms, and authorized distributors globally.
	Ensure wide availability and accessibility of Nike products through various channels.

	Promotion
	Nike invests heavily in marketing and promotion, including advertising campaigns, sponsorships, endorsements, and social media marketing (Nica et al., 2021).
	Build brand awareness, create emotional connections with consumers, and drive sales and market share.

	People
	Nike focuses on customer engagement and brand experience, employing knowledgeable sales staff and providing customer support.
	Enhance customer satisfaction, provide personalized experiences, and build long-term relationships.

	Process
	Nike emphasizes efficient manufacturing processes, supply chain management, and product development to deliver high-quality products(Kumar, 2020).
	Ensure timely and cost-effective production, maintain product quality and consistency, and foster innovation.

	Physical Evidence
	Nike's physical evidence includes its brand logo, packaging, retail stores, and website, which all contribute to its brand image and customer perception.
	Create a consistent and appealing brand presence across various touchpoints for a positive customer experience.


Table 4: Marketing Mix of Nike
(Source: Self-Created)
[bookmark: _v4ibuqf2akyq][bookmark: _Toc139705895]Selection of media
Social Media/Networking: Nike's social media networks include Instagram, Twitter, and Facebook, to name a few. Nike uses various platforms to communicate with its core audience, spread intriguing content, market its products, and draw on user-generated content (Li, 2019). Nike may use social media platforms to broaden its reach, engage with its target audience, and build brand loyalty. It's ideal for Nike since it allows them to contact people all over the world and capitalize on social media's global potential.

Email Marketing:  Nike employs email marketing to keep its customers up to date on all of the company's current news and products. Email marketing is an effective technique for establishing long-term relationships with clients, driving repeat business, and inspiring brand loyalty. Nike may divide their email campaigns and give targeted messaging to distinct client groups, making email marketing a potent medium for communicating with customers.

Search Engine Optimization (SEO): Nike's objective is to boost organic search exposure for the site and blog on Google and other key search engines (Posbergh et al., 2022). Nike works on relevant keywords and develops high-quality content to ensure that its website appears prominently in search results when users search for sports footwear or gear. Search engine optimization (SEO) is crucial for increasing organic traffic and maintaining Nike's online visibility and competitiveness.

Digital Advertising Platforms: Nike spreads their brand and attracts new customers by utilizing internet advertising techniques such as Google Ads and display advertising networks. Based on the information offered by these platforms, Nike's marketing activities may reach more people who are likely to be interested in what they have to offer (Esakova, 2021). Nike's target market can be reached more effectively and efficiently through digital advertising since it allows the corporation to directly target clients who are studying sports items online or who have expressed an interest in related products.

[bookmark: _capsuvdypuqr][bookmark: _Toc139705896]Brand Value
The monetary and intangible benefits connected with a brand are what constitute its value. It is a measure of how well-known and respected a brand is in the eyes of its target audience. Nike's brand value is so high because of so many things. Through the development of ground-breaking designs, state-of-the-art manufacturing processes, and instantly recognisable logos, Nike has become the undisputed market leader in sports footwear and gear. Customers have a deep connection to the brand because of its dedication to their needs in terms of functionality, quality, and aesthetics (Oliveira et al., 2021). Nike's brand value has been bolstered by the company's relationship with famous athletes, smart alliances, and effective marketing efforts. In 1984, Nike signed Michael Jordan as its greatest endorsement ever (Moore, 2022). Nike is synonymous with quality, credibility, and the ability to stimulate and encourage active people and athletes. The company's demonstrated commitment to social and environmental responsibility through sustainability efforts and CSR programs boosts brand value. Nike's financial success, market dominance, and the high prices it charges all demonstrate the value of its brand. Because of its strong market position, the brand can successfully attract and retain customers, inspire brand loyalty, and stay ahead of the competition.
[image: ]
Figure 3: Brand Value of Nike over the years
(Source: Oliveira et al., 2021)
[bookmark: _opbuy5mhymzu][bookmark: _Toc139705897]Measuring success

	Assessment of Campaign Effectiveness
	Measurement Metrics
	Control over Marketing Strategy

	Reach and Impressions
	Reach, Impressions
	Adjust campaign visibility and targeting based on reach metrics & social media is strategy effective. (Katarzyna 2023).

	Engagement Metrics
	Likes, Shares, Comments, Clicks
	Refine campaign content and engagement strategies based on engagement metrics.

	Website Analytics
	Traffic, Page Views, Bounce Rate, Conversion Rate
	Optimize website and landing pages for better user experience and conversions.

	Sales and Revenue
	Sales Data, Revenue
	Allocate resources and budget based on campaigns driving higher sales and revenue.

	Brand Awareness and Perception
	Surveys, Brand Tracking Studies
	Adjust messaging and positioning to positively impact brand perception.


Table 5: Measuring Success
(Source: Self-Created)
Nike's campaign success is evaluated by a variety of metrics, such as reach, impressions, engagement, website analytics, sales, and brand recognition. In order to fine-tune and improve their marketing strategy, Nike uses these analytics to make changes to their target audience, content, website, resource allocation, and message.
[bookmark: _y64xrn3mk2f][bookmark: _Toc139705898]Task 2
[bookmark: _wlc64d5t9nc1][bookmark: _Toc139705899]Conclusion addressing the shortcomings of Nike
The preceding analysis of Nike's marketing strategy shows that the corporation has successfully adopted a variety of efficient marketing tactics in order to develop a strong brand presence and connect with its target audience. However, a number of issues may be identified. One significant problem is the company's dubious track record of treating workers decently in its international facilities. As a result of these instances, the company's commitment to moral advertising has been called into question. Nike has taken steps to address these issues, including the implementation of norms of conduct and the monitoring of supply chain compliance. However, if the organization is to recover and maintain its consumers' trust, it must stay cautious and transparent. Nike has done an excellent job of marketing using the internet and social media, but they can always do better (Posbergh et al., 2022). The organization's social media engagement approach might be improved by fostering more conversational connections with its audience through timely responses to client questions and comments. Furthermore, Nike must constantly be on the lookout for and ready to respond to new market trends and technology. To maintain a competitive advantage in the relatively fluid sports footwear and clothing business, ongoing innovation and foresight into consumer preferences are required. Nike's marketing strategy has had some success, but it must improve do more to face and resolve previous ethical issues, enhance social media engagement, and proactively adjust to changing market conditions. The move will help Nike boost its marketing and maintain its position at the top of its industry.

[bookmark: _8b08ugnajavu][bookmark: _Toc139705900]Task 3
[bookmark: _whkx0l7tqxzp][bookmark: _Toc139705901]Recommendations
Strengthen Ethical Marketing Practices: Nike has to keep making ethical production and supply chain transparency top priorities. Ethical norms may be maintained via the implementation of improved monitoring systems, periodic audits, and cooperative efforts with trade groups (Guo, 2022). Nike may regain customer confidence and improve its brand image by transparently sharing its actions and results in this area.

Enhance Social Media Engagement: Nike has a sizable following on social media, but it could reach even more people if its representatives were more responsive to followers' questions and suggestions. Fostering a feeling of community and increasing brand loyalty via two-way discussions with consumers. Nike has to invest time and energy into managing its social media channels and developing engaging content for its audience.

Embrace Influencer Marketing: To reach more people and make more connections, Nike may use influencer marketing. The company's message may be amplified, brand recognition raised, and engagement boosted through forming partnerships with influential athletes, fitness fanatics, and social media users. Nike can create genuine and effective content by partnering with influencers whose audiences and ideals are in line with its own.

Invest in Personalization: By analyzing client feedback and using other methods of customization, Nike may improve its advertising approach. Nike is able to provide individualized product suggestions, targeted offers, and exclusive experiences thanks to the analysis of client data and feedback. This method boosts contentment, encourages brand loyalty, and leads to more purchases & not only do existing brand-loyal customers purchase 90% more frequently than those who are new, but keeping the brand-loyal segment is also substantially cheaper than marketing to attract new customers (Kopp, 2023).
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