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Economic management concerns preparing an appropriate marketing strategy to promote the development of a company's market in the direction they desire, striving to achieve the set goals. As a result, it is encouraged to influence the main factors such as expenses, income, money and others, which are effectively combined to achieve a given goal. The company's management uses this strategy in the direction they want by striving to make crucial decisions and using different techniques in dealing with business challenges (Teece, 2019). Strategic decisions in business depend on various goals the company sets for itself and the strategies it wants to use in the market. For example, cost-cutting efficiency can be one of a business's main goals, achieved through operational optimization. This way, a competitive advantage can be built over the others in the market, and the company can build its good market position. The purpose of this report is to present the Nike company's marketing strategy. This report examines several key aspects and their influencing factors. These aspects affect the demand curve. The first part of the report introduces the Nike company and the main products that the company offers to its users. The second hour examines the factors influencing Nike's products. Attention is paid to several main aspects, such as the price of substitutes, price of complements, consumer income, consumer taste and preferences, consumer expectations of the price and demographic factors. The third part of the report examines the impact of these aspects on the elasticity of demand for Nike's products.
[bookmark: _Toc123724303]1. The presentation of Nike and its products
The Nike firm is a multinational corporation that specialises in manufacturing athletic items. It is one of the most critical producers on a global scale. Bill Bowerman and Phil Knight were the ones who first conceptualised the idea back in 1964. Currently, the business ranks among the costliest corporations on the whole vast planet. The enterprise has a market capitalisation of $32 billion and employs close to 76,000 people throughout the globe. The Adidas corporation is Nike's primary and most significant adversary in the industry. During the manufacturing process, Nike incorporates some cutting-edge technology (Tannou & Westerman, 2017). John Donahoe, who had previously served in the same capacity at eBay, was appointed to the firm's board of directors in 2019. In this manner, Nike focuses on enhancing its digital strategy to introduce technologically advanced innovation into developing its business (Henbury, 2019). Nike's mission is to develop cutting-edge goods by catering to the needs of professional athletes and ensuring that their gear meets all of their requirements for performance and comfort. This does not rule out the mass customer that purchases the brand's sports teams, athletic shoes, clothing, and accessories. The corporation caters to distinct age groups and various customer demographics while developing its goods. By purchasing the Umbro brand, Nike hopes to increase its market share and grow its company (Nike, 2022). The company's primary priorities are developing and manufacturing goods for the football industry. Nike's mission is to develop each athlete's potential in the context of their athletic accomplishments. To this end, the company strives to produce creative goods by making innovative choices and using innovative technology. The use of cutting-edge technology will not only assist Nike in preserving its market position but will also provide the company's prospective business partners and investors the chance to participate in the development in the manner that best suits their interests (Nike, 2022). The primary mission of 2022 of the Nike company is "Bring inspiration and innovation to every athlete in the world". Nike clarifies that anyone with a body is an athlete (Nike, 2022).
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The law of demand states that other things being equal, as the price of sound increases, the quantity demanded of it decreases as is inverse proportionality. Thus, the relationship between the quantity demanded and the price is the inverse of income and the change in quantity demanded. When consumers' purchasing power and free funds change, their demand changes, which can lead to a decrease in the prices of goods (Koutsoyiannis, 1975). Price changes directly depend on consumer behaviour. There is the effect of the substitution, in which a specific change in demand occurs, which leads to a change in the number of goods and an increase in price, which is due precisely to the substitute goods that satisfy the needs of consumers (Investopedia Team, 2022).
Substitute price: Substitutes are goods that other goods can replace. Thus, there is a demand for two or more goods of the same type, which leads to an increase in the number of goods offered in the market, and from there, the price also increases (Kotler & Keller, 2016). One of the main substitutes for Nike products is Reebok. As the price of Nike goods increases, the demand for Reebok goods increases. Because the two goods are interchangeable, merchandise change affects the demand for Nike products. When Nike raises its price, consumers start looking for an alternative product at a better price.
On the one hand, the price determines whether the product is affordable. If the Nike product is currently expensive, they move to the lower priced products. On the other hand, Nike operates in such a competitive environment that there are always substitutes for its products and many competitors - small and large. Therefore, Nike sometimes needs help precisely because there are many substitutes. For this, they undertake creative solutions that always give innovation and uniqueness to their product (Milgrom & Strulovici, 2006).
Complements price: When two goods complement each other and can be used together. When receiving an increase or decrease in the prices of one commodity, there follows a decrease or an increase in the demand for another commodity (Kotler & Keller, 2016). An exciting collaboration in 2011 between Nike and Apple was aimed precisely at creating two products that can be used mutually. Nike creates the Nike+ series products. This series is used with a production chip from the Apple company. This chip is inserted into Nike sneakers and helps people track their sports activity. This service is only available for Nike+ merchandise and Apple and iPhone users. In this case, those with an iPhone product may be interested in trying and purchasing Nike+ products and an Apple chip (Viard & Economides, 2007). This way, information about their activity is collected, which they then receive as a report on their mobile devices. Unfortunately, this partnership lasted only a short time with the advancement of technology. Innovative solutions such as smart bracelets and watches that perform the function of the Apple chip have begun to appear.
Consumer income: The leading market segment of Nike products is aimed at middle to high-class consumers with significant financial capabilities (Singh, 2019). In any case, Nike's main consumer segment is not professional athletes but mass consumers of sporting goods. However, the company creates specially developed products for professional sports. In addition to all this, it offers a wide variety of products to the mass consumer who practices sports daily. As consumer income increases, so makes the demand for Nike merchandise. Most consumers of Nike merchandise prefer to pay a higher price for the products, hoping and knowing that they will also receive higher quality for that price. Consumer behaviour is becoming increasingly important to product manufacturers (Dowling, 2002). Nike does extensive research on consumer preferences and desires, striving to meet their needs as much as possible while offering a high-quality product at an affordable price. Nike is constantly trying to renew and increase its market share by innovating and offering its consumers innovative products (Ahamed, Khan & Samad, 2016). Of course, the income level of consumers strongly affects the purchase of goods. Despite everything, the most important place is occupied by consumer loyalty to Nike products. Consumers want to buy Nike merchandise because they are brand fans and regular customers. They are interested in the new models and products of the brand (Brown, 2000).
Market's perceptions: Nike's consumers see the company's new product after its launch. The new products' price and the new models' innovation are comparatively higher than the old ones already known in the market. The price increases on new products and then gradually decreases and becomes more affordable for consumers of Nike goods. In the beginning, the Nike product is bought by a particular market segment, and gradually, it is bought by other consumers. In addition, Nike often releases some limited collections at a higher price and are intended only for specific users.
Demographics: Nike products are world-famous and famous all over the world. Every year the company increases the sales of its products, which means there is a demand for them. The company also has some big competitors like Adidas, Puma and Reebok. However. Nike is one of the leading market leaders. Nike products are bought worldwide and are globally famous by many consumers in different countries.
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As a first point of reference, Nike is a globally recognised company that sells a broad range of items and owns several patents. There are six main divisions within Nike's company, and sportswear is one of them. Additionally, Nike creates products with specific demographics in mind, such as young consumers and athletes. This description is accurate for all Nike products. In 2016, Nike filed for patents on 19,500 technical and aesthetic inventions (Liu, 2021).
Janahoe predicts that Nike's 2020 fiscal year earnings will suffer due to COVID-19's adoption. The company's fourth-quarter profits and sales performance dropped, leading to a lower overall financial performance for fiscal 2020, even though Nike earned more during the first three quarters of fiscal 2020 compared to fiscal 2019. With a total of $37.4 billion, revenue was down by 4% from the previous year. Income was up 7% during the first nine months of the year but down 38% in the last three months (Liu, 2021).
When adjusted for currency fluctuations, Nike Brand sales fell by 4%. Pre-tax revenue for Nike dropped by 40% in 2020. expenses incurred in running a firm, including those for overhead and delinquent accounts. Since they have sufficient capital resources and keep their gross margin somewhat stable, Nike is a relatively competent company financially. From 2016 through 2021, Nike's yearly revenue is predicted to remain between $3 billion and $4 billion. (Liu, 2021).
On top of that, Nike's gross margin was steady at 44% over the same time frame. By doing this, Nike demonstrates that it can generate profits while keeping its gross margin close to its revenue. Nike has the lowest production costs and highest profit margins of any company due to its high gross margin of 44%. Nike's ability to maintain consistent revenue and gross margin over the COVID-19 era indicates the company's skill in developing and managing capital resources.
Not only do product pricing and types affect demand elasticity, but so do things like income and alternatives. Therefore, consumers are more likely to buy high-priced items at a discount when costs continue to fall.
Most of the time, a luxury item's price is more than a need's. Generally, price elasticities are low for products with many similar alternatives on the market. Gains enhance the demand for items, which in turn raises elasticity.
The price elasticity of demand is a statistic used to ascertain how responsive demand is to changes in price, which might alter the demand for a product or service. The price elasticity of demand may be determined by dividing the percentage change in the quantity demanded by the percentage change in the price level of the item or service in question. Niki's price elasticity of demand is highest for high-end and limited-edition goods because consumers are more likely to respond to price adjustments on these items. To illustrate, consider the situation where the price of a pair of running shoes drops by 20%. This is because they have become more affordable, so more people can acquire them, which has undoubtedly increased demand.
The degree to which demand is elastic also depends on the items made available to consumers. A wide variety of options are available to buyers, including more extravagant products, necessities, and luxuries. For example, Nike's wares have a higher price tag than practical alternatives because of their status as luxury or comfort goods. However, shoppers are less price-conscious than food since they will keep buying it whether or not the price drops.
The elasticity of demand is inversely proportional to the number of available substitutes. Therefore, the desire for Nike products that may be replaced with a broad selection of other brands has a high price elasticity. Since there are other options, the market for Nike runners is flexible. For example, if the price of Nike sneakers were to increase, consumers might choose another brand.
When there are equivalent alternatives, the desired amount responds quickly to price changes. For Nike items with similar alternatives, the following formula is used to calculate the elasticity of demand: they may calculate the impact of a price change on demand by dividing the percentage increase or decrease in quantity sought by the percentage increase or decrease in the price. This formula also goes by the moniker "demand cross-elasticity formula."
The purchasing power of Nike's clientele is the deciding factor. How much a shift in consumer income impacts a shift in demand may be measured using a statistic called the income elasticity of demand (IED).
The company must enhance its marketing strategy to promote new products effectively. Consumers will look elsewhere for solutions if these things are too high. As a consequence, demand drops and stores stop selling Nike products. Meanwhile, Nike has to watch their connections like a hawk. If the company enters into a partnership with another company like Apple, it will be a massive success for both companies to join and work.
Additionally, Nike's use of a more flexible pricing structure may offset the decline in sales of sports items that happened during the COVID-19 pandemic. One option is to look into bulk shipping discounts that combine many items into one delivery. As an example of a product that might appeal to all family members, consider a package offer that includes sneakers and a sports team for four people at a fair price. Nike's pricing approach may be adaptable enough since the products are made in Asia, where labour is far less expensive than in the United States. However, there is a corresponding drop in product quality due to this. As a result, the high cost does not correspond with the superior quality of the goods on offer. Therefore, the pricing approach is directly associated with the value of the gifts. Customers will seek elsewhere if they have to pay a premium for a product that needs to be revised in terms of price and quality.
[bookmark: _Toc123724306]Conclusion
In conclusion, through the analysis of the Nike company, various demand factors comparatively influence the supply of its products. Nike products have a wide variety of substitutes in the market and a high level of competition, reflecting on their product offering. Additionally, Nike's products are of high quality and target different markets, leading to their product offerings' high segmentation and diversification. Nike products offer different prices, and there are outlet stores where consumers can buy products at a lower price from the brand. In addition, the demand for Nike's goods is influenced by the price level. Always at product launches, their goods are priced high. They are gradually reduced and available to a more significant market segment only when they launch the new collection. This affects the goods and their demand. Nike products are strongly influenced by consumer preferences, applying creativity and innovative solutions in creating their products. In this way, the company grows, develops and builds a better competitive advantage through other users.
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