


Executive summary 
This marketing plan is intended to assist Nike in achieving its marketing goals by using the potential of TikTok, a rapidly rising social media platform. This plan provides a thorough strategy for increasing brand visibility, engaging with a younger target audience, and increasing TikTok sales by assessing the competitive landscape using Porter's Five Forces analysis.
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Introduction
Nike, a globally recognised leader in athletic footwear, equipment, and accessories, is at the forefront of the sportswear business. Nike has continually maintained its global leadership because of its long history of invention, a commitment to quality, and a strong brand image. However, in the ever-changing landscape of consumer involvement, responding to new trends is critical.                                                                                                                                                      Nike understands the need to expand its digital marketing operations in an era of digital revolution and altering consumer preferences. TikTok, a fast-developing social media site that has captivated the interest of younger audiences all over the world, is one example. The platform's immersive short-form films and creative features make it an excellent location for connecting with Nike's target demographic, which is tech-savvy and trend-conscious.                                 This marketing strategy explores how Nike may use TikTok to strengthen its brand presence, engage with a younger consumer base, and ultimately maintain its leadership position in the athletic and lifestyle clothing sector. It discusses plans, objectives, and techniques for leveraging TikTok and propelling Nike's digital marketing initiatives to new heights.
Business Overview
Nike, Inc., a global sporting superpower, has adopted a mission that goes beyond business. Nike's mission statement, which is based on the idea that everyone is an athlete, rings true: "To bring inspiration and innovation to every athlete in the world." Notably, co-founder Bill Bowerman stated, "If you have a body, you are an athlete," emphasising Nike's inclusive culture (Nike, Inc., 2022).                                                                                                                               Nike strives to preserve its position as the world's most influential, authentic, connected, and distinctive brand, guided by its visionary mission. The brand sees itself as more than just a manufacturer of sports goods; it wants to be a cultural symbol that is deeply ingrained in the lives of its customers, instilling a sense of belonging and inspiration. Nike's brand strategy represents its consistent dedication to setting industry standards for performance, style, and innovation, while also embracing a diversified product portfolio (Nike, Inc., 2022).                               Nike has continuously pushed the frontiers of function and fashion, with pioneering athletic footwear such as the Air Jordan line and performance-driven apparel and accessories. Nike has established itself as a brand that perfectly integrates sports, style, and technology. Nike's varied product portfolio helps it to appeal to a wide range of consumers, reinforcing its position as a global leader in athletic and lifestyle wear (Nike, Inc., 2022).                                           Nike's commitment to innovation, as well as its mission and vision, paved the way for strategic expansion into emerging marketing platforms such as TikTok, ensuring the brand's continued relevance and resonance with consumers worldwide.
Porter's Five Forces Analysis.
Porter's Five Forces model is a thorough framework for examining Nike's competitive environment on TikTok, a dynamic and fast-growing digital platform. This analysis will shed light on the numerous aspects that can affect Nike's marketing strategy and competitiveness in this market.
· Threat of New Entrants (Low): The threat of new entrants to the TikTok market is generally low, owing to high entry barriers and Nike's dominant brand presence. Nike's decades-long record of invention, global reach, and tremendous marketing resources make it difficult for new entrants to establish a comparable foothold. Furthermore, Nike's enormous network of collaborations with athletes, influencers, and content creators on TikTok enhances its position as a dominant force, discouraging potential new competitors.
· Supplier Bargaining Power (Low): Nike has good relationships with suppliers, and the company's global reach allows it to get resources from all over the world. This diversification decreases reliance on a single source, lowering supplier negotiating power. Furthermore, Nike's scale and influence in the sportswear sector allows them to negotiate favourable terms with suppliers, assuring a consistent supply of high-quality materials for its products.
· Purchasers' Bargaining Power (Moderate): TikTok purchasers continue to have modest bargaining power. While consumers on social media platforms such as TikTok are frequently price-conscious, Nike's brand loyalty serves as a mitigating element. Nike has built a global following of committed fans willing to pay a premium for its products. Furthermore, the appeal of Nike's brand image and innovation contributes to client loyalty, allowing Nike to exercise pricing power and defend against excessive buyer demand.
· Substitute Threat (Low): Nike has little competition, owing to its distinct product offers. Nike has earned a reputation for providing high-performance athletic apparel as well as fashionable, lifestyle-driven fashion. This individuality, combined with the brand's ability to innovate on a regular basis, provides a strong defence against alternative items. While consumers may look at alternatives, Nike's product line, technological developments, and iconic designs distinguish it in the sportswear market. 
· Competitive Rivalry (High): The sportswear sector has a high level of competition, particularly on TikTok. Nike confronts stiff competition from global giants such as Adidas, Puma, and Under Armour, as well as rising businesses that use social media platforms. The competition for customer attention, engagement, and market share is intense. Competitors are aggressively engaging TikTok's user base by running creative marketing efforts, working with influencers, and exploiting user-generated content. Nike must constantly reinvent its marketing methods and maintain a strong brand presence on TikTok to stay ahead of the competition.
Marketing Objectives
In the highly competitive field of social media marketing, Nike's success on TikTok is dependent on having clear and measurable targets. Nike's approach and success on the platform will be guided by the marketing objectives outlined below:
· Increase TikTok Following: One of Nike's key goals is to greatly grow its TikTok following. Nike hopes to add 5 million new followers to their official TikTok account during the next year. This ambition is consistent with Nike's mission of reaching athletes all around the world, and TikTok's large user base, particularly among the younger demographic, provides a great platform for achieving it. The increase in followers indicates greater brand reach and potential interaction opportunities.
· Increase Engagement: While followers are important, engagement is the actual measure of a brand's effect on social media. Nike hopes to achieve an average engagement rate of 10% on their TikTok content. Achieving this degree of engagement demonstrates not only Nike's content's affinity with its target demographic, but also the success of its narrative and marketing strategies. High engagement implies an active and involved community, which is essential for building brand loyalty and customer advocacy.
· Drive Sales: Nike plans to use TikTok as a revenue-generating tool. The goal is to create $50 million in income directly related to TikTok marketing initiatives. This ambitious aim demonstrates the power of social commerce and the ability to turn TikTok members into Nike customers. Nike can assess the impact of TikTok on its bottom line by tracking and attributing purchases to campaigns, generating useful information for future tactics.
· Brand Awareness: Nike understands the importance of brand exposure, especially with the 16–24 age range. The brand wants to raise its visibility in this particular group by 20% in a year. The majority of the users on TikTok are young people who are quite active on the network. Nike can ensure that its brand remains at the forefront of the minds of the upcoming generation of consumers by successfully engaging and connecting with this group.
Target Audience
Nike's major TikTok audience consists of Gen Z and young Millennials aged 16 to 24. These people are defined by their passion for sports, fitness, fashion, and self-expression. They represent a vibrant and digitally sophisticated audience that perfectly complements Nike's brand values and product offerings. Nike intends to engage and resonate with this audience by creating intriguing and relatable content on the TikTok platform.
TikTok Strategy
1. Content Consistency: Post daily content showcasing Nike products, athletes, and inspirational stories.
2. User-Generated Content: Encourage users to create and share their Nike experiences using branded hashtags.
3. Trending Challenges: Participate in trending TikTok challenges to stay relevant.
4. Live Streaming: Host live Q&A sessions with athletes and designers.
Content Creation
Nike's TikTok content creation plan will include a variety of entertaining content formats designed to attract the target audience and increase brand exposure, engagement, and sales.
· Behind-the-Scenes: Nike will use TikTok to provide visitors an exclusive look into its creative process and innovation labs. This method not only provides openness, but also creates a sense of expectation and excitement in consumers. By highlighting the craftsmanship and technology that go into Nike products, the company can demonstrate its dedication to innovation and excellence.
· Athlete Spotlights: Nike has a long history of collaborating with world-class athletes, and this plan will include promoting them in TikTok video. Athlete spotlights might include interviews, training regimens, and peeks inside the daily life of Nike's sports stars. This strategy takes advantage of these players' impact to increase brand credibility and connect with consumers who strive to be like their athletic idols.
· Product Features: To educate and entice customers, Nike will make short, informative videos that showcase the unique features and benefits of its products. These movies will cover topics such as performance-enhancing technology, sustainable materials, and elegant design. By highlighting the value and creativity of Nike's products, the brand can inspire viewers to investigate and make informed purchasing decisions.
Advertising Campaigns
1. Hashtag Challenges: Create branded challenges to encourage user participation.
2. In-Feed Ads: Run native ads that seamlessly fit into users' feeds.
3. Branded Effects: Develop custom TikTok filters and effects.
Influencer Partnerships
Nike's TikTok marketing plan will include smart collaborations with TikTok influencers who share Nike's brand values and reach its target demographic. These influencers will act as true brand advocates, utilising their credibility and reach to effectively engage TikTok users.                            To verify the legitimacy of these collaborations, Nike will look for influencers that share the brand's commitment to athleticism, style, and innovation. These influencers will create content that seamlessly blends Nike items into their daily lives, demonstrating how Nike improves both athletic performance and personal style. By adhering to a consistent brand narrative and visual style, these collaborations will strengthen Nike's brand image and resonate with the intended audience.                                                                                                                                       Furthermore, Nike will encourage influencers to share their personal tales and connections with the brand, emphasising Nike's significance in their active lifestyles. Authenticity and relatability will be critical in establishing trust with viewers and increasing interest in Nike items.                                                                                                                                                                                                                                Nike hopes to exploit these influencer collaborations to promote engagement, brand exposure, and ultimately sales among TikTok's largely young and socially active user base.
Metrics and Measurement
To successfully measure the success of Nike's TikTok marketing initiatives, key performance indicators (KPIs) must be tracked across multiple dimensions. These KPIs will provide vital insights into the performance of TikTok advertising, allowing Nike to adjust its tactics and optimise its budget allocation.                                                                                                                                   Nike should actively track the rise of its TikTok followers. Tracking the number of new followers obtained over time is critical since it demonstrates the platform's appeal to the target demographic and the effectiveness of content in attracting and maintaining users.                                The engagement rate reflects the level of interaction with Nike's TikTok content. It encompasses likes, comments, shares, and other forms of interaction. Achieving an average engagement rate of 10% is a significant goal, and tracking this statistic will assist in determining content effectiveness.                                                                                                                     Revenue Attribution: It is vital to directly attribute revenue to TikTok marketing initiatives. Nike should use comprehensive analytics and attribution techniques to calculate the revenue generated by TikTok ads. Nike can determine the platform's value to sales by analysing the consumer journey and attributing conversions to TikTok touchpoints.                                                                         Cost per Acquisition (CPA): To assess the effectiveness of marketing spending, Nike should compute the CPA for TikTok campaigns. This number represents the cost of obtaining a new client via TikTok advertising and content creation.                                                                                      Additionally, Nike should maintain budget flexibility, allowing for adjustments based on the performance of various campaigns and content kinds. Regular KPI and ROI assessments will help Nike optimise their budget allocation for maximum impact on TikTok.         
Conclusion
In conclusion, Nike's strategic decision to use TikTok as a marketing platform is a critical step towards reaching and resonating with a younger, more technologically savvy audience. Nike can surely take advantage of TikTok's dynamic and extremely influential environment by matching its aims, content strategy, and engagement strategies.                                                                        The objectives described in this marketing plan are intended to produce concrete results while keeping consistent with Nike's overall business mission and vision. Increasing TikTok followers by 5 million, attaining a 10% average engagement rate, earning $50 million in attributed income, and increasing brand visibility among the 16-24 age bracket by 20% are all lofty but doable goals. These aims will not only boost Nike's TikTok presence but will also help the brand's overall growth and market placement.                                                                                                                                               Targeting Gen Z and young Millennials, who are interested in sports, health, fashion, and self-expression, is a sensible move. These demographics are consistent with Nike's basic beliefs and product offerings, giving TikTok an excellent medium for connecting, inspiring, and converting them into committed customers.                                                                                                                                 In the quickly changing field of digital marketing, TikTok represents an enormous potential for Nike to be at the forefront of innovation and brand connection. This marketing plan serves as a template for Nike's TikTok journey, with each component meant to contribute to the company's marketing goals. Nike is not only hitting new heights by embracing TikTok, but it is also assuring its continuous relevance and resonance in an ever-changing consumer landscape.
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