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[bookmark: _Toc109605364]Introduction
Marketers are responsible for attracting the attention of potential customers to a company's products or services. This description emphasizes the importance of the word processor. Researchers, advertisers, salespeople, and distributors work for marketers. Economic sectors across the board are affected by this tendency. An economic and financial fundamental analysis, or "FA," is a method of determining an item's true value by conducting a number of economic and financial analyses. Through the use of various crucial marketing methods, a portion of the losses experienced during the most recent era of COVID 19 could be recouped. This investigation has led to the decision to hire Nike to carry out the project. The reader will gain a better understanding of Nike's SWOT analysis, the five-force model, and the marketing stages after reading this report (Clow, 20013).

Definition of Marketing
Kotler describes marketing as finding, generating, and delivering value to benefit a target market (Kotler & Lee, 2008). Marketers promote company goods and services. Company actions. Marketing includes advertising, providing, and distribution. Corporate affiliates market. To persuade consumers that a product or service is better, it must provide real benefits. Product and service marketing creates items for sale.
The main stages in the marketing process
Integration involves planning, strategizing, executing, engaging, and capturing. These tiers must provide more value to guarantee recurring business. Marketing also affects a brand's image (Chaffey & Smith, 2017).
Nike's marketing department may boost brand awareness, customer acquisition, and product promotion. Nike's marketing approach must evolve. Effective marketing plans start with clear goals. A thorough marketing strategy helps Nike reach its goals. Nike serves customers better when it understands their needs. It improves goods, services, and the environment.
Project completion requires an aim. Nike's ambitions depend on several things. This method is multi-step. Nike's market requires marketing. Marketing enhances client awareness. Nike could then satisfy customers.
Objective
Marketers must understand what customers want, what their aspirations are, and what they expect. Following that, different groups of clients would be addressed. The business effects of Coronavirus (COVID-19) were studied by Nike Inc. Nike recorded an 82% increase in Internet sales the first quarter of 2021, which accounted for 30% of the company's revenue. In order to achieve its goals, Nike employs a variety of strategies. For all ages and lifestyles, Nike, Inc. manufactures superior quality footwear and sports equipment. Expansion of the firm's product line is accomplished through the development of methods and strategies. By increasing shareholder ROE by 20%, Nike, Inc. expects to earn 2.7% on each share. In this way, the share price and revenue of the company may increase. A global demand for Nike products will lead the company to improve product quality
Situational Analysis
A number of factors have contributed to Nike's success, including its strengths, weaknesses, opportunities, and threats. Market share and competitive edge are the company's strengths. Organizations with an excellent reputation have excellent reputations. Athletic equipment manufactured by the company is used by multiple athletes. There is an increase in customer loyalty. It has been beneficial to the company's operations that sales have increased. A SWOT analysis should be conducted for every investigation. SWOT analyses identify a company's strengths, weaknesses, opportunities, and threats. In business, this term is commonly used. Nike will be able to locate markets by understanding and comprehending these characteristics. Once Nike has identified the market, it can decide what steps to take.
Strategy
This contentious move also forced the firm to lay off employees, reorganize, and consolidate its retail partners, which included Foot Locker and Nordstrom. A significant amount of the stock price growth occurred prior to COVID-19's breakout. The corporation grew as a result of this strategy. Nike can reach more potential customers and deepen the relationships between consumers and the brand by making its materials publicly available. These users might eventually become paying customers if the crisis subsides (Knight & Greenberg, 2002).


Target Market of Nike
The Nike brand is primarily targeted at middle-aged and adolescents’ consumers around the globe. Since Nike began advertising primarily to sports fans and players, it has expanded its reach to include female athletes, runners, and young athletes. As of 2021, Nike's wholesale sales were dominated by males. Several cities worldwide are targeted by Nike. Nike's biggest market is North America (Brohi et al., 2016).
Set Measurable Goals
Make sure Nike remains profitable. Businesses cannot overcome difficult objectives. Quantifiable and measurable targets are demanded by Nike. Monitoring your progress and evaluating your company's performance will be much simpler if you have a specific objective in mind. Nike should succeed in achieving its long-term objectives. Ensure its observance by including the necessary instruments in the schedule. Nike runs commercials for women who are interested in fashion and athleisure, such as the BetterForIt and athleisure campaigns.
Marketing budget
Expenses associated with marketing campaigns are included in a marketing budget. It is common for marketing budgets to be created once a quarter or once a year. Especially for items featuring celebrities or athletes, Nike's marketing strategy involves advertising. As another way to persuade prospects to buy Nike's products, Nike may offer discount coupons and other incentives. In addition to advertising, media relations, branding, and staff wages, Nike is responsible for keeping track of all these things. Budget proposals like this should be within Nike's reach (Czinkota et al., 2021).
Implementation and Control
Customers might be persuaded to purchase if they are contacted. Information about business can be effectively emailed. Client data can be collected through online quizzes administered by Nike. As Nike expands its operations, it will require more assets. Nike products and employees cost money to manufacture and sell. New obstacles will be faced by Nike. The market develops. There are times when adjusting is essential. Watch the Nike competition. Upgrades are made to Nike's system. Market conditions are changing, and Nike must adapt. Ensure order and concentration. This strategy may be used by Nike.
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Political
The United States is Nike's main market, and it has a substantial consumer base. Approximately 20 percent of Nike's output is produced in Vietnam, Indonesia, and Thailand. It is possible that shoe taxes might be raised by 25 percent because of trade tensions between the United States and China. In order to solve this problem, the company has developed a worldwide network of supply suppliers.
Economic
A downturn in the economy can affect Nike just like it does for other businesses. Global sales declined considerably as shops closed and discretionary spending dropped during the 2008 global financial crisis and COVID-19 epidemic. Revenue generation from Nike stores is impacted by the epidemic. Aiming to improve eCommerce, the company has improved its website. Shoes and clothes size difficulty may prevent the firm from succeeding (Joseph, 2020).
Social
Basketball's popularity and hip-hop's expansion have contributed to the rise of the "sneakerhead culture." Those who claim billions of dollars can be made on the resale market for shoes claim it is even more lucrative than the resale market for new shoes.

Technological
Most sectors have been affected by technology in recent years. Similarly, athletic apparel falls under the same category. Nike Sport Research Lab, a research and development centre, has created a variety of unique and market-leading products. Using machine learning, data analysis, and artificial intelligence, the Nike Fit app can help users select shoes that are the best fit for them (Joseph, 2020).


Environmental
Since its past association with sweatshops and bad environmental effects, Nike has made significant strides toward becoming a more ecologically responsible company. As part of the initiative, shoes and clothes made from recycled plastic are also planned. Single-use plastic bags will also be eliminated.
Legal
There has never been a lack of conflict between Nike and its consumers. Large competitors often engage in disputes over footwear and apparel proprietary technologies (Berger et al., 2005).


















Porters five forces model
Threat of New Entrants: A new entrant in the Porter Five Forces model is Nike, an international designer of footwear, apparel, and sports equipment. New entrepreneurs will have a difficult time competing with premium brands like Nike, despite the ease of starting a business. Launching businesses and obtaining supplies are unimportant to newcomers. Their biggest challenges are manufacturing, building a brand, and bringing a product to market. Local players lack international influence, and Nike competes with them (Li, 2022).
Threat of Substitutes: According to Nike's Porter's Five Forces analysis, there are no alternatives to Nike's sports clothes and equipment. The well-established Nike brand and excellent R&D capability make it impossible to compete with the company. R&D at Nike has a distinguished history as one of the industry's leading departments. A total of 250,000 patents have been granted to the company globally, making it the most patent-rich athletic brand in the world. Although counterfeits that resemble Nike products exist, there is a concern for Nike (Li, 2022).
Bargaining Power of Customers: As a result of their advantage, customers get reduced switching costs, as identified in the Nike Porter Five Forces Analysis. They may quickly switch to the brand of a competitor because their prices and efforts are modest. The premium pricing of Nike may seem excessive to some customers, but its quality, reputation, and guarantee make it a worthwhile investment. The increase in disposable income and literacy of the population also contributes to Nike's appeal. Therefore, negotiating leverage is limited for the customer (Li, 2022).
Bargaining Power of Suppliers: As part of its supplier negotiations, Nike may use Porter's Five Forces model. Worldwide, there is a wide range of sellers selling rubber, EVA, cotton, and synthetic leather. The bargaining power of industrial suppliers is therefore limited. A well-known brand like Nike has earned the trust of suppliers. Suppliers of Nike who specialize in a specific field. The fact that they can be replaced makes them ineffective in negotiations. The bargaining power of suppliers is lower (Li, 2022).
Competitive Rivalry: Nike's product sales have many competitors according to Porter's Five Forces Analysis. Sales growth statistics are likely to be saturated because of the increasing competition in the market. Nike is finding it harder to replicate its previous success due to the competitiveness of its competitors. The fact that other corporations spend so much on marketing makes entering the market more challenging for Adidas, Puma, etc.


SWOT Analysis of Nike
Strengths 
An apparent weakness of the company is its one-dimensional competitiveness. Among the sports items, Nike Inc. offers are a variety of shoes, clothing, and accessories. It continues to be important to the company to sell shoes, despite the fact that it primarily generates revenue from its part of the footwear industry. Nike Inc.'s operations will be significantly affected by the footwear sector's instability. The footwear industry will be significantly affected by the decline of market share, regardless of the reason. Compared to Adidas Inc., its main competitor, Nike Inc. faces a greater risk. It is also important to take note of Nike Inc.'s incorrect pricing of certain items for some clients. Sportswear from Nike Inc. is prohibitively expensive and out of reach for most consumers because of its superior quality. Increasing market share over time will be difficult because of this (Tapscott & Ticoll, 2012).
Weaknesses 
[bookmark: _Toc109605369]One of the biggest flaws of this organization is the singular focus on competition. It is one of the world's largest sportswear manufacturers. However, shoes remain the company's main revenue generator. Volatility in the industry will have a significant impact on Nike Inc.'s operations. Footwear's market share will suffer significantly if market share declines, regardless of the cause. The primary rival of Nike in the footwear market, Adidas Inc., increases Nike's risk significantly. Some customers have also complained that Nike Inc. overcharged them. The superior quality of Nike Inc.'s sporting goods also contributes to its high price, in addition to its intangible flaws. The greatest challenge for the company is to continue to expand its market share (SHTAL et al., 2019).
Opportunities
The globalisation of sports footwear and apparel presents a chance for the encryption of international contracts. Expanding internationally will allow Nike Inc. to accelerate the growth of its brand. A rare and enormous opportunity exists in the sporting goods industry. As the world's largest manufacturer of sporting goods, Nike Inc. has unquestionably gained a positive sign. It is also possible to consider an acquisition. Brand expansion is expedited through the acquisition of related companies. There are a number of small and medium-sized businesses that are having difficulty following through on their operations due to COVID-19. A more efficient value chain is possible through the acquisition of medium-sized and small businesses or start-ups by Nike Inc. as a result of its extensive financial resources and philosophy of integrating medium-sized and small businesses (Hartley, 2012).

Threats
[bookmark: _Toc118501516]It is estimated that Nike Inc. dominates the sports industry with a market share of over 20%. It continues to be pursued by competitors. This means that brand development and competitive pressure pose a threat to the corporation. As far as size and influence go, Adidas and Under Armour are comparable to Nike Inc. does not invest as much in R&D, marketing, or innovation as these two companies do, resulting in distinctive products. High levels of competition exist in the market. Consumers of Nike Inc. could be attracted to competing brands (Desbordes, 2001).

Relation of two macro environment model
[bookmark: _Toc109605370][bookmark: _Toc118501517]There are a number of criteria that can be used to link macroenvironment models and SWOT assessments (Žvirblis et al., 2009). A Porter's five forces analysis of Nike's market position reveals that Nike has low negotiation leverage with its suppliers, which is a strength. New entrants can also present Nike with a moderate level of competitive threat. The buyer's negotiation strength is excellent, which could cause Nike to be at risk from its tough competition.













Segmentation Targeting and Positioning Strategy
Identifying and prioritizing the most lucrative customers is essential for a firm's success. The goal of this strategy is to identify ideal customers, develop more effective marketing and sales strategies for your products and services, and determine what makes your product or service special (Brohi et al., 2016).
Segmentation
Demographics, psychographics, behavioural patterns, geographic factors, socioeconomics, and sought-after benefits are commonly used to segment markets. Despite athletes being Nike's main target market, the company outlines its market segments in depth. It targets customers in the 11- to 45-year-old age range, focusing primarily on adolescents, to cultivate long-term, loyal clients (Brohi et al., 2016).
Targeting
To achieve the company's goals, segmentation must identify the groups that will help it achieve them. All of Nike's target market characteristics are present in terms of size, reach, quantifiable behaviour, and loyalty. A specialized market is served by Nike Corporation. The company offers innovative products designed to meet the needs of professional athletes and athletes. Nike differentiates itself from competitors and increases brand recognition by allowing customers to design their own shoes online. Among Nike's psychological approaches to attracting customers is to support exceptional athletes. An essential component of the product's success in this method (Brohi et al., 2016).
Positioning
[bookmark: _Toc118501518]Market decision-making ends with positioning STP. With its superior quality and innovative products, Nike dominates the global sporting goods market. Nike's consumers believe the company is aggressive and successful due to the swoosh, the motto "Just Do It," and its affiliation with prominent athletes. Rather than emphasizing its products, Nike focuses on its philosophy. There is something unique and powerful about Nike's brand, which leaves a lasting impression on players. Nike's fashion merchandise portrays the lives of certain demographics. Sporting goods manufacturer Nike appears to adopt the same posture. In order to understand its product's competitive position, the firm conducts market research (Brohi et al., 2016).


Marketing Mix of Nike
The marketing mix is a series of tools used by businesses to advertise and promote their products. Additionally, advertising is important along with goods, prices, and locations. A company's marketing approach is described by the "4Ps" in this comprehensive study. In the customary way, there are six interactive bases for market segmentation, which are demographic variables, psychographic profile, behavioural style, geographic variables, socioeconomic variables and benefits sought. While Nike has a general targeted segment “all athletes”, nevertheless precisely defines various market segments (Brohi et al., 2016).

Nike Product Strategy
Clothing, footwear, and equipment are all available from Nike. A variety of sports fan merchandise is part of its marketing mix. Sportwear dominates the corporation's revenue and makes up the majority of its revenue.
Among others, Nike offers shoes for sports such as basketball, cricket, and football. In the course of expanding, a company will undoubtedly expand its product line. A closer look reveals that sneakers are Nike's most popular product.
Nike Price Strategy
Quality and value are the determining factors for Nike's pricing. Price determination for value-based products is based on the current market price. Whether consumers are willing to pay for a new product pricing is studied before it is introduced to the market (Whitwell et al., 2003).
Policy of Nike for Place
Outside of the United States, Nike has more than forty-five shops and offices. Due to the fact that most consumers prefer to try on the merchandise before purchasing, Nike provides and sells most of its goods at retail stores. Throughout its retail outlets, Nike distributes its products in convenient locations, so customers can easily locate them.
Nike's Promotion Strategy
[bookmark: _Toc118501519]Advertising and sponsorship are Nike's primary methods of selling its products. Athletes and personalities from around the world are promoted by the organization. A variety of marketing methods are used by the company in addition to advertisements and promotions. Students, sports teams, colleges, and other groups have access to the company's direct marketing services. When it comes to selling products, it offers discounts and incentives. People with extraordinary fitness and youth are Nike's target market (Tuten, 2008).
Conclusion & Recommendations
All enterprises suffered large losses during COVID-19, however, by utilizing a variety of vital marketing methods, they may be able to recover what they lost. To successfully execute a strategy and achieve objectives, everyone within the company must cooperate. When the marketing plan is designed, a variety of duties must be assigned to different employees so that it can be effectively implemented. Measurement of accomplishments is used to obtain market feedback using short-term objectives. Nike Corporation possesses many potentials for growth and development, despite its weaknesses and strengths. It is imperative to make use of both your strengths and your weaknesses in order to build on your strengths. For learning, such an endeavour needs to be attempted.
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