


Executive Summary 
This report of Nike's marketing strategies acknowledges the company's global dominance in the sportswear business through narrative, cultural relevance, and technological innovation. Its market leadership and outstanding customer involvement are supported by smart marketing resource allocation. Nike's macro and micro marketing settings, which determine its techniques, are heavily influenced by societal trends, the global economy, technology, competitive forces, and cultural dynamics. Nike caters to athletes and sports followers of all ages, with a focus on the younger generations. Market division, targeting, transformation, and positioning methods are used to develop its marketing materials, ensuring resonance with a wide range of target audiences.  
Nike follows a digital-first strategy, engaging customers through a range of channels such as social media, its website, and app. The investigation reveals flaws in Nike's marketing mix, brand value and such as difficulties deriving from its advocacy of social issues, cultural insensitivity in some locations, and ethical concerns with the supply chain. The report's recommendations for Nike include a culturally sensitive marketing approach, open supply chain practices, and continual data-driven decision-making for marketing plan optimization. These initiatives would help to reinforce Nike's brand image, increase consumer loyalty, and support long-term growth.
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[bookmark: _Toc140486076]1.0 Introduction 
Marketing Management is essential to a company's success, including Nike. This assignment addresses marketing management for the well-known firm Nike. In this research, the developers will examine Nike's organisational structure, marketing concepts and importance, and the finances invested in its marketing operations. Furthermore, the developers will analyse both macro and micro environments and their influence on Nike's marketing approach. They will additionally create customer personas, implement targeting, positioning, and segmentation (STP) tactics, and investigate Nike's differentiation approach. The marketing mix, brand value unique selling proposition (USP), main marketing communication channels, and their efficacy in meeting the company's marketing needs will be evaluated within this assignment. Moreover, they will review the metrics utilised to evaluate the effectiveness of Nike's marketing strategy, including key performance indicators (KPIs), and examine the influence of KPIs on the firm's advertising operations. Subsequently, the developer will summarise Nike's marketing plan's deficiencies and emphasise important challenges, followed by recommendations for improving the firm's advertising approach.
[bookmark: _Toc140187662][bookmark: _Toc140486077]1.1 Overview of the organization
Nike, a worldwide sportswear and athletic footwear manufacturer, is establishing itself as an industry leader. Nike has continuously demonstrated amazing economic growth and maintains a significant presence in both the UK and global markets. Nike has experienced strong growth in the UK, with yearly revenue reaching £1.5 billion in 2022, an increase of 10 percent over the previous year (Statista.com, 2023). Nike's global revenue crested $44 billion within the same period, signifying an incredible 19% growth (Nike, Inc., 2022). These statistics demonstrate the company's ability to gain market share while staying competitive. Nike's continued success may be caused by its creative offerings of goods, successful marketing methods, and capacity to fulfil consumers' changing requirements.
[image: ]
Figure 1: Revenue of Nike
(Source: Statista.com, 2023)
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[bookmark: _Toc140187664][bookmark: _Toc140486079]2.0 Task 1: Critical evaluation of the chosen organisations 
[bookmark: _Toc140187665][bookmark: _Toc140486080]2.1 Concepts and Importance of marketing 
Marketing is essential in every successful organization because it involves various ideas and concepts that drive business development and produce a competitive edge (Deepak and Jeyakumar, 2019). The Marketing Mix is a crucial concept that consists of the four Ps: product, pricing, location, and promotion. The concept emphasizes the need for organizations correctly plan and handle these elements to meet customer demands, increase value, and achieve corporate goals. Customer segmentation is also essential to marketing. Organizations may customize their marketing efforts to particular client groups by segmenting the market according to variables such as demographics, psychographics, or behaviour (Grewal and Levy, 2021). This allows for targeted marketing, product customization, and greater levels of satisfaction among customers.
In terms of Marketing, an additional significant concept is brand positioning, which involves creating a distinctive and appealing representation of the organization and its products in the eyes of consumers. The positioning of a company differentiates it from its competitors, demonstrates its value proposition, and influences customer opinions and decision-making processes. In addition to these concepts, market research is essential to marketing performance (Park, 2020). It encompasses collecting and analysing data on clients, competitors, and market trends to make profitable business choices. Market research allows companies to identify opportunities, assess client preferences, and estimate market developments. Marketing's significance originates from its ability to increase demand, increase brand recognition, and build client loyalty (Pride and Ferrell, 2019). In the case of Nike, marketing plays an important role in its success by employing crucial concepts for advertising. Nike effectively uses the Marketing Mix that involves product innovation, premium pricing, enormous distribution channels, and successful advertising.
[bookmark: _Toc140187666][bookmark: _Toc140486081]2.2 Resources invested by the organization in its marketing activity
Nike is widely recognized for investing significant amounts in advertising campaigns to maintain its dominant position in the marketplace and boost brand recognition. In order to successfully reach its target demographic, the company invests significant amounts of money in multiple marketing platforms and initiatives.
Marketing is one of the most important sectors of investing. Nike produces fascinating and high-profile marketing initiatives that include prominent athletes and celebrities. These campaigns are transmitted on television, online platforms, and social media channels, bringing the attention of customers across the world (Herbert, 2020). Nike's budget for advertising includes costs for production, media placements, and sponsorships.
Nike is also emphasizing digital marketing and the firm invests in developing and maintaining a strong online presence, including its official website, social media channels, and applications for mobile devices (Kotabe and Helsen, 2022). Nike uses digital channels to interact with consumers, exchange product details, and build interactive campaigns. Website development and design, content generation, social media leadership, and digital advertising are all emphasized.
Furthermore, Nike invests in  research and development (R&D) to promote product innovation, and this is a key element of its marketing strategy. The firm has committed itself to developing cutting-edge technologies, materials, and designs to meet the changing demands of athletes and consumers. R&D investments are invested in areas including improvement in performance, sustainability, and fashion-forward innovations.
Hence it can be stated that Nike maintains a large investment in marketing by conducting investing in advertising, digital platforms, sponsorships, and R&D. These resources assist to establish brand equity, enhance market reach, and maintain an industry competitive edge.
[bookmark: _Toc140187667][bookmark: _Toc140486082]2.3Macro and micro environment analysis of the company and the impact they had on the marketing strategy of the firm
PESTLE analysis
	Factors 
	Analysis 
	Impact

	Political Factors
	· Government regulations and trade policies
· Labour laws and employment regulations
· Brexit
	· Nike is a worldwide company, and changes in trade policy, tariffs, and laws can influence its supply chain and production costs (Adams, et al., 2019).
·  Nike has to comply with labour regulations and laws in the United Kingdom governing employee rights, wages, and workplace conditions.

	Economic Factors
	· Economic growth and stability
· Currency exchange rates
	· Nike's advertising strategy has been affected by the UK market's general economic state. Economic downturns and changes in consumer spending may have an impact on sales.
· Since Nike operates on a worldwide scale, differences in currency exchange rates may have an impact on business profitability and pricing strategies in the UK.


	Social Factors
	· Consumer preferences 
· Health and wellness consciousness

	· Nike has to adapt its marketing communication and product offerings to meet evolving customer preferences, lifestyle choices, and trends in fashion (Chanpaneri and Jain, 2021).
· Nike could advertise its sports footwear and gear to consumers desiring active and healthy lives as the emphasis on health and wellbeing increases.

	Technological Factors
	· Advancements in manufacturing technology
· Digital marketing and e-commerce
	· Nike could utilize technological advances to reduce the complexity of its production processes, enhance product quality, and maintain costs.
·  The development of digital channels and e-commerce platforms has had an enormous effect on Nike's marketing strategy, demanding expenditures in online marketing, social media participation, and smooth purchasing experiences (Ni, 2022).


	Environmental Factors
	· Sustainability and environmental concerns
	· Increasing customer demand for environmentally conscious and sustainable products could have an impact on Nike's advertising strategy. Nike has attempted to tackle these problems with sustainability programmes and environmentally conscious product lines.

	Legal Factors
	· Intellectual property rights
· Employment act
1996
· Equality act 2010
	· Nike's marketing strategy emphasises trademarks as well as patents to protect its brand and intellectual property and to avoid imitation products and unauthorised utilisation of its brand.
· In order to operate a business legally, Nike must adhere to the Employment Act of 1996 and the Equality Act of 2010 (Legislation.gov.uk, 2010).



 
SWOT analysis

	Strengths
	Weakness

	· A strong brand image
· Diverse product range, an international market presence
· An emphasis on innovative technology
· Powerful marketing campaigns featuring prominent athletes (Nike, Inc., 2022).


	· Reliance on third-party manufacturers, 
· Important reputational difficulties throughout the supply chain, 
· Premium pricing that limits access for customers with price preferences.

	Opportunities
	Threats

	· Growing demand for sportswear and active wear, 
· Rising interest in sustainable products, and partnerships with fashion designers and influencers.
	Strong rivalry from international and local athletic businesses 
Currency exchange rate changes, Counterfeit items cause damage to brand reputation
Changing consumer tastes and trends


Analysis
PESTLE and SWOT studies have an important impact on the performance and marketing strategy of an organisation like Nike. PESTLE analysis helps in the identification of outside factors influencing the company, including political, economic, sociocultural, technical, environmental, and legal factors of the UK (Saputra and Sumantyo, 2022). This study affects the marketing strategy through offering knowledge about market trends, consumer behaviour, and laws and regulations. SWOT analysis focuses on internal and external strengths and weaknesses, as well as opportunities and threats. It helps in the identification of areas of competitive advantage, possibilities for improvement, and possible hazards. Nike may modify its marketing strategy in order to capitalise on opportunities, handle risks, and optimise performance in a dynamic and highly competitive marketplace by analysing these components.
Brand value
Kellers customer-based brand equity model
	  
    Parameters

	                 
                    Analysis

	
   Resonance

	Nike products and services have great consumer resonance, which causes significant determination in a certain manner. The resonance factor also plays a significant part in delivering the greatest brand services in an optimum manner (Keller's Customer-Based Brand Equity model, 2023).

	
 Brand response

	The brand response to Nike's new marketing methods is crucial for gaining the best targets and fundamentally expanding new company untapped marketing standards.

	
 Brand meaning

	Nike brand equity is increased through a broader range of brand competences, bigger successive critical commercial growth, and the best brand-oriented services (Michel et al., 2022).
Nike is capable of catering to functional broader adjustments and leading on profound marketing and promotions to earn consumer trust.

	
  Brand Identity

	Nike can interact with its targeted consumers through the use of digital media channels, new competitive technical strengths, and an expanded perspective of digital competences.



[image: Customer-Based Brand Equity Models - Qualtrics]
[bookmark: _Toc140187668][bookmark: _Toc140486083]2.4 Consumer person of the company 
[bookmark: _Toc140187669][bookmark: _Toc140486084]2.4.1 STP
To effectively connect and communicate with its broad client base, Nike uses a segmentation, targeting, and positioning (STP) approach.
Segmentation: 
Nike classifies their market into divisions depending on characteristics such as demographics, psychographics, and behavioural (Andaleeb, 2016). It offers to a wide range of customer groups, including athletes, fitness fanatics, and fashion-conscious consumers. Nike customizes its marketing communication and offerings to these categories' particular demands, interests, and characteristics.
Targeting: 
Nike targets target segments strategically based on their popularity and alignment with the brand's approach. The firm serves high-performance athletes, potential athletes, and others who want to live an active lifestyle. Nike aims to develop profound psychological connections and build brand loyalty by concentrating on these target groups.
Positioning: 
Nike considers itself a brand that inspires and allows athletes and individuals to reach their best potential (Thomas and George, 2021). Its connections with elite athletes, distinctive technology, and cutting-edge designs separate itself from the market. Nike's positioning emphasizes performance, style, and the quest for greatness, appealing to consumers that value athletic achievement as well as fashion-forwardness.
[image: ]
Figure 2: Positioning Map
(Source: Developed by author)
[bookmark: _Toc140187670][bookmark: _Toc140486085]2.4.2 Differentiation strategy 
Nike has a strong differentiation strategy to differentiate itself from the competition in highly competitive sportswear companies. In order to differentiate its brand and products, the business focuses on several critical components. Nike invests continuously in research & development to develop creative and technologically sophisticated products (Hadrian et al., 2021). Nike strives to create innovative products that give greater performance and comfort, whether it's inventing new cushioning technology for footwear or incorporating perform-enhancing components into clothes. In addition, Nike has established a strong corporate image that is associated with athleticism, motivation, and excellence. Nike preserves its brand identity and participates emotionally with its intended demographic via successful marketing campaigns featuring top athletes and influencers. Nike's marketing efforts emphasize the aspirational and inspiring characteristics of its goods, promoting the company as a brand that helps people realize their goals (Анво and Туль, 2021). Nike places a high value on design and aesthetics, creating goods that are beneficial and appealing to the eye. The firm collaborates with renowned designers and tastemakers to develop fashionable and trend-setting designs for the fashionable customer group.
Subsequently, Nike offers customization options, such as Nike ID, that enable customers to customize their footwear and gear. This personalization option enhances the customer experience by providing unique and personalized items, further differentiating Nike from competitors (Krizanova et al., 2019). Besides that, Nike offers special and limited-edition products in collaboration with athletes, sporting organizations, and other companies. These collaborations help to generate attention, promote interest, and differentiate Nike's market offerings. Hence, Nike executes their differentiation strategy by concentrating on product innovation, creating a strong brand image, prioritizing design and aesthetics, giving customization decisions, and utilizing their strategic connections efficiently (Putra and Ningrum, 2019). In an overcrowded environment, this strategy assists the organization maintain a competitive advantage while attracting the attention and commitment of customers.
[bookmark: _Toc140187671][bookmark: _Toc140486086]2.4.3 Marketing Mix 
Nike's marketing mix contains a complete collection of tactics and approaches focused on the four Ps: Product, Price, Place, and Promotion. This is an overview of Nike's marketing strategy
[image: ] 
Figure 3: Marketing mix
(Source: Marketing-dictionary.org, 2018)
Product: 
Nike manufactures an extensive collection of athletic footwear, gear, and equipment. The firm prioritizes creativity, producing goods with innovative technology, performance-enhancing characteristics, and fashionable appearances (Munsch, 2021). Nike constantly releases new product lines and partners with athletes and designers to stay ahead of rivals.
Price: 
Nike presents itself as a luxury brand, with items priced more. The price strategy represents the brand's perceived value, quality, and performance. Nike also uses pricing tactics that are tailored to certain client categories, such as initial price points for entry-level items.
Place:
Nike has a large distribution network that includes Nike-owned shops, authorised merchants, and e-commerce platforms (Xia, 2023). Nike maintains flagship shops in significant locations across the globe, allowing consumers to obtain a personal look at the brand. In addition, the corporation takes retail partners carefully to accomplish broad penetration of the market.
Promotion: 
Nike's advertising campaigns are very prominent and successful. The corporation invests a lot of money in advertising campaigns involving famous players like Serena Williams and Cristiano Ronaldo (Chanpaneri and Jain, 2021). Nike utilises a variety of marketing mediums, including television, print media, social media, and digital advertising. In order to improve the connection with both performance and quality, the brand also supports major sporting events, teams, and individual athletes.

[bookmark: _Toc140187672][bookmark: _Toc140486087]2.4.4 USP 
Nike's USP is its capacity to flawlessly combine high-performance sports practicality with cutting-edge style and fashion-forward designs. Unlike many of its rivals, Nike has successfully established its company as a brand that appeals to both the performance-minded athlete and the fashion-conscious customer (Huang, 2023). Nike has established a unique personality that resonates with people globally by continuously offering new items that combine modern technology with aesthetically attractive designs. This USP helps Nike stand out in the market, enticing clients looking for outstanding performance, cutting-edge styles, and the assurance of recognized wearing an internationally recognised and renowned brand.
[bookmark: _Toc140187673][bookmark: _Toc140486088]2.5 Key channels of marketing communication and their evaluation in serving the marketing needs of the firm
Nike efficiently meets its marketing needs by utilising numerous major channels of marketing communication. Television and internet advertising, social media platforms, sponsored events, athlete endorsements, and collaborations with influencers and fashion designers are instances of these channels (Percy, 2023). Nike can employ these media techniques to reach a large audience, increase brand recognition, relate with customers, and convey brand values. Nike can use different mediums to convey marketing messages, show products, and create an intimate relationship with its target audience, ultimately improving customer engagement, loyalty, and sales.
[bookmark: _Toc140187674][bookmark: _Toc140486089]2.6 Measures induced to map the company’s marketing strategy success (KPIs)
Nike employs key performance indicators (KPIs) to monitor the efficacy and impact of its marketing operations to map the effectiveness of its marketing strategy. Nike uses the following KPIs:
Brand Awareness: 
Nike employs brand awareness indicators to determine how well the audience they are targeting recognises and connects with the brand. Surveys, social media reach, and website traffic can all be employed for measuring this.
Sales Growth: 
Nike investigates its sales performance to assess the efficacy of its marketing efforts. Tracking revenue information, comparing year-over-year growth, and analysing sales by product lines and locations are numerous methods to evaluate sales growth (Blakeman, 2023).
Customer Engagement: 
Nike evaluates customer engagement using indicators such as website visits, time spent on the website, and involvement on social media platforms. This helps to assess the amount of customer interest, loyalty, and engagement in the brand.
Return on Investment (ROI): 
Nike analyses the financial impact of marketing programmes, by taking into account elements including increased revenue, new customer expenses, and overall advertising expenditures.
Social Media Metrics: 
Nike measures information about interactions on social media sites including likes, comments, shares, and followers. These metrics assist in measuring Nike's social media advertising efforts in terms of engagement, reach, and opinion.
Customer Satisfaction:
Nike emphasises customer satisfaction and employs surveys and feedback to evaluate customer opinions, levels of satisfaction, and the potential to promote the brand. This data helps in determining the effectiveness of marketing efforts for offering an excellent customer experience.
[bookmark: _Toc140187675][bookmark: _Toc140486090]2.7 Impact of KPIs on marketing 
KPIs are essential for managing and evaluating Nike's marketing operations. These indicators provide vital insight into the effectiveness of marketing campaigns, allowing Nike to adopt data-driven decisions and optimise its advertising operations. Nike may identify areas of strength and areas to grow by monitoring key performance indicators (KPIs) that include recognition of the brand, sales growth, customer engagement, ROI, and customer happiness (Wijaya et al., 2021). This data helps Nike in effectively allocating resources, improving marketing efforts, enhancing customer experiences, and ultimately achieving business achievement in an extremely competitive marketplace.
[bookmark: _Toc140187676][bookmark: _Toc140486091]3.0 Task 2: Conclusion summarising the shortcomings of the company’s marketing strategy 
After analysing the analysis, it is possible to conclude that, although Nike is establishing itself as an important rival in the sportswear business, their marketing approach has a few shortcomings. These include potential challenges in handling pricing complaints, particularly among price-sensitive consumers (Li, 2022). In addition, there may be an opportunity for enhancements in terms of managing reputational risks related with its supplier chain. Furthermore, the company can benefit from increasing its efforts to enter growing market segments and adapt to evolving consumer preferences. By solving these flaws, Nike may improve its marketing strategy and maintain its competitive edge in the marketplace.
[bookmark: _Toc140187677][bookmark: _Toc140486092]3.1 Key issues found within the marketing strategy of Nike 
Several significant issues have been acknowledged as part of Nike's marketing strategy
Pricing impression: 
One major challenge is the impression of Nike products as being high-priced. While this positioning reflects the brand's quality and performance, it could make it difficult for price-sensitive consumers to make a purchase, thus limiting market share growth (Pride and Ferrell, 2016).
Reputation Management: 
Nike has to deal with persistent problems over their supply chain and labour procedures. Public examination of fair labour practises and environmental practices has an opportunity to damage the brand's reputation and consumer opinion (Li, 2022).
Inclusive Marketing: 
Nike has been criticised for neglecting to adequately target varied groups of consumers in its advertising campaigns (Taql et al. 2023). While the brand has made improvements in the past few years, there is still space for development in terms of demonstrating diversity and reflecting a broader spectrum of customers.
Sustainability Messaging: 
While Nike has made significant progress towards sustainability, certain individuals believe that its marketing may more effectively demonstrate these endeavours. Enhancing messaging about ethical business practices and eco-friendly offerings can appeal to ecologically conscientious consumers.
Digital Engagement: 
Nike should continuously adjust its approach to effectively interact with customers across multiple digital channels as e-commerce and digital marketing grows (Lynch, 2015). Maximising online participation while applying data-driven insights can help in the delivery of customised interactions and the growth of customer relationships.
By addressing these essential issues in its marketing strategy, Nike may enhance its brand reputation, expand its market reach, and enhance customer relationships, assuring continuous growth and achievement in the highly competitive sportswear industry.
[bookmark: _Toc140187678][bookmark: _Toc140486093]4.0 Task 3: Recommendations based on the above analysis to improve the marketing strategy of the firm 
Based on an analysis of the significant obstacles in Nike's marketing strategy, the recommendations for improving its marketing method are following
·  Expand the number of levels of pricing to fit a wider range of consumers. Offer more inexpensive ideas without compromising quality or performance. This may help in growing the customer base and attract price-conscious consumers.
· Transparency and information regarding Nike's supply chain practices should be enhanced. Implement regulations that promote fair labour conditions, environmentally conscious sourcing, and ethical manufacturing. To develop confidence and boost the brand's reputation, promote such efforts through marketing campaigns.
· Create marketing efforts that emphasise inclusion and diversity. Represent a wider range of customers in advertising and promotions, representing Nike's diversified customer base. This approach can connect with numerous organisations and produce a sense of community.
Nike could address the highlighted difficulties, increase its brand reputation, develop its consumer base, and improve customer connections by implementing these recommendations. This will help the company establish long-term success and a strong edge over rivals in the fast-paced sportswear industry.
[bookmark: _Toc140187679][bookmark: _Toc140486094]Conclusion
After analysing the above study, it can be concluded that this project provided an in-depth investigation of Nike's marketing management. They studied the concepts and significance of marketing, resources involved, macro and micro environment analysis, client personas, STP, differentiation strategy, marketing mix, USP, major marketing communication channels, and KPIs, and noticed shortcomings through critical examination. Pricing perception, management of reputation, inclusive marketing, sustainability message, and digital engagement have been highlighted as crucial challenges. Recommendations were made to resolve these issues. Nike can enhance its strategy for advertising, construct a brand reputation, and drive growth in the competitive sports business by adopting these recommendations.
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