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Q. The role of marketing in creating value for customers.

Q. Stakeholder engagement and their impact on the marketing activities of an organization.

Introduction: 
[bookmark: _GoBack]Marketing is the process of business activities that shows the performance and the flows of goods and services from producers to customers. Marketing is the performance of organizational functions to set a process of communicating and creating value with customers or relationship for benefiting the organization and its stakeholder. It is the process of planning, executing, promoting goods and services to reach the organizational objectives. The main target of Nike company producing Sports clothes, shoes, Athletics equipment and selling them with brand good quality which slogan ‘Just do it’. The principles of marketing strategy is a topical approach which shows decisions, efforts, managerial approach and organization objectives (Kotler, 2010). So this essay will cover with critical analysis of Nike marketing, different advantages and disadvantages, implementation, target improvement, stakeholders’ engagement with Nike and strategy. 

Advantages of Marketing to Customers: 
The innovation and processes of Nike Company provide best practices of value creation with customers. Through engagement platforms, the strategic capital can build interacting with customers and customer experience those centred new competitive advantage and firm’s future profitable growth. This strategic capital continuously improving through interactions with customers or accumulating the knowledge skills. This innovation and value creation opportunities increases firm’s capacity to use global wide network resources or leading firms learning to sustain competitive advantage to create value with customers. The shoe company Nike has found new source of value in emerging strategy for value creation by engaging with informed, connected and networked customers around the globe.
Branding advantages creates value for customers: during the world cup in 2006, Nike Brand Company created social networking site where uploaded video like soccer skills, showcased talent that network community comment on their content that rate, share the user-generated content where the community was the judge to create their own profiles and networking or communicating with each other’s that everyone was enabled their personal or individual experiences where millions of fans taking opportunity in this brand building effort. The sponsor company Nike had a unique chance to hear directly from its customer. Nike created a web site for sponsoring or connected with international players and fans, street soccer competitors, internet marketing programs which was not an internet marketing initiatives. Nike created the internet community to customize the soccer shoe to vote on the best design or new original design of Nike for the season where fans could go on the Nike website find various colours and styles including flag of that country they supporting in the game. The company also provided internet software tools for local teams and professional leagues for attraction on the shoes or creating engagement with customers. For these many small initiatives Nike connected with millions of soccer fans around the world through engaging or relationship with customers on a scale by promoting internet engagement platforms. Charlie denson who is the president of Nike brand explained that customer relationship developed by these initiatives which proceed the company sustainable effort of market (Ramaswamy, 2008). 

Nike’s product development and diversification: 
Nike Company was founded in 1964 by Bill Bowerman and Phil Knight. ‘’Blue ribbon sports’’ was the first name of the company which was changed it to Nike in 1971. Since 2006, the executive director of the company is Mark Parker. Bill Bowerman was an Oregon athletic coach who did not giving up athletics for his passion and Knights desire to make a decent living. Bill came up with the name Nike which is a core business in worldwide design. In general, companies has to choose their suppliers for example geographical or distribution chain, transportation costs, economical reliance, cost, the market share, quality of supplies and seriousness contact, e.g. most of the factories located in Asia where 99% of footwear producing and supplying abroad such India, Pakistan, Vietnam, China and Malaysia. The efficiency of the Nike Company developed by low production costs, services of independent manufacturers or most of the independent manufacturing factories. However, the revenue came from wholesale sale 83.3% revenue in 2012, DTC sales 16.2%. In 2013, the revenue decreased to 79.2% and DTC increased to 20.3%. DTC directly interact with consumers, good customer service and provide the customer wants. Another factor that Nike has to deal with automation because the United States has high labour cost, robotic technology which was not improved where Nike has scope to remove the high cost and resume many production operations. So a company like Nike should continue find ways to minimize costs and require great logistics planning to be as innovative in production design (Larson, 2011).  
Internal and External stakeholders:
One of the most terms in Business are stakeholders where no Business and company can run their organization in complicated there are efforts of business people who are required in order to run and successful business. There are many people who are associated with the organization who have their interest in the business or expected benefit out of businesses are known as stakeholders. So when there are stakes in the organization it means they have wasted interest in the business or they are expecting some kinds of benefits from the business. Alternatively, the person who affects a business and who get affected by a business. So supplier is a person who provide materials that means the business pay on time for supplying materials or only the product they selling and they pay back the money to suppliers which means supplier has interest in the business only when the business doing well. In addition, the customer expect good quality product for a reasonable price that means the customer has interest. Moreover, when the customer switched from one brand to another brand so definitely the current business will be affected for switching customer to other brand therefore the customers also are the stakeholders. All those individuals, groups and institutions which have a stake in the functioning and performance of a commercial organization or a business enterprise they are the stakeholders. There are various types of stakeholders such as internal stakeholders and external stakeholders (Ramaswamy, 2008).
Internal stakeholders: internal stakeholders are group of people working within the organization are known as internal stakeholders. The people who are inside the organization for example employees, the manager, shareholders and e.g.
External stakeholders: the people who are outside the organization but still connected within the organization and have their interest in the business are known as external stakeholders for example the suppliers, Bank and lenders like financial institution, Government, local community and the customers.  
Nike Internal and external stakeholder analysis:
Internal Stakeholders: Shareholders, Management.
External stakeholders: Customers, Competitors, Government.
Shareholders: Shareholders issue is the market stability of shares who are concerned about the revenues, care about their investments and need to reassure them that they still in our brand. Shareholders have power and they have legitimacy but they do not have urgency therefore they ranked dominant.
Management: their issue is the public misinterpretation of the products message that they are concerns about more customers will continue to boycott brand, they care about their customer trust and they are working on maintaining that trust. They have power, legitimacy and urgency that means they ranked definitive.
Customers: the issue with customer is that they are assuming or promoting racial ideologies who are concerned about white supremacy and slavery who care about equal rights and reassure them about values regarding social statuses. They have power, legitimacy and urgency that means they are ranked definitive.
Competitors: under armour specifically because its shares and stock rose 50% since December of 2018 so this is the recovery phase from the controversy and in this period under armour may have the opportunity to overtake and more brand exposure in order to combat them. They do not have power but they have legitimacy and urgency that means they are independent. 
Governments: their main issue is to assume that they are being unpatriotic by pulling back sneaker the reason for that they assume contemporary meaning of the flag or therefore deeming us unpatriotic as a result they care about image in the public and need to send a formal letter of apology in order the men offence. Government is also definitive (Christopher, 2016). 

Situational analysis of Nike:
The main goal of Nike word or brand towards athletes, like selling products such as shoes, clothes and sporting equipment’s. In the last five years demand for sporting goods and brand was modest growth of manufacturing but in the next five years it was increasing that means consumers become more conscious. Some sporting goods manufacturer have operations which includes the marketing, manufacturing, designing and retailing processes to examine the trends and to invent new technologies (Athletic and goods manufacturing in the US: market research report, 2015).
Nowadays, the worlds market for sporting brand and goods in increasing level which is highly growing like a country in US comparing to other countries in 2014 where has been planned more than 63 billion sporting products. Many of the products sold through online channels and have most growth in market of distribution channels. Despite of online shopping, people prefer to buy from shop and stores for sport goods. Worldwide Nike and Adidas having best revenue in sporting goods industry which is 27.8 and 20 billion dollars respectively (Sporting goods industry statistics and facts, 2014).
Nike marketing trends and evolution:
Nike advertising strategy provides good publicity, increasing the use of professional athletes and demands which was Nike initial product strategy. Due to some competitors like Adidas, reebok that Nike changes its target to expand its target like target market teenagers to younger consumers. Because of superior quality, style and reliability Nike consumers are willing to pay for that brand where Nike income statement has highest revenues because of Slogan like ‘’Just do it’’ and best product from its competitors (Deng, 2009).

PESTAL Analysis:

Political:
Nike has internal law and rights to work for employee which affect the internal procedures. The company has positive political support by government in developing their growth especially in US. Every steps and legal issues handled by Nike itself. Nike has good political relationship with government and as well foreign countries with Nike in making products where the organization can take help.
Economic: Many different companies sponsor Nike to build up relationship. Nike has higher increasing rate of economy where Nike can be the opportunity for creating job. Consumers can be affected or confidence towards Nike because of economic downturns. It can increase the risk of currency, interest and exchange rates for Nike product. Increasing prices of product and labour costs for increasing the living standards can also affect the Nike’s product sales.
Social: Customers are becoming more loyal and conscious about brand which is the good advantage for Nike Company. Life-cycle, gym, sporting awareness increasing the demand of sport products. Nike also increasing female customer’s market share also Nike can expand their range of products for diversity of demand and preferences. 
Technological: new technological systems affect the Nike production system because it incorporate in its products. For designing and shoe construction technology makes highly brand products as well it create advantages like website, mobile app, online shopping and different facilities which are the trends of new technology.                    
                                                                                           (Hanrahan, 2002)     
SWOT analysis of Nike:
Strength:
· Nike is an international brand and no.1 shoe maker.
· Nike has the dual or co-operative relationship with apples, iPod in continued invention.
· Nike has strong distribution channels and strong policy over its insignificant long term debt.
· Nike has modern technological shoe design which enable customer to design their own shoe in online.
· It has expanded the products around the globe.
· Nike has strong marketing campaigns and endorses with different products.
· The Nike particular production segments as baseball, footwear and golf etc. 

Weaknesses: 
· It is only depend on footwear sales or segment.
· The Nike Company has violation in history and they provide minimum wages to employee.
· The company has poor environment condition and work places
· It had some bad reputation in previous years.
· It has higher price compared to its competitors as Adidas and Reebok.

Opportunities:
· Nike can improve selling their products by such as sportswear, sunglasses and jewellery.
· Its brand also can be more established and high profitable company around the world.
· It can support different market programme internationally as FIFA, Olympics and e.g.
· Nike may larger their brand recognition in market. 
· The brand have opportunity of segmentation like women Athletes.
· The company could include fashion brand image in the market.

Threats:
· Nike can lead to losses by economic recession and fluctuations in the currency.
· Competitors are creating high competition that are aggressive and creating high quality products.
· Increasing the price.
· Stable in same economy and reputation.
                                                                         (Brohi, 2016).

Nike segmentation, targeting and positioning: 
Segmentation: Nike has segmented product in age and gender such product that serve male and female age range 15 to 55. Regarding the segmentation Nike market includes sports and athletic or fitness and exercise like active life-cycle. However, Nike has large market place like in U.S.A, Asia, Europe and Africa as well as in China, North America and Middle-east (Nike Inc., 2016).
Targeting: Nike has very specific targets in sports like in sports equipment, footwear products specifically compared to other footwear products. Firstly, Nike targets make aware to customers about its product or enable to get their genuine product by customizing own signature. Secondly, the targeting position is sponsoring products through big events or celebrities. Thirdly, advertising in website by athlete participants, world train different sport (1989) activities its target market.
Positioning: Nike has positioned itself as a leader in sports goods. ‘’Just do it’’ slogan made the consumers inspiration and confidence which has made it large competitor industry. Style, brand design, quality products, value, attracting customers mind is a positioning strategy of Nike (Kevin et al, 2013).

Nike mix strategy: 
Nike is leading strong marketing mix on pull strategy for example clothing and sports equipment specialized products.
Product: Nike provides variety of products such as clothes, sports shoes and sports equipment. Currently, Nike most running thing is shoes as well cricket products like shirts, shorts and sports product  like Athletics, baseball, ice hockey, tennis, soccer and basketball products. Nike also has sport product like tennis, golf, skateboarding, football, baseball, basketball, cycling wrestling and racing equipment. Recently, Nike designed cricket shoes to be lighter like 30%, corridor to connect iPod, Apple+ Nike Inc. and statistics enable the users to get value. Nike also offer the consumers to customize the shoes colour, fabrics and design how the customer wants.
Pricing: Nike’s pricing strategy on product segment and cost. Nike has more quality product that customer are willing to pay in high rates of the product. Although, Nike has cost based, value based pricing such as the expensive clothes has a status symbol. On the basis compared to competitors, Nike quality products in reasonable price which are fairly charged.
Place/ Distribution: Nike sells its products in about 200 countries where it has 20,000 retail accounts in US. Nike has long term plan to open more stores to be more close to customers and expand they buyers. Nike authenticated to distributors, licenses and subsidies to sell its product internationally. Online marketing, channels, advertising, e-commerce are planned to expand Nike marketing.
Promotion: Nike attracts new consumers and makes balances on existing customers which promotes engagement. Advertisement one of the popular way where the expectations of everyone with these shoes rise for consumers. The other strategy is Nike can implement online ecosystem, maxi environment those which create brand awareness’s. Nike increasing the social media marketing plan despite of television and brand advertising. Nike’s brand power is one reason for its high revenues and creates other organization sponsorship from it.
                                                                                (Araujo, 2018).

Conclusion: 
Nike Company’s analysis which has execute some potential activities and expanding to new products which is Nike overall strategies and objectives. The company increasing the communication by implementing platform like social media apart from this collaboration with Apple to incorporate technology. For brand awareness, Nike has included online athletic videos by celebrities to attract the consumers. Its global growth rate is increasing and sustainable long term controlling business.
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