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History of Nike
[image: Nike, logo, new, designs. swoosh, style. | Shirt logo design, T shirt logo  design, Nike art]Nike is the undisputed market leader in manufacturing athletic shoes and gear worldwide. Phil Knight and Bill Bowerman 1964 first established the business. Whether customers are truly in the market for shoes and sports apparel for customers day-to-day activities or want a pair of signature sneakers created for favourite athlete, customers have previously tried Nike for these items (Thomas, 2021). The sort of response that the company receives from its customers is a sign of the efficiency of the marketing plan that the company employs, which attempts to attract young people and athletes. From the company's beginnings, Nike has made significant gains in lessening the weight of its goods and raising their comfort level. These advancements enable users to go for longer amounts of time without experiencing weariness or painful feet (Huang, 2021). This shop offers a wide selection of shoe designs and colours for lifestyle, sports, and casual wear. Moreover, it has expanded into other product categories, including soccer balls, clothes, luggage, safety gear, and other sporting goods.
[bookmark: _Toc130947167]Segmentation, Targeting, and Positioning Strategies of Nike
[bookmark: _Toc130947168]Segmentation
[image: Begleiten Selbst Hinweis nike segmentation Bild Ruf Kirsche]To put it another way, market segmentation is the process by which a company separates the pool of possible customers into subsets that are more controllable and easier to reach. Nike segments the market into smaller groups according to its customer's demands, goals, interests, and other demographic and psychographic factors. Nike segmented its customer based on several demographic factors, including gender, age, and socioeconomic position. Nike has divided its products into distinct categories based on this socioeconomic position (Schlegel milch, 2022). The company separates its inventory into sections devoted to men, women, and children. Nike may sometimes run sales, provide discounts, or lower product prices to save money in certain situations. There are times when special discounts are offered to coincide with significant occasions to entice customers to buy items from the firm. Nike uses this strategy to persuade customers to purchase things that were previously beyond their price range.
Opening physical stores in different parts of the world is one of the strategies Nike employs as part of its regional segmentation activities. This section acknowledges the wide variety of traditions and ways of life that may be found in every given country (Sharma, 2021). The company presented a wide variety of products for various countries to fulfill its customers' requirements. Nike makes significant advertising efforts in many different nations and cities worldwide, including the United States of America, Europe, Australia, Asia, and Africa (John, 2023). Customers may have observed that the vast majority of ads in the United States include football or baseball, but most advertisements in Europe tend to focus on soccer.
[image: Jumpman (logo) - Wikipedia]The goal of the psychographic segmentation used by Nike is to provide a variety of products that may satisfy the requirements of their customers and appeal to their interests they have (Tayers, 2022). At this stage of segmenting the market, Nike is in a position to investigate the preferences of each client. Last but not least, the last focus of Nike's behavioural segmentation is on providing customers with benefits in clothes, shoes that are comfortable to wear, and essential sports equipment. Nike creates a lot of different iterations of a single product to cater to each customer's specific preferences. Customers are taught that they are athletes when they wear Nike apparel and accessories (Qualtrics, 2023). Providing a wide range of high-quality and one-of-a-kind goods leads to increased customer participation. The ability of Nike's target market to share their different experiences concerning product assessments on the internet and different other social media platforms with their families and friends is one of the company's most important selling points. This, in turn, will have a significant influence on the actions taken by customers while they are shopping. There are some advantages as well as disadvantages of Nike segmentation as mentioned below:-
ADVANTAGES ;-                                                                                                                                                
1)  Nike has large volume of sales and this company also launch any article of shoes according to the trend.
 2) There is no exaggeration to say that the shoes of this company have high status in the term of marketing and achieve heights  
DISADVANTAGES: - There are some disadvantages along advantages according to these: -
1)The products of Nike pay more attention towards increase the prices and its much costly. 
2)Moreover, these also relay on the athlete’s celebrities to promote their articles.  

[bookmark: _Toc130947169]Targeting
At this stage of the marketing strategy, the segments that will result in the most successful and practical ways of achieving the firm's objectives are meticulously identified. These segments will be the focus of the next step of the marketing strategy. Nike's target [image: Slam Dunk Your Sales Like NIKE Using Customer Segmentation]demographic comprises men, women, and children (Oberoi, 2022). These three subgroups make up their customer base. Nike designs footwear for men that is ideal for various sports and activities, including running, basketball, skateboarding, baseball, cricket, softball, tennis, and lifestyle activities like going to the gym. Nike has a selection of women's yoga shoes in their footwear collection. Meanwhile, the company's children's division caters to young athletes through its kids' category. Nike believes that its consumers will be delighted with their purchases and have a better experience with them if the items are comfortable, appealing, and of great quality (Zhu, 2021). For this reason, the company sells its products in a wide range of colour options.
[bookmark: _Toc130947170]Positioning
The fundamental purpose of the positioning is to align the firm's brand name with those of the companies it competes with. By incorporating the most recent developments in design and technology into its products, Nike has worked hard to make its brand name associated with high-quality sports gear. The public's impression of Nike as a successful and forward-thinking firm is largely due to the swoosh emblem, the "Just Do It" motto and Nike's advertising efforts tied to the extraordinary accomplishments of well-known athletes (Rahmani, 2015). Nike distinguishes itself from its rivals by "speaking" to athletes' feelings in an original and significant way. Also, the corporation has made a name for itself in the fashion industry, where certain items are essential in the cultural formation of particular customer groups.
[bookmark: _Toc130947171]Current Marketing Mix Strategies of Nike (4Ps)
[bookmark: _Toc130947172]Nike’s Products
The outputs of the sports goods firm are specified in this component of the marketing mix; these are the items sold to the consumers, who are the primary focus of the business. The marketing strategy of Nike Inc. calls for the corporation to continue expanding and adjusting to the needs of the market by making a greater number of product lines available to consumers (Pepels, 2021). For example, the sports and leisure footwear company invests in research and development to create both new items and improved versions of existing ones. [image: Nike's Latest Women's Basketball Collection Is Its First Actually Designed  by Women | Nike outfits, Nike shoes women, Nike shoes outlet]This has a beneficial influence on all four of the industry's 4Ps. In response to modifications in the company's marketing strategy, Nike's operational operations, such as the manufacture of shoes, apparel, and equipment for other sports, are either increased or adjusted (Nike, 2023). This is done to meet customer demand. This transformation also integrates cutting-edge technology to enhance the product mix and other aspects of the 4Ps to align them with the broader strategy and ambitious growth ambitions of Nike Inc. The marketing plan currently used by the firm that sells sporting goods incorporates several brands and product lines.
[bookmark: _Toc130947173]Place
[image: Nike Connaught Place. Delhi, IND. Nike.com CA]This marketing mix component discusses the many retail locations where a particular manufacturer of sporting goods may be found selling their wares. Nike can achieve the highest possible level of market penetration by utilizing this 4P variable (Mintz, 2021). The firm distributes its sports footwear, gear, and equipment to be sold in diverse retail locations worldwide. Within the context of the marketing mix, the distribution strategy that Nike employs is comprised of the following locations or venues, listed in the order of increasing significance to both the marketing strategy and the results achieved by the company, such as retail, Nike online, and town retail stores.
[bookmark: _Toc130947174]Nike Inc.’s Promotion
This element of Nike's marketing strategy is a component of what's known as the marketing mix, although it's more commonly referred to as the marketing communications mix. According to the SWOT analysis conducted on Nike Inc., the company's reliance on successful product promotion is a source of strength (Gregory, 2022). Promotional strategies are utilized in this component of the marketing mix by the sporting goods retailer to inform customers about the items and drive sales. The following marketing efforts are listed in order of prominence to Nike's marketing tactics, such as advertising, personal selling, public relation, sales promotion, direct marketing, etc. 
https://www.nike.com/promo-code

[bookmark: _Toc130947175]Nike’s Pricing Strategies
[image: Nike's Marketing Mix (4Ps/Product, Place, Promotion, Price) - An Analysis -  Panmore Institute]Pricing is one of the components of the marketing mix. Its purpose is to establish prices for items that will generate the greatest revenue while appealing to a certain segment of the overall sporting and recreational goods market. Technology investments are made by Nike in order for the company to use premium pricing strategies in its marketing (Annual Report, 2023). Nevertheless, the pricing points and price ranges that the corporation uses are determined by using a marketing plan that considers the industry's current status. Based on these considerations for the 4P variable, Nike, Inc. implements the following pricing strategies throughout its company, such as; value-based and primary pricing strategies. While designing its value-based pricing strategy, Nike, Inc. considers how consumers perceive the worth of the company's products. On the other hand, premium pricing utilizes high prices in order to position Nike products as being of a higher quality and value than those offered by competing firms (Abedian, 2022). This is accomplished by positioning Nike products as being more expensive. The fact that the shoe manufacturer uses ads using well-known celebrities as endorsers in this 4P variable lends credence to the notion that premium branding is a priority for the business. As a result of customers associating a premium status with the business's products and the fact that Nike incorporates premium pricing as a component of its marketing mix, the company reaps the benefits of increased profit margins and maybe increased sales revenues.
[image: ][image: ]
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