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Case Study: Nike
Industry Analysis
The industry in which Nike resides has been doing well over the past five years. From the case study, it is clear that Nike’s performance has been significantly improving in the past years, especially over the last five years. For instance, as a result of its expansion, Nike became a top athletic apparel and footwear manufacturing company in the world (Kotler & Keller, 2016, p. 31). The case study further shows that in 2014, Nike’s revenue exceeded $27 billion, which gave the company a leader in the athletic footwear market (Kotler & Keller, 2016, p. 31). By 2014, Nike had been leading with 31% of the world’s market share in athletic footwear and by 50% in the United States market (Kotler & Keller, 2016). Therefore, Nike’s performance in the past five years shows significant improvement in expanding its operations and increasing its revenues. 
Pros, Cons, and Risks in Nike’s Marketing Strategy
Pros: Nike’s core marketing strategy, “pyramid of influence,” is an effective way of marketing because most of the influential athletes that the company was involved in its marketing campaigns like LeBron James and Tiger Woods have a large fan base that can influence the company’s sales. As Kokemuller (2018) explains interaction with customers has become a significant focus of marketing in the current market. In the case of Nike, it aims at achieving this interaction through the athletic celebrities who are its ambassadors in the market. 
Cons: Nike’s strategy is focused on celebrity campaigns, which limits its reach to potential customers. This means that the company targets the fans who are involved in those games represented by the players like basketball for LeBron James, golf for Tiger Woods and sponsoring football teams. This means that the company locks out the potential customers who are not fun of either of the sports represented. 
Risks: The risks involved in this strategy are that the company can lose customers following bad reputations of certain athletic ambassadors like the case of Lance Armstrong. After being accused of doping, the company came out to clear its name, but the damage that this accusation had caused on its brand reputation is inevitable. Customers may lose trust in the products that the company produces if it is involved in any scandal like that. 
Nike has managed to develop a strong customer relationship with its target market through technological innovations such as a Nike+ application for almost all the games that are represented such as Nike+ Kinect, Nike+ Fuelband, and Nike+ basketball (Kotler & Keller, 2016, p. 30). According to Kotler and Keller (2016), this innovation has resulted in more loyal and emotional connection between the customers and the business.  Through the launch of these applications, Nike seems to be following the marketing trends in the 21st century, which are characterized by technological innovations. Moorman (2018) explains that marketing in the 21st century is characterized by digital marketing, advertising, social media, public relations, promotion, and competitive intelligence. Nike’s launch of the applications is characterized by most of these activities. 
Top Competitors
The top three competitors of Nike include Adidas Group, Puma, and Under Armour. Most of these competitors have advantages and disadvantages that can promote or inhibit their competitiveness concerning Nike’s performance. For instance, in the case o Under Armour, the company has recorded high growth range in the five years.  For instance, between 2014 and 2015, the company recorded a growth range of 30%, which has resulted in higher revenue that has beaten the profit expectations. As Green (2016) further explains Under Armour has a huge presence in the market. Adidas Group, on the other hand, also provides stiff competition for Nike due to its aggressive and robust resurgence on the American market (Green, 2016). 
One common disadvantage for both companies is that Nike still has a lot of room to run before the top competitors catch it. With its ambitious plans, Nike is most likely to outdo its competitors in the global market. 
Recommendation
Based on the above analysis, the following should be the next step for Nike to combat its competitors; first, increase its presence in the American market. From the case study, it is clear that most of Nike’s revenue comes outside the American market. Therefore, increasing its presence in the American market will give an opportunity to compete with its competitors locally. For competitors, expanding their operations globally or internationally as Nike did will give them a chance to catch their main rival, Nike.


References
Green, D. (2018, November 13). Adidas and Under Armour are locked in a bitter battle to be Nike’s top US competitor-here’s who is likely to win. Business Insider. Retrieved from https://www.businessinsider.com/adidas-and-under-armour-are-fighting-to-be-nikes-top-us-competitor-2016-11?IR=T
Kokemuller, N. (2018). What are the Benefits of Marketing for Companies. Chron. Retrieved from https://smallbusiness.chron.com/benefits-marketing-companies-61300.html
Kotler, P., & Keller, K. L. (2016). Marketing management [Vital Source Bookshelf version] (15th ed.). Retrieved from https://online.vitalsource.com/#/books/9781323591512
[bookmark: _GoBack]Moorman, C. (2018, March 14). What Marketing Leads in Companies. Forbes. Retrieved from https://www.forbes.com/sites/christinemoorman/2018/03/14/what-marketing-leads-in-companies/
