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Nike Company Profile
Nike is an international fashion industry that deals in a variety of shoe and clothing products. Bowman Knight and Phil Knight founded Nike in 19964 as Blue-Ribbon Sports. Blue Ribbon Operated in the United States as a shoemaking company until it officially transformed the name to Nike (the Greek word for Victory) in 1971. Nike is presently a multinational corporation with stores in almost all countries dealing with designing, developing, manufacturing, and marketing footwear, among other equipment and products. Nike has over 1000 retail stores globally, with over 300 in the US only (Sabanoglu, 2021), and the headquarter located in Beaverton, Oregon, in the United States of America. Being the leading supplier of sports shoes, apparel and sports equipment in the world, Nike operates with a revenue of US$ 37.4 Billion. According to Fortune 500 (2018), Nike is 89th in the worlds ranked companies generating revenue to the United States economy. In addition, the company has 0ver 75,400 employees (Nike, 2020). The top management is made up of Phil Knight (Chairman Emeritus), Mark Parker (Executive Chairman), John Donahoe (Company President and CEO), Mathew Friend (Executive Vice President), Heidi O'Neill (Consumer and Marketplace President), and Andrew Campion (Chief Operating Officer) among others (Nike, Inc. 2020). 
As the leading marketer of sports and athletics products, Nike manufactures and markets various products across the world through their retail outlets. Under the brand name, Nike supplies and sponsors:
a) Performance equipment and accessories like bags, socks, eyewear, digital devices, and protective equipment
b) Sports apparel like team uniforms for various sports, including American Football, cricket, baseball, wrestling, basketball, and football, among other sports. 
c) Athletics and casual footwear
Nike also operates under subsidiary brand names including Jordan, Convers, Umbro and Hurley International, which produce and market similar sportswear across the world with the aid of their specialized branches such as footwear store, athletic speciality stores, sporting goods store, and golf, skate and tennis stores. In addition to the products, Nike Brand Sponsors different athletics and sports teams. Nike's two vastly known emblems are "Just Do It" and the "Swoosh" Logo.
Mission and Vision Statement of Nike
Mission Statement 
“To bring inspiration and innovation to every athlete in the world.” If you have a body, you are an athlete. 
This mission statement is the reason why Nike is in operation. It helps the management, company leadership, and employees identify and work towards achieving organizational goals. Also, Nike identifies its products and services, traditions, customers, market and location from its Mission statement. From the above 'statement', Nike employees can see the meaning and purpose of working at Nike to benefit the larger population. Through innovation, Nike has been able to make quality footwear for athletes worldwide from 1963 to date. The mission statement also points out that any person with a body is an athlete. According to Nike, every human being is an athlete since everyone has a body. Nike inspires every athlete to work hard and become winners in the field through their creativity and innovation in shoemaking. 
Vision Statement
“To carry on the legacy of innovative thinking by developing products that help athletes at every level to reach their potential and create busines opportunities that will allow Nike competitive advantage and provide value for stakeholders."
The vision statement provides Nike with its purpose. Nike is striving to achieve business success. It gives the organization the chance to articulate and influence opportunities. Nike inspires the world to do everything possible to maximize human potential. Nike believes in making athletes think that they can do better in sports by putting on their footwear. 

Industry Analysis – Current company status
Nike's offering is accessible all over the world. In 2015, It had a revenue of $3.25 and an income of 30.5B in the same year. It has also obtained almost $15 billion of collective free revenue from its operations through 2015 (Almani et al., 2020). By adopting the developing technique, Nike has endeavoured to increase its production. It has also expanded its position as the most outstanding football makert company in the marketplace through the finding of Umbro. The company has accessed a powerful name and title in the market by successfully running basketball and football groups in North America and Central and Eastern Europe. To further understand the current state of Nike, the discussion will conduct SWOT Analysis and discuss the Competition to Nike Incorporated. 
a) SWOT Analysis
Strengths
Nike is the world's number organization that makes the leading athletics wear with the internationally recognized brand name. In addition, the company has stores and distribution centres worldwide—joint business ventures with multinational corporations like Apple and iPod. Nike has a diverse range of products in almost all athletics and sporting competitions and a strong marketing campaign and strategies.
Weaknesses
A more significant percentage of the company's sales are in the footwear section. Also, Nike has a history of employee rights violations as well as inadequate wage payments to workers. Furthermore, the company has been listed as providing employees with poor working conditions that created a bad reputation for the company (Ovelar et al., 2017). Finally, the prices are too high as compared to current competitors in Asia. 
Opportunities
Despite footwear and sports apparels, Nike can manufacture and sell other varieties of clothing such as sunglasses and gloves, among others. Also, the company can expand internationally to regions it has not yet captured in its market segment. It helps in growing the business and developing brand recognition. Supporting internationally recognized events and competitions such as the Olympics and World Cups can help increase consumer demand for products and services related to fashion.
Threats 
Losses due to economic recessions. For example, the outbreak of the Covid-19 pandemic led to the shutdown of all sporting events ang gatherings. It resulted in casualties and financial dragging. The competition is growing at an alarming rate with lower and affordable prices. 
b) Competition 
Competition is healthy for the growth of any business organization. Although Nike has established its operations in the United States and the world globally, it is faced with swift competition from other multinational organizations. The table below summarizes the top ten competitors of Nike. 
	NO. 
	Company Name 
	Year Founded
	Country 

	1.
	Adidas
	1949
	USA

	2.
	New Balance
	1906
	USA

	3. 
	Puma
	1948
	Germany 

	4.
	Reebok
	1958
	United Kingdom

	5.
	Converse
	1908
	USA 

	6.
	FILA
	1911
	South Korea

	7.
	Under Armour
	1996
	USA

	8.
	Lululemon 
	1998
	Canada 

	9.
	Asics
	1977
	Japan

	10.
	Ants Sports
	1991
	China



Although Nike faces stiff competition, it has managed to stay on top of the competition by having well-established sources of competitive advantage. According to an article by (Cote 2020) on the Harvard Business School website, the primary sources of advantage for any company are product attribute differences, the willingness of the customer to pay, price discrimination, bundled pricing options, and employee engagement. Nike has the following sources of advantage: 
· Good brand name. Nike is currently the biggest producer and supplier of athletics wear in the world because its brand name and reputation is known to customers. The company has maintained sustainability in the supply chain and has a strong focus on ethics, accountability and social responsibility (Pratap, 2018)
· Technological Innovation. Nike makes highly innovative fashion shoes and sportswear that are capable of handling the current challenges in sports. Nike has incorporated technology in marketing through online shopping and mobile apps due to the rapidly changing consumer preferences. Besides, the size of Nike’s investment is large to accommodate its financial performances. 
· Global presence. Nike has over 1000 retail stores and outlets operating worldwide, with the US as the company's heart. Around the globe, Nike has 112 footwear factories and 334 apparel factories (Nike Inc. 2020). Its financial stability is the largest worldwide supplier of athletics and other sports footwear, apparel, and other sporting gears. 
· Well established global market. Nike is known for its unique techniques in marketing. Besides producing and selling sports gear, the company also sponsors athletic and other sporting teams with its unique, easily identifiable and known Swoosh logo. Through their promotional videos, Nike ensures that customers are emotionally connected to the product, especially sports lovers. 
· Customer base. Across all the brand outlets worldwide, retail outlets handle customers directly, which has enabled the growth of the customer base globally. The existing customers facilitate referrals, and the company acquire new ones. The network forms an outstanding crowd for the brand. 
· Loyal customers. Nike, like many other known organizations, Nike is customer-oriented. This provides Nike with the most substantial competitive advantage against all other competitors in the same industry, and it has kept Nike ahead of the rivals for decades. 
· Wide range of products. Athletics and sports offer a wide range of markets for Nike to produce. The company supplies sportswear to all sporting events like baseball, basketball, soccer, American football, and athletics events like footwear for running. Besides, the company also sells safety gear for the same sporting activities. 

Nike Marketing Strategies
Nike makes use of the 4P’s market mix strategy. Usually, it relies on the pull strategy to establish it, taking hold against giant intrants such as Adidas and Reebok. 
Product
Nike offers products such as footwear, shoes, attire and equipment. It provides a wide variety of products. All these products are the most top-selling categories in Nike, especially clothing and equipment specializing in sports. Shoes are the first selling products of Nike, and they have so many tenders and supplies different kind of sporting shoes to different players like athletics, ice hockey, basketball, soccer, tennis, among others. They also supply them with shorts and t-shirts. Also, they sell shoes for competing players and other sports and leisure uses. Recently, Nike has introduced cricket sports shoes designed differently and are lighter than its competitors. NIKEiD is the sub-brand of Nike, which has allowed the clients to propose their modified Nike shoes by offering a variety of footwear, different textures and colours, and the customers are free to select what they feel comfortable with. This kind of modification permits clients to come up with different strategies in huge quantities. Nike needs to have different designs that the clients can buy various pre-made as it is not necessarily for the client to make their design footwears. Therefore, the NIKEID modification process and offers are accessible on Nike's web page.
Pricing
Marketing in different types of products affects the pricing of the product.  The pricing strategy in Nike is considered to be a bit higher and competitive compared to other retail shoe shops.  Nike's pricing is based on the targeted clients as the most acceptable section. Nike uses Valued Based pricing or cost-based pricing different from its competitors, which offers lower prices and has made it famous. In contrast, most individuals pay 1 dollar more for Nike's products due to its best quality.  Most of the targeted clients in Nike are those who are position, and their financial status is convincing to acquire the outcome which might be affording expensive clothing without any financial strain. This kind of symbol makes many clients want to continue buying Nike's products, although this is not possible as most of the clients are unable to afford it due to its expensive price.  Nike has no plans of changing the pricing strategy they are currently using. The current clients of Nike have specified what they would be paying for the products to ensure that they still receive the quality of the products in Nike. Nike's pricing services is very fair and also affordable compared to other companies.
Place
Nike shoes are all over the world. It has over 15,000 retail accounts in the United States and trades its products in over 150 countries globally.  Nike products are sold both in global markets, independent suppliers, warrants and grants.  The Nike company also has industrial accommodations globally, and clients service and other operative units are located in Asia. Nike has a long-term plan that is to open more stores and franchise internationally to reach the targeted clients and expand the determined purchasers. The clients in Nike company feels future-oriented because Nike city stores are capable of owning the entire town blocks. Nike comprises all the products, and these make the city products offer a complete experience. In the global market, Nike has its warrants, grants and distributors who purchase its products. For Nike's company to reduce the costs of its products, it has a partnership with China, where it gets its sources strategy and from developing countries in Asia like Vietnam.  The Nike company has precise distribution channels and uses them to distribute its product, and these outlets may include Nikeid, Flagship stores, Big retail discount stores and Nike town shop.
Promotion 
Promotion is one of Nike's greatest strength. Most of the products in Nike have been introduced to nearly all the atmosphere known by a human. Nike, most of the time, uses a famous athlete to promote their products. These advertisements meet the expectations of everybody with the footwears, and through this, they can establish an increase for customers. Nike promotion is considered the best as they use the celebs, advertisements, and posters to promote most of their products and inform its target clients of the offers and arrival of the new products. Despite all of the mentioned ways above, Nike also needs some other methods for promotion to inspire more recent arrivals. Maxi atmosphere and creation of brand awareness might be one of the different ways for the promotion. Nike is planning to cut an increase in social media, print advertisement and television. Hoop and The Golden West Invitational are among the events sponsored by Nike.  What makes Nike recognized quickly is the brand Descriptions, the Nike title and the logo rustle. Most of the firms are able to receive sponsorship due to Nike's brand influence. Nevertheless, the company uses promotional strategies such as 
i. Advertising. Using celebrities such as prevalent personalities like athletes and footballers is Nike's most essential promotional strategy. Although it is expensive, celebrity advertising is efficient in reaching the target market, and hence successful brand image reputation.  
ii. Personal selling. The trained staff at every Nike outlet ensure that customers have the most appealing adventurous time of their visits to the store. Also, with their skills, Nike Staff is responsible for helping/guiding customers to find products and persuade them to make purchase decisions.
iii. Direct marketing. Nike uses sales and marketing agents who visit sports organizations and individual buyers in selected market segments to promote new products. This form of promotion has a long-lasting impact on the customer as one on one interactions creates trust. 
iv. Sales promotion. Customers who visit Nike retail outlets have the opportunity to enjoy substantial discount coupons that enable buyers to make savings. The discounts motivate consumers and attract new customers. 
v. Public relations. Through community involvement, workshops, charity events, and sponsorship programs help build the Nike brand image and name. Public relations help solve social problems in the company and encourage company relationships. 
vi. Social media marketing. As a universal organization, Nike has vast followers on major social media platforms. The organization uses social media to promote new brands and products by creating traffic on the media sites.

Trend Analysis (future of Nike}
Research by () indicates that Nike has constantly been growing, and it is foreseen to even grow much more significant to reputable international business standards. The geographical distribution of company stores provides chances for Nike to expand and develop more markets. Through the new and advancing technology, Nike can further satisfy customers and make additional revenue. Technology has facilitated online order, shipping and deliveries to any region and location in the world. Therefore, a lot of money is saved that would require the physical presence of customers. Nike further has plans to boost the overall retail activity by regulating customer flow and hence retail store efficiency. With increasing competition and cost of production, the company is expected to increase the prices of its products to boost the company’s profits.  

Methods of sustaining growth in industries
Setting up a business is relatively easy but sustaining it in a competitive environment is the most challenging thing. Many business organizations, both giants and small ones, have collapsed because of poor sustainable strategies. Nike has managed to maintain its operations for years and continues to grow because it focuses on its mission, has strategized for growth well, is focused on its customers, and takes criticisms positively and learns from its mistakes. The company mission is to inspire all athletes through innovation. As stated by (Wood 2016), Nike does not exist to sell shoes and apparel to athletes but to encourage them to become better and achieve their potential. One of their emblems is “Just Do it.” An encouragement to sportsmen and athletes to do their best. Also, the mission statement defines Nike according to its objective to please customers and encourage employees.
Furthermore, Nike has properly strategized the marketing that has enabled it to have a strong competitive advantage. Nike sustains its growth by participating in charitable sporting events and young talent sponsorship. Nike dominates the shoe industry and market in the athletics and sporting world by organizing all-around sporting activities for all individuals. Nike focuses on the needs of athletes, be it on sports or in dialect; it depends on what the athlete in every sport wants to achieve. Researchers within sports teams with unlike stages are fixed with Nike. These researchers try to look at what the athletes are trying to achieve and then recognize where the specific products may fall by helping them accomplish their objectives. Existence in some products occasionally may not be adequate, and at times absence of products occur due to unsatisfied negated. Unmet needs sometimes help Nike accept their entire collection of skills and the competencies on the highest chances in the marketplace, thus maintaining their mission of 'to bring inspiration and innovation' to the athletes and governing their marketplaces. 
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