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Nature of the Industry
The sports industry focuses on products that enhance involvement in games. For the past five years, the industry has been facing changes in the growth or decline of other sports companies; posing a great competition rate in the industry.

Pros, Cons, And Risks Associated with Nike’s Core Marketing Strategy
Nike’s core marketing strategy is through marketing segmentation whereby all its products and services are mainly for sports personnel or individuals planning to carry out a certain physical activity. 

The advantages of this strategy are that the company is able to greatly focus on its products, thus quality is gained. As most of the sports-wear consumers are interested in quality, the products gain a large market. Secondly, market segmentation makes Nike have a competitive advantage over other companies involved in the sports industry. This is because by focusing on one product, customers develop loyalty towards your brand (Venter, Wright & Dibb, 2015). Lastly, marketing segmentation has an advantage of easy market expansion. The company is well acquainted with the various needs and desires of customers over a wide area. Thus, venturing into the market is not difficult. 

The disadvantages of this strategy are that first, the sports industry is quite small and limited. Had the company used other strategies over a number of markets, its market may be wider and thus increased turnover. Besides, there are other many brands in the industry that pose great competition to the products and services of the Nike Company thus reducing the profits obtained by the company. 

The risk of marketing segmentation as a marketing strategy for Nike Company is that in case an upcoming company gains power as the market leader, its products and services will be out of demand bringing about great losses to the company. 

Creation of a Strong Customer Relationship with the Target Market
The two main strategies used by Nike Company to create a strong relationship with its customers are the use of sports superstars and authentication of its brand depending on the country of sale. With the use of athlete and basketball stars, customers desire to wear products associated with success thus increased loyalty (Kotabe & Helsen, 2014). Brand authentication makes customers feel that their personal desires are met by a product thus customer loyalty.

Analysis of Competitors
The three top competitors of Nike are Adidas, H&M and Zara sports companies. Their advantage with respect to product and service development is that they have helped Nike build its reassurance. The fact that customers have a wide variety of products from different brands to choose from and they chose Nike, reassures the company that their products are meeting customer needs. Secondly, the competitors have helped customers to identify with Nike products easily. Customers are aware of various brands, their strengths and weaknesses thus enabling easy familiarization. 

The disadvantage of the existence of these competitors is that they negatively influence the market price of Nike products. Customers often prefer a lower product market price. As the quality of different brands is different, Nike has to consider the market price of its competitors when setting up its price. 

Next Steps of Competitors and Proposed Combating Strategies for Nike Company

Despite Nike being the market leader in the sports industry, its competitors have plans to regain the lead of the market. Part of their strategies includes increasing their marketing and demand creation activities, engaging in product launches as well as changing the designs of their products (Leeds & Von Allmen, 2016). Nike Company can combat these plans by equally adapting the strategies while ensuring that the quality of the products is retained or rather improved. Moreover, Nike can engage in intensive market research before major games to identify the needs of their customers and design products that effectively meet them. This will help them retain their position as market leader in the sports industry.
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