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Introduction 
Nike is a multinational corporation that is aimed at developing, manufacturing, designing and global marketing of apparel, footwear, accessories, equipment’s and services. The headquarter of the company is located at Beaverton, in Oregon, found in the Portland metropolitan area. The company is the world largest supplier of apparel and athletic shoes as well as being the major manufacturer of sports equipment. In FY 2012, the company had an excess revenue of US$ 24.1 billion. In the same year, it had employed more than 44,000 employees globally. In 2014, the company’s brand was valued at US$ 19 billion, making it the most valued brand among all the sports corporates. In 2017, the Nike brand was valued at $29.6 billion, an increase of $ 10.6 billion for a period of 3 years.  In this year, 2018, Nike was ranked no. 89 in the 2018 Fortune 500 list in terms of the largest US corporation in terms of total revenue, (Cardani and Oldknow, 2016). 
The company was founded by Bill Bowerman and Phil Knight back in 1964 as Blue-Ribbon Sports, then got its official brand name in 1971. The company sponsors many high profiled athletes across the world as well as sports team globally. The company is recognized due to its trademarks of ‘Just Do It’ as well as the Swoosh logo. 
The company has acquired numerous footwears and apparel corporations over the course of history, though some of these companies have been sold. The first company to be acquired was Cole Haan in 1988, which was an upscale footwear company, the second one being Bauer Hockey back in 1994. Others that followed include Hurley international, Converse, Chuck Taylor All-stars, Starter, and Umbro. In the year 2007, the company thought of refocusing on its main business lines and it began divesting some of its subsidiaries. Some of the companies that were sold include Starter, Bauer Hockey, Umbro, and Cole Haan, all in the 2000s. 
Company mission
The company mission is based on doing everything possible to expand the human potential. Nike does that by generating a groundbreaking sports innovation, making their products more sustainable, nurturing a creative and diverse world-class team as well as making a positive impact on the societies across the globe. The company looks at the world as their community, thus aiming at making the sports move the world, (Sherry, 1998). 
Nike’s vision
The company’s vision is; to carry on their legacy of innovation in creating and developing sports-related products that will help athletes of every level of ability in order to reach their potential. Moreover, Nike is aimed at creating business opportunities that will set Nike to be an outstanding company across the world as well as providing value to their shareholders. 
Company Overview
Nike Inc. is based on producing and manufacturing innovative products and discovering new experiences for athletes across the world. Since 1971, the company was recognized as number one in the entire United States of America has a 50% market share in the athletic market. Nevertheless, together with Wieden Kennedy, the company came up with a various communication way in order to reach customers all over the world and make them aware of the products. Currently, the company has made a wide arrangement of making sure that its products reaches the customers across the world. 
Nike Marketing plan, the company is aimed at making its brand to expand over the other companies. The company adopts a developing technique as a strategy of expanding its brand. When it acquired Umbro, the company become the greatest football maker company in the entire world. Nike is currently the leading manufacturing company of basketball and football in North America and central and Eastern Europe. 
Future orientations
NIKE’s wholesale market is expected to continue constantly and maintain being the key driver for the development. The company is aiming at making its entry to the six most developed geographic areas in North America, Japan, and Western Europe by putting an extra effort in its operation. Moreover, the company is aiming at making its entry to other countries such as China. In order to strengthen the retail vicinity, Nike has set a budget of $500-600 million which is going to make the business and customer business for both retail and wholesale effective. In the future, the company is expected to increase the prices of its products in order to impact and increase the profitability of its products. 
In terms of long-term financial objectives, Nike has the following future orientations that are going to make the company expand and develop in the next 5 years. 
i. Profit increment of 10% annually.
ii. Increase the earnings per share growth per year.
iii. ROI increment of 25%. 
iv. Increase the dividends by 30%.
Market Trends
For years now, the company has been using professional athletes as its product advertising tool in order to increase demand all over the world. This provides a good publicity. Initially, the company was targeting the teenagers but it changed to younger consumers due to stiff competition that it faced from Adidas and Reebok as well as this being a way of expanding its target market. During the recession times, the consumers were willing to fund the company since it had a superiority quality, style and reliability of high degree, (Cameron, 2015). The reason as to why Nike generates higher revenue than its close competitors because of its Slogan, Just Do It and its strong products. Due to change in technology, the company has introduced digital sports and e-commerce in its recent years. This is a good strategy for making the products to be recognized by the young customer. 
It introduces the Nike+ which runs the sensor of collaboration with Apple Inc and fuel products companies in order to personalize the hi-tech experience for the customers. The company has been experiencing a lot of challenges due to trend in fashion change. This makes the company continue experiencing unending sales reduction and increased competition. The company has been doing everything best to fit in a good position in the market as well as making its products to be in accordance with the fashions. 
Consumer behavior
Nike has a well-known brand across the world that uses effective advertisement and word of mouth as a way of sharing positive views with customers as well as their friends and family. The company makes sure that the customer sees the value of their money after buying the products, in terms of experience, quality and makes them have the feeling that they have got what they expected. The consumers have developed an attitude that Nike products makes one feel good and comfortable as well as feeling cool in them. 
However, some consumers feel that Nike overcharges its customers which makes some of them be unable to buy some of its products, this makes them feel that decreasing the prices is going to attract the consumers to buy more of the products. Currently, everybody wants kind of shoes that are going to make their feet feel more comfortable in, protect them and keep them away from injury without higher quality shoes that can harm and injure their feet. Nike influences its consumers in three perspectives which are personal, social, cultural factors. The young athletes can be the future target market for the company. The company has created digital platforms in order to engage with consumers and make the relationship between them better. 
If any organization makes a good rapport with his customers, then they must find the needs and wants of the consumers. Nike has already provided a good relationship with its customers such that when they have an issue or problem they can send email to them and Nike reaches to them in a period of fewer than 24 hours. Thus, this has made the entire customer base globally to have great loyalty to the company. They are still convinced that Nike is the best company in the entire world. Moreover, this has increased the customers purchasing decisions as well as the impacting their behavior towards Nike Products. 
Competition
The major rivals of Nike Inc. are Reebok and Adidas, whose products are not very different from those of Nike, (Masaviru, 2016). The two companies also produce, markets and designs the athletic footwear and apparel. Nike has been using a differentiation strategy has a way of making its products look different from those of close rivals, (Clancy, 2016). Nike always creates consumer brand awareness and has strong power for a long time. It also makes a great market niche. The reason as to why Nike will remain the best among its competitors is his long-lasting and well-designed slogan, ‘Just Do it’. Moreover, the Swoosh symbol is also highly recognized by the target audience. 
SWOT Analysis
Strength
· It’s recognized as number one shoemaker in the entire world.
· It’s a joint venture with Apple.
· Continuous innovation
· Strong distribution channel
· An overwhelming creative and innovative shoe design which enables consumers to design their own shoes through the digital platform. 
· Strong company with diversified products globally.
· It has a strong marketing strategy and supports different products.
Weaknesses
· The sales highly depend on the footwear segment.
· It has a violation history of its workers.
· The workplace conditions are poorly developed. 
· It charges higher prices for its products compared to Adidas and Reebok. 
Opportunities
· It’s capable of developing products for athletes such as jewelry, sunglasses and sport’s wear. 
· It can develop its brand internationally.
· It can sponsor different global market events such as FIFA and Olympics. 
· It can implement the large brand recognition that it has. 
· It can increase demand by introducing and endorsing new fashions in the market. 
Threats
· Any economic fluctuation and recessions can make the company encounter lots of losses. 
· The competition is becoming more and more aggressive emanating from the production of high-quality products.
· Many customers are becoming more sensitive to prices. 
Targeting strategies
In terms of market segmentation, Nike has a good position in the market for athletic wears and apparel. The company creates outstanding products from those of close rivals. The company has an aggressive marketing as a way of making the targeted consumers aware of the products that the company produces. 
Moreover, the company uses another targeting strategy of sponsoring the sports team and celebrities. The company uses psychological tactics to style its products by triumphing with apparel, whereby it wins more customers if the sponsorship is done by athletes or celebrities. 
[bookmark: _GoBack]Moreover, Nike caters for the athlete participants all over the world as well as training different sports activities as a way of satisfying the targeted market. 
Conclusion
In conclusion, Nike has been capable of executing its objectives for many years. As we have seen, Nike has dominated the global market for athletic apparel and footwear since the year 1980. The company has been producing high-quality products, powerful branding and superb marketing techniques which makes it be different from the other competing companies. early in history, the company noticed that the only way to succeed in the industry in terms of profitability is by offering the most advanced products in the market.  However, the company should aim at producing aerobics products and increase marketing communication through the use of social media. 
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