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1. [bookmark: _Toc520830192]Executive Summary
For any company operating in the 21st-century economy, targeting a specific market has become a basic requirement. All the processes, from market research, product design and product sales, will require any company to target and meet the requirements of a particular population. Information has become readily available and the markets highly competitive it would be prudent for any company with the objective of leading the market to ensure that they are conversant with the people and the environment that they intended to deal with. One of the popular company that has successfully engaged the idea of market segmentation and targeting a specific market is Nike (Emeghara, 2017). Nike is a multinational company based in the United States that deal with the manufacturer, marketing, and distribution of footwear, apparel, accessories, and services. Established in the mid-sixties, Nike has established itself as one of the leading sportswear manufacturing company by employing a well-structured marketing campaign that deals with a specific target market. Therefore, this report provides a comprehensive review of Nike's market analysis including the consumer behavior that influences its loyal customers.

2. [bookmark: _Toc520830193]Target Market Analysis
Being a footwear and sports apparel manufacturing company, Nike mostly uses famous athletes for marketing its products. This approach provides is the general overview of the marketing strategies. So, to understand the target market which Nike use to sell most of its products there are four aspects that need to be reviewed these includes, the size of the market, demographics, education, age, income, and gender (Emeghara, 2017). Also, not all the products manufactured by Nike are used by athletes exclusively. There are other products produced by Nike which targets the population that does not engage in athletic activities.
[bookmark: _Toc520830194]Sports Wear
Having been founded to produce sportswear products, Nike invests a lot of its resources in researching about what is required for specific sports. In this case, Nike produces different products for soccer, football, baseball, golf, basketball, rugby and so on. For each of such sporting activities, there are different requirements needed when producing footwear or apparel use the sports. For example, soccer cleats and basketball shoes are used for different physical activities. The soles of soccer cleats are studded because the game is played on a lawn while the soles of the basketball shoes are made of rubber because the game is played on a smooth court. Nike works to provide the best item for each sport.
According to a report about the marketing plans of Nike by Brohi, Prithiani, Abbas, Bhutto, and Chawla (2016), the demand for sportswear is very high and the market also competitive. Brohi et al. (2016), noted that Nike’s strategy to meet the demands of its market and fight of competition is through customization of its products to meet the requirements of a specific population. Therefore, Nike engages in sponsoring various sporting activities and sporting institutions for easy connection with its clients. To sum up, Nike works to offer sportswear and sports equipment for specific sports and athletes to ensure that the necessities are met. For example, Nike soccer superstars Cristiano Ronaldo and Neymar Jr. are not just signed as brand ambassadors but as a specimen for experimenting on the needs of a soccer player.
[bookmark: _Toc520830195]Other Products
However, when it comes to the target market including people that do not use sports products, the target market analysis is completely different. While Nike works with athletes to ensure that the products that they design enhance functionality in sports, other products do not require such aspects. Therefore, Nike uses attributes such as age gender occupation and income when designing their products (Emeghara, 2017). Such a phenomenon is evident with Nike products that's target celebrities and people of high-income while other products target regular customers. Out of the mini products manufactured by Nike one outstanding product, the Nike Air Jordan has become a popular product among both celebrities and other regular customers (Davis, 2016). The product was started as a customized design for NBA superstar Michael Jordan but ended up being a fashion icon among the young generation. Nike has also partnered with other celebrities like Kanye West and produced the Nike Yeezy's which target the younger generation and celebrities.
In terms of age, the target market for Nike is between the ages of 15 to 55 years. However, Nike products are usually associated with the younger generation between the ages of 15 to 35 years old. Through the 'just do it' campaign that was started in the late eighties, Nike has been able to establish itself as a premium and trendy product among the youths (Peters, 2009). On geographical coverage, it is most popular in the United States, South Pacific Asia, Europe, and Africa. The company also plans to extend its reach to other countries such as China Japan and South America. In Europe, Nike associated itself with many soccer clubs including Chelsea Manchester City Barcelona and many other European soccer giants. In America, Nike is the most popular among the basketball teams (Peters, 2009).

3. [bookmark: _Toc520830196]Consumer Behavior
	Consumer behavior involves the study of a group of individual, an individual or an organization and the activities associated with the purchasing or the disposal of goods and services. Consumer behavior tends to analyze how the characteristic of a human being plays a significant role in influencing how he or she consumes specific products in the market (Peters, 2009). In the case of Nike, consumer behavior analysis will engage the various aspects of personal aspects of a Nike customer that influences their decision when considering to acquire a Nike product (Davis, 2016). Consumer behavior as a marketing tool is also used by Nike to influence the market. Such behaviors involve the psychological, sociological and ethnological aspects of human beings.
[bookmark: _Toc520830197]Personality
The personality of an individual may be built from his or her character traits, the lifestyle in that they live or the psychological character of an individual. An individual's character traits or psychological behavior influences most of the activities that they conduct including their consumption behavior (Nike News, 2010). As a high-end market product, Nike attracts individuals with high esteem and self-belief. Such character may be built from the competitive nature of sporting activities or even the fact that Nike produces high-quality products. One of the objectives of the designing product is to enhance the performance of the athletes that use it. In this case, there is a sense of self-believe every time an athlete wears any Nike products. For this reason, Nike found a way to influence the personality of the athletes who use its products.
[bookmark: _Toc520830198]

Perception
The perception of consumers on a product is built on the previous information that they had about the product. This information may have been acquired from other people or experiences that a consumer had with the particular product. Nike products are perceived to be of premium quality and used only by the best athletes and sportspeople (Nike News, 2010). This perception has been built by the fact that Nike products are of superior quality as compared to other products in the market. Also, the point of view of the general public on Nike products has been built by years of intense marketing and branding. Ever since its establishment, Nike engages in the thorough marketing campaign for its products and its association with successful athletes and sportspeople
[bookmark: _Toc520830199]Involvement
With the high price quotations of Nike products, the idea of risk emerges when one wants to consider buying such products. In consumer behavior, the idea of risk manifests itself as in different ways. The first risk, in this case, is the financial risk. Financial risk involves analyzing whether one will incur a substantial loss when they acquire such products. Many loyal customers consider it a negligible financial risk when acquiring search products (Peters, 2009). Another aspect of risk is a performance risk. Before consumers buy any products they evaluate whether they will achieve their expectations of what they have spent their money on. Most of the Nike product produced for athletes are considered high-performance products. To ensure high-performance, Nike outlets work with their clients to produce customized products that meet the needs of the customers.
[bookmark: _Toc520830200]Motivation
Motivation as a consumer behavior defines the specific aspects of the products that will influence the buyer to buy the merchandize. The consumer has to be convinced that the products they are about to buy will satisfy their needs (Peters, 2009). To ensure that the specific needs of its clients are met. Nike works with different athletes from different sports to address all their needs to satisfactory. Nike stores have consumer care units that work with its clients to manufacture custom fit products according to the personal interests (Davis, 2016). By, finding a way to deliver products according to what the client wants, Nike has cemented its status a high quality and flexible company. These attributes encourage more people, especially athletes, to consider buying Nike products
[bookmark: _Toc520830201]Values
Consumer value products depending on the importance of the products. For an athlete, a product that enhances his or her performance and provides more safety is the most essential. Most sporting activities expose the athletes to injuries that may compromise their carrier. The most efficient footwear should guarantee safety, comfort and enhance the performance of the athlete (Nike News, 2010). Athletes that use products from Nike consider them a contributing factor to their success. Such success has been achieved through close partnership with Nike to provide products that help them breed success. Compared to other products on the market, items from Nike have a good reputation among its customers who consider them very important.
[bookmark: _Toc520830202]Self-concept
	The idea of self-concepts is the self-image of an individual. A consumer’s decision in buying of products is also influenced by how they view themselves when they use a specific merchandise. For example, how does wearing a Nike Airmax makes one feel about him or herself? An individual that buy Nike products holds themselves in high esteem (Davis, 2016). This sense of self-belief is built on the fact that merchandises from Nike are associated with popular people. Also, self-concept may be built by the social status that an individual occupies.
[bookmark: _Toc520830203]Attitude
The attitude of a consumer towards a products plays a crucial part in influencing their consideration of using the merchandize. Attitude may develop as an irrational perception or even influence from other consumers. As a high-end product in the market, products from Nike are generally received with good attitude by the market (Davis, 2016). The positive attitude has been built on the consistency showcased by the company in the production of high-quality products. Ever since the entry of the company into the market. It has consistently released high-quality products with the latest technology. For this reason, Nike stands out as a dominant force in the production of sportswear.
[bookmark: _Toc520830204]Decision Making Process
	Two consumer decision styles can be used to explain the behavior of Nike consumers. The first decision-making process is quality consciousness. Nike deals in a field where quality matters to the consumers. The quality of a soccer cleat or basketball shoes determines the performance and the safety of the user. Poor quality products may result in the formation of a blister or serious injuries to an athlete (Nike News, 2010). For this reason, most sports people would prefer high-quality products. The second decision-making process involves the brand-conscious consumers. These consumers are moved by big brand names when buying products. Such a phenomenon is typical of the Nike customers who consider it a superior brand.
[bookmark: _Toc520830205]Group Influence
The social context around an individual with influence the type of product that they consume. This phenomenon is common among young consumers who are easily attracted to what their peers consider trendy. Nike found a way to use this advantage as a tool for marketing its products. Shoes such as the Nike Airmax and Nike Airforce has become a popular culture worn by many youths from urban areas (Davis, 2016). The popularity of such products will influence any teenage to consider buying products that other people of his or her peer have. It is for the same reason that Nike targets the young generation who are fascinated by a popular culture. According to Brohi et al. (2016), the popularity of Nike products among America youths is now a culture, not just a commodity.


4. [bookmark: _Toc520830206]Marketing Strategy
The overall marketing strategy of Nike Company has been summarized in the company's marketing objectives. The first two marketing objectives include, to increased market communication strategy and to produce higher quality for low price goods (Davis, 2016). Other marketing objectives include enhance the production of sustainable products around the globe and broaden marketing strategies that will ensure a wide range of products are developed. For the marketing strategy, it is evident that Nike prioritizes the satisfaction of its loyal customers and also targets to attract the lower end market (Marketing strategy of Nike, n.d.). Furthermore, Nike also focuses on building its future on innovations and exploring different positions in the market. To achieve these objectives, Nike uses four Market mix strategy, products, pricing place, and promotion (Bhasin, 2018).
[bookmark: _Toc520830207]Products
Nike offers a wide range of products including footwear apparel and sporting equipment. Currently, Nike footwear at the most commonly produced where different footwear are produced for different sports. For example, Nike Mercurial is a soccer cleat used by soccer players while Nike Air Jordan XX3 is a basketball shoe for basketball players (Nike News, 2010). There are thousands of varieties of products designed to be used for specific sporting activity and also casual wear. Nike also produces clothing for sports including tennis, golf, basketball, baseball, football, soccer, among other sports. Nike also teamed up with Apple to produce a footwear, called Nike +Apple, which is built with a performance tracker to monitor the activity of the applicant who uses it (Bhasin, 2018).
[bookmark: _Toc520830208]Pricing Place
Since Nike is involved in the production of high-quality products, most of its products are made for celebrities and sportspeople. However, the company has a properly structured its production to ensure that high-end premium products are produced. The Nike products are expensive than other products in the market, the general idea of pricing in Nike to fight competitors that produce low-quality products for cheaper prices (Bhasin, 2018). A statement from the head of marketing published in Nike Inc. (2016) highlighted the importance of having a product that sets itself aside regarding quality.
[bookmark: _Toc520830209]Place/Distribution
Nike products are distributed across the globe by giant retail brands and Nike stores. There are over 20,000 Nike retail accounts distributed across 200 countries (Rourke, 2006). The international Nike market is made up of several distributors, licenses, and subsidies responsible for the sales of Nike products. Also, there are several production plants of Nike products across the world and in Asia. Apart from other external retailers, Nike has specialized outlets which the use for selling their products (Bhasin, 2018). Search specific outlets include Nike town shops found in big cities in countries, flagship stores and big retail discount shops.
[bookmark: _Toc520830210]Promotion
Being a global giant in sportswear production, Nike intensively carries its product promotion through different approaches. The most popular approach is going out advertisement using popular sports celebrities like Cristiano Ronaldo, LeBron James, tiger woods, Serena Williams among others. These celebrities among others are also used as brand ambassadors in different countries and regions. Nike also uses advertisement and sales promotion as a marketing strategy for its products. Such promotion includes engaging local dealers by offering sales discounts and releasing television advertisement during commercial breaks of sports programs. The final promotion strategy used is public relations and the use of social media marketing (Bhasin, 2018). Nike participates in different charity campaigns and has a vast network of social media operators to engage the customers

5. [bookmark: _Toc520830211]Conclusion and Recommendation
In conclusion, for Nike to establish itself as the leading force in the production of sportswear and equipment, understanding of the consumer behaviors has at the center of its growth. Nike has a deep understanding of the need of its consumers and how to satisfy their needs. Some of the aspects it has engaged in its marketing strategy is specifying a specific target market. The target market, in this case, includes athletes and the young generation. Nike has also mastered how to use consumer behavior in building brand loyalty and production of high-quality products. Also, Nike engages effective marketing strategies to fight its competition (Nike News, 2010). The company has diversified its products to meet the needs of many customers. The company uses the influence of big athletes in marketing its products which makes it elusive in competition. Therefore, I recommend marking a target market, understanding consumer behavior and effective marketing strategy essential to the success of any company. If such aspects are properly blended into the operations of the marketing department of any organizations, quality results will be the ultimate outcome.
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