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F{ike's Promotional Mix and Marketing Mix

tke Inc. uses its promotional mix or marketing communications mix to communicate with

lget customers in the global athletic footwear, apparel, and equipment industry' A company

rs marketing communications to promote its business and products, considering the

namics of its target markets. The marketing communications mix is also called promotion,

nich conesponds to the promotion component of the marketing mix or 4Ps

ke Inc.,s marketing rnix (4Ps) cletermines the profitabiiity and growth of the athletic

lo,r.ur, apparel, and equipment bttsiness. In this business case, Nike has a marketing mix

ht involves athletic products. For example, the company specializes in shoes that are

pigned to satisfy the needs of proitssional basketball and lootball athletes. However, these

iodu.t, are marketed to all consumers around the worlcl. for athletic and leisure activities,

llsecl on the specifics of Nike's corporate mission and vision statements. Established in

1,0+. tt,. colnpan), s 4Ps evolve according to the dynamics of Ur: global spot'tillg goods

1',
Ldustry. Such evolution is a critical success factor that enable,s the business to use its

eting mix to respond to market trends and changes that inflpence local, regionai' and

tional market demand lor its products.

-crgh its marketing mix, Nike Inc, strengthens its capabilities to Protectltsits business from

strong force of competition. 'fhe company compotes against various firgrs involved in the

wear, apparei, and athletic equipment markets. For example' the business opelates in the

rnarkets as Adidas, puma, Under Armour. ASICS, anci VF Corporation' The Porter's

Forces analysis of Nike lnc. shoi,r,s that these firms exert a strong competitive fbrce in

industry environment.

's Products (Product Mix)

element of the marketing mix enumerates the organizational outputs offered to target

mers. These outputs are known as the product mix. Nike Inc''s growth comes witl:

s in its product mix. F'or example, the business continues its investment in research

md development to produce new products and enhanced versions of its currettt products'

iginally a distributor of shoes, the company now manuf'actures various shoes' apparel' and

nt for different sports. Based on Nike Inc''s generic strategy and intensive growth



strategies, the business integrates new technorogies into irnto its product lines to improve

product mix: Shoes, Apparel and Equipment and accessories.
shoes are the most popular products from Nike Inc. The business gradually adds

:::i:rl ":r,r '" 
this categorv, For example, the company now offers running shoes,orrvuJ, {shoes' and shoes for a variety of olher sports, including cricl<et. Nike also sells apparel,

as jerseys' shofts, and related products, In adcrition, the company,s product lines inraccessories and equipment, st"tch as golf clubs. l'hese prod'cts are avairabl. ,nd., u nlof the company's brands" including Air.iordan, Hurley. and converse. Based on this elof the marketing mix' Nike expands its product mix to adcrress the needs of its targetand market segments.

The company is a good example of a business that uses clifferent kinds of communicati
its promotion activities' The firm's marketing communications mix is easiiy observaL

i., ,;.;;;;;;, successemphasis on the benefits of effective marketing communications. I' tlfis regard, other lcan learn possible best practices in promotions from this business cdse" Nike,s mark

::::::T:":: :. 
is efrective because c,f the barance it creares b€trween attracringcustomers and keeping existing customers. i' cievel.ping and naintaining its ma

ination 
"t .0"..Ur,ru

selling, direct marketing. sales promotions, and public reldtions. *
This cornbination alows the company to effectively promote rts prooucts and strengthenbrand image' Brand irnage is one of the major business strengths and contributors tocompany's long-term success, as showr in the swoT Anarysis of Nike Inc.

a. Describe about the Nike Inc.,s marketing mix.

(05 Ma



t

Considering this case study as a base, apply the SWOT Analysis to Nike Inc.'s.

(05 Marks)



c' Explain how can Nike Inc. bcost their sares by applying the marketi
mix?



If you are the CEO of Nike lnc. illustrate the strategies that you are going to exercise to

in the world of competition.

(05 Marks)

rline the correct answer in the MCQ

Market share can be increased bv

a. Increasing the number of sales persons

b. Increasing the sales volume

c. Increasing the products

d. Increasing production

(Total20 Marks)

(Marks 02)



The ultimate aim of Marketing is to provide

iir)

a. More production

b. More staff

Which business strategy seems to be good for long run?

a. To increase sales

b. To give more Profit

c. To increase price

d. To increase profit margin

c. More profit

d. More business to the ComPanY

After sales service

Cross-selling

c. SustainabilitY

d. All of the above

Specific goals

Both a and c

c.

d.

,v)

iv) RelationshiP marketing means?

a. Selling to relatives

b. Selling bY relatives

Digital marketing is similar to

a. Online marketing

b. Cold calling

a. MeasurabilitY

b. Easy AccessibilitY

Short term planning focuses on:

a. Functional Plans

b. Long term objectives

c, Web designing

d, Market forcast

Which fuio, is/are responsible for Effective Market Segmentation?

1
T

vi)

vii)
r c.

d.



iii) istheartofobtainingadesiredobjectfromsomeonebyoffering

(Marks 02)

Which 6f the foiiowing information forms available to the marketing manager can

usually be accessed more quickly and cheaply than other information sources?

something in return.

a. Marketing MYoPia

b. Selling

a. Marketing Inteiligence

b. Marketing Research

Pricing to cover variabie costs and

automobile clistributorships that sells

foliowing Pricing objective?

a. current Profit maxirrization

b. Profit quaiitY leadershiP

c. Exchange

d, DeliverY

c. Internal Database

d. Customer Profile (Marks 02)

some fixed costs, as in the case of some

below total costs, is typical of which of the

c. Market share ieadershiP

d. Sun'ival

(Marhs 02)

", (Total20 Mari<s)

A marketing process is a series of steps that aliow organizations to identify customer

problems, analyzemarket opporlunities, and cleate marketing *utbiult to reach the

desired audience.

Illustrate this by a simple model of Marketing Process'

(Marks 05)



b) Marketing is all about creating vaiue for
Marketing process, the company must
marketplace in which it operates.

the customers. So,

fully understand

Describe the value delivery process with suitable example.

I



Differentiate the followings with examples.

'a

a

(NIarks 05)
1

i, Differentiate Latent Demand from Unwholesome demand with aq€xample.

,',.,,'.;

10





i

The digital revolution has placed a whole new set of capabilities in the hands of

consumers and businesses.

Demonstrate the new consumer capabilities with example'

(Marks 05)

(Total20 Marks)

1.2



a)Q4. The Boston Consultihg Group (BCG) growth-share matrix is a planning tool that ur

graphical representations of a company's products and services in an effort to hr

the company decide what it should keep, sell, or invest more in.

Illustrate the BCG growth-share matrix with suitable example.

(Marks0

1F
.$

d

b) A Marketing Intelligence system is a set of procedures and sources managers uselr

obtain everyday information about development in the marketing environment.

Explain the steps to improve the marketing Intelligence.

(Marks05
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1
Explain the term 'Market Research' and iilustrate the 'Market Res6arch Process' with\:
examples.

(Marks 05)

1.4



d) ConsumerBehaviourdealswiththestudyofbuyingbehaviourofconsumers.

Demonstrate the key psychological processes which deals with the

behaviour.
(Marks

I



(Total Marks 20)

Your organization, product or brand can't be all things to all people, This is why you

need to use Analysis (STP Analysis).

Describe the STP Analysis by distinguishing STP citing example of your choice.

(Marks 05)

1
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b) Today, companies

specialized products,

profit margins while

products.

are looking to serve well_defined market
messages, product variants and services, and

segments

to earn s
doing so. In this way they too make mistakes in pricing

Discuss the common pricing mistakes with examples.

j

I

r'

s



Porter's Five Fofces Analysis is an important tool for understanding the forces that

shape competition within an industry.

Apprise Porter's Five Forces Analysis with example.

(Marks 10)
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