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The following report will analyse the external as well as internal business environment of Nike and the challenges that have been faced by Nike due to this change in the competitive marketplace. The challenges include digitalisation, increasing brand awareness, rising customer expectations, managing the reputation of the company, and many more issues. The report will also focus on the globalisation of the sportswear industry, the strategies, targeting, positioning, and branding of the company. The report states the value proposition as well as the marketing strategies that are followed for achieving a better and more sustainable competitive advantage by the brand.
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Company Overview
Nike is an American multinational corporation that designs and manufactures sportswear including footwear as well as clothing materials. Nike as a brand was established in 1964 and was formerly known as the Blue-Ribbon Sportswear Company with its headquarters in Beaverton, Oregon in the United States of America (Nike, 2022). The owner of Nike, Phil Knight established the brand with a vision of doing everything which is possible to do for the expansion of human potential. Nike is the world’s biggest supplier of athletic shoes and the major manufacturer of sports equipment. The company employs more the 45,000 individuals globally and in 2014 it was valued at up to $19 billion for manufacturing the best sportswear (Nike, 2022). The mission of the brand is to innovate such products for athletes for aiding in better performance and reducing the risk of injuries among athletes. Apart from promoting and marketing its own brand Nike has also collaborated with other brands and is selling its products under those brands also such as Nike+, Nike Golf, Air Jordan, and many more such brands. The aim of Nike is to bring innovation as well as inspiration to each and every athlete in the world and provide them with the best products possible (Nike, 2022).
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External Environmental analysis of Nike
The external environment of an organisation consists of factors that are outside the organisation but affect it in some or the other way such as political factors, bargaining powers of the consumers, and many more factors (Rizescu and Tileag, 2016).
	PESTEL
	Factors
	Justification

	Political
	· Stability of the government
· Changes in the laws and regulations
· Political issues in various countries
	A business can be successful if the political environment has political stability. Different laws and regulations of the company affect the sales of the company because the revenue of the imported goods might increase due to political instability in a country that will directly affect the industry (Eyada, 2020).

	Economic
	· Stable financial resources
· Market crashes
· Rise in the production cost
	The industry has an ample amount of capital and targets consumers that are financially stable to buy the products to maintain its sales globally (Nica, et al, 2021). Due to the increase in the cost of the raw materials used in the manufacturing of the product the sportswear industry has been facing major issues as the price of the product increased and the sale started to decrease.

	Social
	· Health-conscious consumers
· Work stress of the consumers
	These social factors help the sportswear industry to spread brand awareness and convince the consumers across the world about the positive changes in the industry that are in favour of the consumers (Distelhorst, et al., 2017).

	Technological
	· Using ultra-modern technology for manufacturing
· Use of social media
	Technological advancements have helped the industry to produce products in less time and with more efficiency as well as help in marketing and promoting the products innovated (Rodrigues, et al, 2021). 

	Environmental
	· Production of ecological and environment-friendly products
	The production houses of the industry pollute the air and water bodies drastically but now they are trying to produce the products with such innovation that the environment does not get affected at all (Hofer, 2020). 

	Legal
	· Tax evasions of the products 
·  The news of false discounts
	The legal factors affect the industry as different countries have different legal regulations about the taxation of products and discounts on them (Oviedo, 2022).
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	Forces
	Degree
	Justification

	Competitive rivalry
	High
	The competition in the footwear industry is fierce and the competitive brands in the industry are highly aggressive. Therefore, the competitive rivalry is very high in the sportswear industry.

	Bargaining power of consumers
	Moderate
	The sportswear industry has targeted financially stable individuals who do not necessarily bargain the prices of the products they are buying. Therefore, the bargaining power of the consumers is moderate.

	Bargaining power of suppliers
	Low
	The bargaining powers of the suppliers is very low as the industry is not dependent much on the suppliers and is self-dependent about the distribution of its products.

	Threat of substitutes
	Moderate
	Due to the fierce competition and every industry trying to enter the sportswear industry, the threat that consumers are going to find substitute products is also there at some moderate levels.

	Threat of new entrants
	Low
	Although new brands are day by day entering in the sportswear industry, the threat because of these new entries is comparatively low because the old brands have already set a positive reputation in the minds of the consumers, which the new industries will take time to establish. That is why this is a big positive sign that the sportswear industry does not have a threat of new entrants.
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The internal environment of Nike includes its investors, employees, managers and many more assets that are present inside the organisation and affect it. 
SWOT analysis of Nike
	Strengths
· Strong brand reputation
· High consumer base
· Aims for sustainability
· Low manufacturing cost of the products
· Strong brand awareness and value of the brand (Meng, et al, 2021)
	Weaknesses
· Dependent on the markets of the USA
· Poor condition of labour in other countries
· Lack of diversification in the products
· Strong hold on the profits by the retailers (Li,2022).

	Opportunities
· Emergence of new markets globally
· Innovating new products
· Cutting ties with big retailers of the brand
· Developing consumer-direct strategies (Savic,2019).
	Threats
· Disputes related to patents of the products and the ideas of innovation
· Increased competitors in the business environment
· Tension of trading the goods from one country to another
· Risks for the exchange of currency in various countries (Zhu, 2022).
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Segmentation, Targeting, and Positioning of Nike
	Segmentation
	Targeting

	Demographic
	· The brand targets a group of individuals that are 15-55 years old.
· Men, women, as well as kids
· The groups which are financially stable
· The groups that are very enthusiastic about sports or are athletes.

	Geographic
	· The brand targets all the areas such as both urban and rural.
· All the international locations that have sports enthusiastic individuals.

	Psychographic
	· The brand targets to improve the lifestyle, personality, interest in sports activities, the suggestion about the sports of the individuals and the interest of the individuals about the sportswear industry.

	Behavioural
	· Nike focuses on the frequency at which the products of the brand are sold as well as the loyalty of the consumers that whether the consumers that buy the product once stay connected as the consumers with the brand or not
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Nike has positioned the brand very effectively as a market leader in the industry of sportswear that provides innovative and premium quality technology manufactured goods. The brand has strongly printed a strong belief in the consumer’s minds that the company sells the best quality products at a moderate price. The following positioning map is an assessment of the position of Nike in the minds of its consumers.
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The 4 Ps of marketing in Nike
Product- Athletic shoes are the most popular products of Nike and the marketing strategy has been gradually increasing and strengthening the product mix of Nike. For instance, Nike sells jerseys, shorts and other products also related to sportswear, but the shoes have been the most successful and affordable mix that has lines up the sales and revenues of the company in the sportswear industry.
Place- Retail stores are the most common places that are used by consumers to buy the products of the brand. Keeping this in mind, Nike has considered control on the distribution of its products, especially through the outline stores as well as the online retail outlets making a contribution to the vast and quick distribution of the products of brand.
Promotion- Nike has adopted many marketing mix strategies to promote and advertise its products globally on a vast level. The company has started promoting its brand on different platforms of social media and other digital platforms.
Price- Nike follows both the value-based as well as premium pricing strategies for all the categories of consumers that come for buying products of the brand. The company enjoys higher profit margins as both middle-class and high-class consumers can buy the products because of its pricing.
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Conclusion
The report has critically analysed the internal as well as the external business environment of Nike as a brand with the help of various models such as the PESTEL analysis, Porter’s Five Forces Model, SWOT analysis, Segmentation, Targeting, Positioning, 4P’S of the Marketing Mix which includes the Products, Price, Place and the Promotion of the products of the brand. All these frameworks have clearly stated all the strategies that are being used by Nike to promote its products and services in the field of sportswear. 
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