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[bookmark: _Toc863992550]Executive summary
Nike is a global sportswear leader, driven by brand equity, innovation and athlete endorsements, while facing competition from Adidas, Under Armour and Puma. 
Nike leverages digital engagement, a robust supply chain and a differentiation strategy to grow through direct-to-consumer sales, sustainable product development, market expansions and digital platforms. Sustainability, including carbon reduction, circular design and ESG transparency, is key to its strategy, enhancing brand value and reducing risks.
This highlights that modern strategic management must integrate financial, environmental and social performance to maintain competitive advantage.

















[bookmark: _Toc1343627398]1. Introduction

[bookmark: _Toc1652117155]1.1 Company Overview
Nike was originally founded in 1964 (Rodini, 2019). Nike operates worldwide, serving customers from everyday consumers to professional athletes and celebrities, as written by Pereira (2024). Nike faces strong competition from equally heavy hitters such as Adidas, Under Armour and Puma and therefore must continue to adapt their strategy (Gupta, 2022).

[bookmark: _Toc1286709202]1.2 Relevance for Strategic Analysis
Operating in a fast changing and highly competitive market, Nike must continuously adapt to evolving customer preferences, technological advances and market trends to maintain their competitive advantage (Goldsmith,2024).  

[bookmark: _Toc668887814]1.3 Key Economic and Strategic Challenges
Nike faces several key economic and strategic challenges such as intense competition from major rivals such as Adidas, Under Armour and New Balance continuous to pressure market share and innovation cycles (Adler, 2024). Nike’s operational efficiency is challenged by supply chain disruptions, rising costs, ethical scrutiny, rapid digital investments and increasing sustainable regulations.



[bookmark: _Toc697322695]2. External Analysis

[bookmark: _Toc221843121]2.1 PESTEL Analysis
[bookmark: _Toc965807865]2.1.1 Political
Trade tensions between the USA and China are still ongoing, this exposes Nike to tariff risks, particularly as China is a key manufacturing hub and also a major consumer market for Nike. Tariffs can both increase production costs and reduce pricing flexibility. According to Hoskins (2025), Nike executives have expressed they would cut reliance on producing goods in China to soften the impact of US trade policies. As explained by Miranda (2025), changes in labour laws, worker protection standards and minimum wages can affect Nike’s supply chain, production costs and profitability. Governments and stock exchanges increasingly mandate environmental, social and governance (ESG) disclosures. Nike must maintain transparent reporting on issues such as labour practices, emissions and sustainability targets to meet investor and regulatory expectations. Nike enhanced their transparency by publishing comprehensive sustainability reports (GrowthMark, 2024).

[bookmark: _Toc495556812]2.1.2 Economic
Inflation increases labour costs, transportation and raw materials. Due to inflation, Apparel (2025) has stated that Nike have adapted price increases in their strategy due to higher production costs. Currency fluctuations can impact revenue and profitability when their earnings are converted into US dollars. For example, Tutor (2024) explains that a stronger dollar can make overseas production cheaper. 

[bookmark: _Toc2120691309]2.1.3 Social
The global shift towards casual and athletic inspired fashion strengthens the demand for Nike products. Growing health awareness has increased the demand for Nike sportswear products, allowing Nike to transform from just performance gear to Nike becoming a lifestyle brand (Persson, 2024). Nike’s brand positioning, as a leader of the sportswear industry, often aligns with current social issues requiring them to manage the correct balance between authenticity and market sensitivity. Hill (2021) writes that these expectations can boost loyalty amongst socially conscious customers but also risks backlash from opposing groups.

[bookmark: _Toc369224522]2.1.4 Technological
The Ecommerce expansion, as described by Freeman (2021), has transformed Nike from a traditional wholesale driven retail brand into a direct-to-consumer digital powerhouse. Additionally, data analytics and digital marketing enable targeted digital campaigns to boost their profitability (Biswas, 2020). 

[bookmark: _Toc1893181072]2.1.5 Environmental
Pressure to reduce their carbon footprint has forced Nike to adapt a sustainability strategy called “Move to Zero”, aiming for zero carbon and zero waste. According to Nike (2019), they aim to reduce their carbon emissions across their global supply chain by 30% by 2030.

[bookmark: _Toc1936722712]2.1.6 Legal
Strict adherence to international labour standards is pivotal to avoid legal and reputational risks. If Nike don’t comply with the labour standards, this could easily damage the brands reputation (Miranda, 2025). Moreover, compliance with environmental laws in multiple jurisdictions does increase the complexity of the operation and will also increase costs. Macro-environmental pressures are heavily increasing sustainability and demands on areas such as digitalisation (Nike, 2019). 

[bookmark: _Toc1624512090]2.2 Porter’s Five Forces
[bookmark: _Toc1679825276]2.2.1. Competitive rivalry 
The competitive rivalry for Nike is seen as very high due to strong competition from other global brands such as Puma, Adidas and Under Armour, as stated by Rowland (2024). These firms all have established brand identities and compete heavily for market share. The rivalry is driven by significant marketing spending, including athlete endorsements and advertising, as well as a continuous need for product innovation. Companies must develop new designs and technologies at a frequent rate to stay competitive. 

[bookmark: _Toc112699960]2.2.2. Threat of new entrants 
The threat of new entrants would be classed as moderate. According to HBR (2023), the brand strength and customer loyalty towards established companies such as Nike make it significantly difficult for new entrants to enter the sportswear market. Economies of scale also creates major barriers. Nike benefits from large-scale production and global distribution. New entrants would struggle to match with this global powerhouse. However, the growth of direct to customer digital brands has made market entry easier through social media and online platforms.

[bookmark: _Toc1272999532]2.2.3. Bargaining power of suppliers 
The bargaining power of suppliers for Nike is moderate because of its reliance on outsourced manufacturing. While Nike can switch suppliers and use their global size to negotiate more favourable terms, switching can be complex and costly. Additionally, there are reputational risks if newer suppliers do not meet sustainability and ethical standards. This limits Nike’s flexibility.

[bookmark: _Toc702152092]2.2.4. Bargaining power of buyers 
The bargaining power of buyers is moderate to high. This is due to consumers having multiple alternatives such as Adidas, Puma and Under Armour, making switching between brands very easy. However, as Garcia (2022) writes, Nike has managed to maintain its prominence and appeal through its effective and consistent marketing strategies. The rise of retailers and online platforms further increases buyer power by allowing customers to compare prices, read reviews and access a wide variety of products instantly. This transparency forces Nike to stay competitive on quality price and innovation. 

[bookmark: _Toc371368578]2.2.5. Threat of substitutes 
The threat of substitutes in the sportswear industry is moderate. One key substitute comes from non-branded or lower cost apparel, which can appeal to price sensitive consumers who are less concerned with brand identity or performance features. Shaw (2023) explains that there is no substitute product available in terms of quality, however there are low-cost options available. Additionally, alternative lifestyle wear, such as casual or fashion focused clothing, can replace the need for sportswear in everyday use. While Nike’s strong brand image, quality and innovation help differentiate its products, the availability of cheaper and more versatile alternatives means that substitutes remain a moderate threat.


[bookmark: _Toc916617644]3. Internal Analysis
[bookmark: _Toc1229796625]3.1 Recourse based view (RBV)
[bookmark: _Toc541899128]3.1.1 Valuable recourses
Nike’s global brand equity enables them to drive premium pricing for products and maintain a loyal customer base. Elite athlete endorsements enhance Nike’s global appeal and credibility. Continuous innovation in technology and product design supports differentiation whilst its global distribution network ensures revenue generation and extensive market reach.

[bookmark: _Toc603328941]3.1.2 Rare
Nike stands out from others due to its deep cultural influence, fashion, blending sport and lifestyle. Their emotional branding creates a strong phycological connection with consumers that very few competitors can replicate to a similar scale.

[bookmark: _Toc1103732398]3.1.3 Inimitable
Nike’s advantages are hard to copy as their brand heritage provides authenticity whilst long term athlete partnerships with individuals such as Michael Jordan creates unique product ecosystems. In addition to this, Nike’s marketing expertise, including global campaigns and digital engagement, relies on accumulated knowledge and creative capability.

[bookmark: _Toc839776103]3.1.4 Organised
Nike’s strong leadership and strategic management ensure clear direction and adaptability. It’s global operations and supply chain management enable scalability, efficiency and responsiveness to market trends.
Nike’s dominance is based on the integration of brand power, innovation, marketing and operations. This alignment across VRIO elements allows Nike to maintain long term leadership and resists the growing competitive pressure from rivals.

[bookmark: _Toc1866205066]3.2 Value chain analysis
[bookmark: _Toc1009033450]3.2.1 Primary activities
Nike uses global sourcing for cost efficiency, outsourced manufacturing to remain flexible and asset-light and a mix of retail and e-commerce for distribution. Their marketing and sales are a major strength, driven by campaigns and endorsements. 

[bookmark: _Toc304494788]3.2.2 Support activities
Nike invests heavily in research and development as well as innovation. They maintain a strong supplier relationship and develop talent through HR management. Nike relies on solid infrastructure and leadership to coordinate global operations. 

[bookmark: _Toc319005577]3.3 SWOT
[bookmark: _Toc970232219]Strengths
Nike’s key strengths are their powerful brand equity. It drives customer loyalty and global recognition. Kumar (2023) states their estimated brand value is over thirty billion dollars. Extensive international presence allows it to reach diverse markets efficiently. Nike’s leadership in innovation, from product design to digital experiences, reinforces its competitive advantage and keeps it at the top of the industry.

[bookmark: _Toc1233442693]Weaknesses
Nike’s dependence on outsourced manufacturing creates vulnerabilities in their supply chain and reputational risks if quality or ethical standards are not met. This potentially would affect consumer trust and brand loyalty. 

[bookmark: _Toc274994087]Opportunities
Nike can expand its presence in emerging markets, tapping into growing consumer demand. Developing sustainable product lines allows Nike to meet increasing environmental expectations, whilst digital personalisation offers enhanced consumer experiences and deeper engagement with their products.

[bookmark: _Toc1085801883]Threats
Nike faces intense competition from global and local sportswear brands. Alongside this, counterfeit products can damage brand reputation. In addition, sustainability regulations require ongoing adaptation of Nike’s operations and supply chain. 

[bookmark: _Toc1280710481]TOWS Discussion
Nike can leverage its strong brand to drive growth in sustainable product innovation this will strengthen both their marketing position and ESG credentials. Additionally, the company can reduce supply chain risks by exploring vertical integration or diversifying suppliers. This will enhance Nike’s resilience and protecting its reputation.

[bookmark: _Toc1775114591]4. Strategy Formulation & Competitive Positioning

[bookmark: _Toc56054012]4.1 Strategy Clock
Within Bowman’s strategy clock, Nike is best positioned in the differentiation and hybrid zones. The brand does not compete primarily on low price, instead it emphasises innovation, performance and emotional branding to justify premium pricing. Through continuous investment in research and development, such as advanced materials, digital integration and athlete driven design, Nike creates products that stand out in both functionality and style.
Nike’s differentiation strategy is reinforced by powerful endorsements and marketing, partnering with global athletes such as Serna Williams elevating Nike’s brand perception and creates a sense of exclusivity and aspiration (Kausar, 2025). 
At the same time, Nike incorporates elements of a hybrid strategy by offering a wide product range at different price levels. Whilst their flagship products, such as high-performance running shoes, are premium priced, it also provides more accessible lines to appeal to broader market segments. This balance enables Nike to capture both value conscious and performance driven consumers without diluting its brand equity.
Its direct-to-consumer model and digital eco system further strengthen competitive positioning by enhancing customer engagement and margins. Overall, Nike’s placement on the strategy clock reflects a deliberate focus on high perceived value, supported with both branding and innovation, rather than cost leadership.

[bookmark: _Toc133934527]4.2 Ansoff's matrix
Applying Ansoff Matrix to Nike shows a balanced growth approach across all four strategies. Market penetration demonstrates how Nike is expanding sales through e-commerce and apps, increasing customer engagement and margins. Additionally, focus on product development and innovation including sustainable materials such as recycled polyester emphasises their environmental conscious decisions. Developing the market is also essential for access to new customers with the goal of expansions into high growth regions such as Asia. Moreover, Nike has diversified their product range from physical products digital platforms like Nike training club and Nike run club creating an ecosystem that integrates fitness and community. Overall, Nike demonstrates a strategic balance between consolidating existing markets and pursuing innovative growth opportunities, ensuring resilience in a highly competitive global industry.












[bookmark: _Toc33842385]5. Sustainability & Strategic Recommendations
[bookmark: _Toc364677509]5.1 Current sustainability initiatives
Nike integrates sustainability into its core strategy through carbon reduction targets, increased use of recycled materials like polyester, and efforts to lower supply chain emissions. As explained by Downes (2024). It also promotes a circular design approach focused on durability, reuse, and waste reduction, supported by product redesign initiatives and recycling.

[bookmark: _Toc2122140715]5.2 Strategic Implications
Nike’s sustainability initiatives enhance brand equity and strengthen competitive advantage by appealing to environmentally conscious consumers and reinforcing its premium positioning. Strong ESG performance also meets rising investor expectations, particularly from institutions prioritising responsible and ethical business practices. These efforts help reduce regulatory risk and potential supply chain disruptions. By proactively addressing emissions, sustainable materials and labour standards, Nike lowers compliance costs whilst protecting its reputation.

[bookmark: _Toc395857786]5.3 Strategic Recommendations
To build on its current progress, Nike should strengthen sustainable supply chain transparency through blockchain enabled traceability systems and stricter supplier audits. This would improve visibility across tiers and reinforce ethical sourcing claims. 
[bookmark: _Int_R4i4Frla]Expanding the circular economy model is also critical. Scaling product take back schemes, alongside repair and resale programs, would extend product lifecycles and reduce waste while opening new revenue streams.
Nike should also increase vertical integration in key markets to reduce geopolitical and supply chain risks. This will improve operational control and responsiveness. Finally, Nike’s internationalisation strategy should prioritise high growth emerging markets, adapting pricing and product offerings to local income levels. This balanced approach would enable sustainable global expansion whilst maintain brand strength.















[bookmark: _Toc1566719707]6. Conclusion
Nike holds a strong competitive position. It's driven by differentiation strategy that is heavily focused on innovation, performance and brand strength. Sustainability has become a core strategic priority, enhancing brand value and meeting consumer and investor expectations. 
Nike’s long-term success depends on balancing profitability, continuous innovation and ESG responsibility. Overall, modern strategic management requires integrating financial performance with environmental and social sustainability to maintain completive advantage.
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