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[bookmark: _Toc225304451]1. Introduction
This report is a critical analysis of the macro marketing environment as a major aspect of strategic marketing management by comparing Nike as an innovator and Anta Sports as an imitator in the world sportswear/athleisure market. The industry is both commercially appealing and very competitive and the business is growing in an innovative and digital retail systems and evolving consumer lifestyles. Evidence in the industry shows that the sporting goods market is likely to grow by approximately 6 per cent every year between 2024 and 2029, whereas sportswear is likely to perform better than the overall fashion market in both Western and Chinese markets, which demonstrates the strategic value of this industry and the adequacy of China as the main market of Anta (McKinsey and Company and World Federation of the Sporting Goods Industry, 2025).
The comparison can be most fruitful when it concerns particular product and customer segments but not the general company-wide assertions. In the case of Nike, the most relevant segments are performance running footwear and the Jordan brand ecosystem; in the case of Anta Sports, the ANTA brand to mass-performance consumers and FILA to premium fashion-sports consumers in China (ANTA Sports Products Limited, 2025a). Based on this, the report concentrates on both the technological and socio-cultural forces and analyses the reaction of each firm in Porters Generic Strategies (CIPD, 2025).
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[bookmark: _Toc225304453]2.1 Macro Marketing Environment
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Figure 1: PESTLE Analysis (Source: Zindros and Afroditi, 2024)
The PESTLE framework is a strategic tool employed to examine external environment in six dimensions: political, economic, socio-cultural, technological, legal and environmental factors. The usefulness of marketing management in this context is that it assists firms to recognize the external opportunities and threats before they can have significant impacts on sales, channels or competitive position. PESTLE is particularly helpful in dynamic consumer markets since it connects environmental change to strategic decisions instead of considering market changes as one-off events as shown in Figure 1 (Zindros and Afroditi, 2024). In this report, it offers a suitable framework to evaluate the impact of external forces on Nike and Anta Sports in the sportswear/athleisure sector (CIPD, 2025).
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Figure 2: Global Sportswear Market (Source: Market.us, 2024)
The two most strategic dimensions are technological and socio-cultural factors within this broader scope. This is evidenced by Figure 3 that indicates that the global sportswear market is expected to rise to US855.3 billion by 2033, with footwear taking the highest percentage. This puts technological capability at the heart of competition, as market expansion is being increasingly seized with digital retail, data-driven consumer interaction and product innovation in footwear-led sectors, not by mere broad brand presence (Market.us, 2024).
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Figure 3: Active lifestyle as a socio-cultural demand driver (Source: McKinsey & Company and World Federation of the Sporting Goods Industry, 2025)
The socio-cultural aspect is also significant as the active lifestyles, orientation to wellness, and the normalisation of athleisure have increasingly influenced demand in sportswear. Figure 2 indicates that 84 percent of active respondents are exercising as much as or more than they exercised 12 months prior. This trend is strategic in that it favors the demand of particular product ecosystems, including Nike performance running and Jordan product segment and ANTA and FILA product offerings of mass-performance and high-end lifestyle customers in China. These two macro forces are thus the most applicable when it comes to comparing the way the pioneer and follower establish competitive advantage in this industry (McKinsey and Company and World Federation of the Sporting Goods Industry, 2025).
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[bookmark: _Toc225304455]2.2.1 Impact on the Pioneer Organisation
In the case of Nike, technological change forms an opportunity and a threat as its competitive edge lies in digitally-enabled differentiation within particular product eco systems and not in brand scale itself. The most apparent opportunity is in performance running shoes and the Jordan ecosystem. Vaporfly and Alphafly products reinforce Nike with performance runners, SNKRS and Nike Membership enhance access, exclusivity and data capture with sneaker fans and high-end purchasers. This is important since Nike FY2025 revenues were still highly divided into high-value products such as US23.216 billion in men, US9.719 billion in women, and US7.270 billion in Jordan Brand (NIKE, Inc., 2025). Technology however, also puts pressure. Nike said that NIKE Brand footwear revenues declined by 11% on a currency-neutral basis in FY2025, and digital sales declined in major markets, demonstrating that tech-advanced customers can swiftly discipline poor product movement or digital performance (NIKE, Inc., 2025). The implication here is that technology helps Nike maintain its first-mover advantage based on data, innovation and premium positioning, but it also increases the cost and demands of continuous digital and product renewal, which can undermine advantage when operations miss (Wessel et al., 2025).
[bookmark: _Toc225304456]2.2.2 Impact on the Follower Organisation
In the case of Anta Sports, technological change is more a catch-up chance. It builds ANTA brand among mass-performance consumers in running and basketball, and enhances FILA omnichannel effectiveness among premium urban lifestyle purchasers in China. Anta e-commerce revenue increased by 21.8% in 2024 and contributed 35.1% to group revenue, and group R&D expenditure was approximately RMB2 billion, which favored quicker product development and retail responsiveness ( ANTA Sports Products Limited, 2025a). This indicates that technology enhances the flexibility of Anta better than the symbolism of the brand Nike. However, the risk is that digital efficiency in itself is not a sustainable global differentiation. Anta is still more reliant on domestic platform strength and local execution, which is relatively more susceptible when technology-driven convenience is not corresponding with internationally recognised product prestige. Therefore, technology enhances the market position of Anta in China, but the competitive benefits are more regionally focused than those of Nike (Goworek and McGoldrick, 2024).
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In the case of Nike, the socio-cultural change is a significant opportunity because sportswear is purchased not only to do something but also to show identity, status and lifestyle. Utilitarian, hedonic and symbolic benefits all affect both the intention to purchase and the willingness to pay in sportswear markets, and this fact explains why the performance running footwear lines like Pegasus, Vaporfly and Alphafly and the Jordan ecosystem remain strategically strong among runners, basketball consumers, and sneaker enthusiasts (Vizcaino and Kettunen, 2023). This has become more cemented with active lifestyles being increasingly ingrained in daily consumption: 84% of active consumers indicate engaging in exercise as much or more frequently than they did one year ago, which has bolstered performance footwear and women training product demand over more casual fashion products (McKinsey & Company and World Federation of the Sporting Goods Industry, 2025). The risk though is that Nike has been functioning within much more observable symbolic categories, therefore they have a greater level of scrutiny on cultural authenticity, inclusivity and alignment of values. Socio-cultural advantage thus supports Nike in maintaining premium differentiation, although it raises reputational risk in the case of brand meaning and consumer expectations mismatch.
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Figure 4: Chinese Sportswear Brand Anta Way Ahead on DTC Sales (Source: Statista, 2026)
Socio-cultural change presents an even more localised opportunity to Anta Sports. An increasing health consciousness, daily athleisure and greater sensitivity to local brands favour ANTA brand against value-conscious mass performance consumers, and FILA China against fashion-sport demand premium urban consumers.
Figure 4 is a channel measure but also shows the fit of Anta to modern Chinese purchasing behaviour: direct-to-consumer share was 92% in 2025, significantly surpassing Nike (42%), which would allow the company to align more with the local preference to pursue local shopping experience along brand-managed and social shopping paths (Statista, 2026). This provides Anta with more flexibility in its domestic market as compared to Nike. The primary weakness is that this strength remains strongly domestic cultural fit, that is, the socio-cultural advantage of Anta, which is strong in China but less transferable abroad, limits its ability to extend to a broader market.
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Figure 5: Nike's revenue worldwide from the fiscal years of 2016 to 2025, by sales channel (Source: Statista, 2025)
The strategic reaction of Nike to the technological and socio-cultural pressures observed in Task 1 can be seen as an effort to maintain dominance over high-end product ecosystems and maintain scale. By 2026, Nike has significantly increased its direct channel over time: sales via NIKE Direct are going to rise by 2025 to US$18.8 billion, again despite a decline in 2024, whereas wholesale continues to play a US$25.9 billion role in 2025 (Statista, 2026). This implies that Nike has never given up on wholesale, but selectively applied direct-to-consumer to manage launches, pricing discipline and consumer data in high-value markets such as Jordan among basketball and sneaker fans and premium running footwear among performance runners (NIKE, Inc., 2025).
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Figure 6: Porter’s Generic Strategies (Source: Strategic Management Insight, 2025)
In Figure 6, Nike can be best described as a broad differentiator, not a cost leader, based on Porters Generic Strategies. It does not focus on selling at lower prices as its reaction to technological change but rather on innovation, exclusivity and brand meaning to add perceived value. It can be seen in individual product lines like Pegasus (everyday runners), Vaporfly/Alphafly (performance runners who want speed and racing credibility), and the Jordan line (consumers who are driven more by cultural association than sporting utility). Social-cultural changes to athleisure and identity-based consumption also facilitate the growth of Nike in women training and lifestyle segments, where differentiation is based on design credibility and emotional appeal in addition to functionality. Porter would describe this strategy to enable Nike to minimise direct price competition by competing on uniqueness in a wide market base (Mailani et al., 2024).
More importantly, there are distinct strengths but apparent boundaries to this reaction. The advantage is enhanced control of the customer path with SNKRS, Nike Membership and own retail that enhances personalisation, launch management and loyalty. According to omnichannel literature, this kind of control would enhance customer value through the integration of brand experience, data and convenience in a better way than fragmented channel systems (Zhang, Chen and Jiao, 2025). Nevertheless, the 2025 performance of Nike demonstrates that differentiation is expensive and execution-intensive. NIKE Direct revenue was down 13% and digital sales were down 20% with the company registering a drop in revenues in Men, Jordan Brand, Women and Greater China with a decrease in gross margin to 42.7. This implies that the Nike strategy is still strong, but its success relies on maintaining product momentum and cultural relevance, where slow innovation or craters in digital traffic exposes that same premium model to discounting, channel disequilibrium and diminished market responsiveness (NIKE, Inc., 2025).
[bookmark: _Toc225304462]3.2 Follower Organisation’s Strategic Responses
The reaction of Anta Sports to the technological and socio-cultural challenges outlined in Task 1 can be interpreted as a portfolio-oriented competitive strategy, but not that of a single brand. Figure 7 implies that Anta has reached the highest level of sporting-goods firms in the world based on market capitalisation, yet its competitiveness is not anchored on scale only. The company, instead, employs its Single-focus, Multi-brand, Globalisation strategy to align various product lines with various consumer segments: the ANTA brand is available to mass-performance consumers and is sold in such categories as running, basketball and training, FILA caters to higher-end fashion-sports buyers, and Descente and Kolon Sport are sold to higher-end outdoor and specialist consumers (ANTA Sports Products Limited, 2025a). This is important because the follower does not strive to beat Nike with a single uniform offer; it evolves to occupy several price-value points in the same market.
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Figure 7: Largest Sporting Goods Companies (Source: (Nice Kicks, 2026)
Anta cannot be easily defined as either of the pure types of strategies at group level using Porters Generic Strategies. At brand level, though, its reason is more obvious. ANTA core brand is closest to a generic low-cost or best-value approach, providing affordable performance products to the value-conscious Chinese market, whereas FILA China and high-end outdoor brands are positioned in closer proximity to focused differentiation, combining greater design influence, retail experience and brand image to high-income urban market segments (Nice Kicks, 2026). The model by Porter is hence helpful, though only when considered individual brand roles of Anta and not of the entire group (Mailani et al., 2024). This aligns with brand-portfolio theory, which opines that companies can achieve competitive advantage by allocating different functions to brands rather than compelling a single brand to cater to all segments (Barrenechea Fernández, 2025).
The positive sides of this response can be reflected in operating results. In 2024, ANTA brought in RMB33.52B, FILA brought in RMB26.63B, and all other brands brought in RMB10.68B, with e-commerce revenue expanding 21.8 percent and accounting 35.1 percent of total revenue (ANTA Sports Products Limited, 2025b). This means that it is highly flexible to local digital purchasing behaviour and evolving socio-cultural tastes. There is a limit to the strategy, however. Multi-brand structure increases the cost of coordination and poses the risk of disproportionate brand meaning, particularly in the non-Chinese world where domestic channel strength and cultural familiarity are lower. Omnichannel research proposes that channel tighter control could enhance customer value, yet it makes execution more complex between brands and formats (Zhang, Chen and Jiao, 2025). On the whole, the reaction of Anta is strategically effective to maintain competitiveness, but this benefit is stronger in China than in the global market.


[bookmark: _Toc225304463]4. Conclusion
This report demonstrates that macro-environmental analysis is critical to strategic marketing management since external change influences competitive advantage not only at corporate level but also at specific product ecosystems and customer segments. In Task 1, the results showed that technological and socio-cultural forces had the greatest impact on the sportswear/athleisure industry. In the case of Nike, technology helped to reinforce premium differentiation in performance running footwear, the Jordan ecosystem, and social-cultural trends such as active lifestyles and identity-based consumption reinforced the demand among runners, basketball consumers, and sneaker enthusiasts. In the case of Anta Sports, the opportunities presented by ANTA mass-performance offer and FILA premium fashion-sports positioning, especially in China, with strong local digital retail behaviour and lifestyle demand.
Task 2 revealed that adaptive response is critical as environmental scanning itself. Nike reacted primarily via general differentiation, with innovation, direct-to-consumer and brand-based value creation, and Anta through a more portfolio-oriented approach that enhanced local responsiveness in multiple segments. In general, the discussion indicates that environmental scanning is important not only to identify change, but to fit strategy, channel and product focus to changing market conditions.
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