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By providing gamers with access to items and activities, NIKE, Inc. concentrates on discovery and exploration. In January 1964, Phil Knights, an Oregon Public College track athlete, and his coach William Bowerman established Nike. It used to be known as Ribbon Sports (BRS). The company was once more a Tokyo Tiger-based retailer of Japanese shoes before it encountered Nobleman's automobile. Around $8,000 was made by BRS in 1964 from the sale of 1,300 pairs of Japanese shoes (Boyle et al., 2019). After that, in 1966, BRS opened its first store in California. It began to extend to certain other locations after opening the very first store, including the Eastern Seaboard and Wellington. The primary goal of this essay is to present a business plan for Nike's goods, showing via examples of current goods how Nike aims to launch new goods. The study also outlines Nike's objectives and promotional strategies in terms of its 4 P, illustrating how a business may diversify its product lines by offering consumers ancillary goods like aerobic product offerings and using valuation pricing models (Boyle et al., 2019).
2. Discussion and Analysis
A worldwide corporation with its main office in the UK, Nike, formerly called as "Nike, Inc.," offers stylish, useful clothing throughout the globe. Nike was founded in 1964 with the goal of "providing inspiration and innovation to each and every sportsman throughout the world." Business in this extremely cutthroat market. In this essay, we will assess Nike's present situation and term strategy PESTLE analysis, which takes into account the Politics, Economical, Socio, Technical, Administrative, and Environment variables that have a influence on a company (Jiang, 2019).
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Figure 1- PESTLE analysis of Nike
Source- (Bernardis and Alvise <1993>, 2019)
1. Political Factor 
Political issues matter, particularly to a firm. Currently, most political upheaval simply have an impact on how companies create their goods and the amount of money they generate by doing so. While this is significant, politics ultimately determines a group's capacity to survive (Matović, Stanić and Drinić, 2019).
2. Economical
Since Nike sells a middle spectrum of high-quality goods, it is less vulnerable to economic factors than the competitors. However, the following are a few economic factors: A financial meltdown may be tragic news for Nike and numerous other well-known companies. Consumers may choose to switch to poorer, less costly items if this happens, or they may just do when it becomes simpler to create things with reasonable quality standards. Nike's profits rely in part only on the low labour costs of Asian countries. The environment is altering as well, and much more costly Nike goods may eventually be offered elsewhere (Bernardis and Alvise <1993>, 2019).
3. Social
A growth in "health awareness" on a worldwide level has resulted in a rise in the number of individuals that will make Nike very happy. Likewise, Nike have faced criticism for its questionable manufacturing practises. Due of Nike's controversy slave circumstances is so serious, it has deserved its own Wiki article (Kobi and Ifeanyichukwu, 2021).
4. Technological
Tech allows for a wide range of potential business development approaches. Technology aids businesses like Nike in a variety of ways, namely product innovation and consumer contact. Here are some states that really are new to it: Social media sites may cause things to pop up and disappear faster than before. The misuse of social networks improperly might have unforeseen repercussions, yet Nike does a terrific job of using it to improve their brand (Matović, Stanić and Drinić, 2019).
5. Legal 
It was nevertheless necessary to keep in mind this even if there hadn't been much implementation of it lately. Furthermore, Nike frequently suffers legal repercussions for its questionable marketing strategies, which include giving misleading prices (Kobi and Ifeanyichukwu, 2021).
6. Environmental 
Without a doubt, Environmental damage results from Nike's facilities used for large scale production. Like other businesses, in addition to generating a large quantity of emissions in the atmosphere, Nike's production facilities frequently physically contaminate rivers. Nike does have a deep commitment to become "green," yet it continuously demonstrates that it is modifying its existing business processes (Diantari and Jokhu, 2021).
	Political 
	Economic
	Social
	Technological
	Legal
	Environmental

	1. Nike's computer systems are impacted by worker rules and permissions.
2. It gains by federal programs that are favourable towards its prospective expansion, especially in the UK.
3. That is affected by matters of law inside the region around Nike, which manages them.
	1. Nike got sponsorship from various companies.
2. Customers may be impacted by the financial downturn, This can undermine their trust in Nike products.
3. There could be economic, interest-rate, and swap risks associated with Nike's goods.
	1. Clients have become more product aware and devoted, which really is excellent for Nike.
2. Nike may have a chance to increase the proportion of female buyers in its marketplace.
3. The variety of customer preferences and interests allows Nike to vary their line of products.
	1. Technological advances has an influence on Nike since it is used in the production of its products.
2. In keeping with current technological tendencies, it could build web, smartphone apps, and other services that allow customers to do online payments.
	1. It shouldn't come as a surprise to hear that Nike, like the bulk of large corporations, significantly escapes tax. Even if there hadn't been much emphasis on it in recent times, it was still crucial to consider this.
2. Nike occasionally suffers legal ramifications for its dubious marketing strategy, which also include providing fake discounts.
	1By making such a deep commitment to become "greener," Nike also shows the capacity to change its current operating procedures.
2. Nike's factories for mass manufacturing are without a doubt harmful to the environment. In addition to generating a significant amount of airborne pollution, like with many companies, Nike's manufacturing facilities sometimes physically damage waterways (Diantari and Jokhu, 2021).
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1. Threats of New Entrants
Nike is a global company with a headquarters in the United States that has established a reputation for producing high-quality apparel, accessories, or footwear. Even if there aren't many obstacles for new businesses to enter the market and start operating, it'd be difficult to allow them to compete with big names like Nike, who cater to the high-end of a marketplace. Not finding vendors or starting a firm is the concern again for new rivals in this scenario. As a result, in the this scenario, the danger of a label competition is quite insignificant (Diantari and Jokhu, 2021).
2. Threat of Substitutes
There are absolutely no chances for a competitor could supplant Nike as it is a well-known business having proven expertise. Nike has always employed the top R&D professionals in the industry. The corporation has more than 25,000 broadcasting rights, surpassing any other athletic trademark. Nevertheless, the threat posed by substitutes was minimal whenever it came to Nike (Rodrigues et al., 2021).
3. Customers’ Bargaining Power
The primary aspect providing companies the benefit is indeed the cost reduction of changing for customers. They may easily switch to a different brand, and the process costs minimal money and effort. Nevertheless, this is quickly overcome because the contribution from each consumer is so minimal. Furthermore, there are not many readily available substitutes that can offer customers the same function as Nike. In addition, both rise inside the population's level of education and the rise in discretionary money work to Nike's advantage (Putra and Ningrum, 2019).
4. Supplier Bargaining Power
In the examination of Nike's 5 forces, there are several vendors, which reduces their overall capacity to bargain on the company's behalf. Given that Nike is an established brand, the suppliers are more eager to share the creates positive with it. Due to large size of the suppliers Nike deals with, Nike does not possess a negotiation advantage over them (Rodrigues et al., 2021).
5. Competitive Rivalry
Nike competes with such a number of different companies while selling their products. A saturating tendency in the higher sales statistics may be attributed to the company's rising competition. Due to competing firm's substantial market penetration as well as the general market saturate, Nike's expansion has slowed. Due to the aggressiveness of the its competing firms, it has become significantly difficult for Nike to replicate its previously accelerated growth (Putra and Ningrum, 2019).
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Figure 2-PORTER FIVE FORCE ANALYSIS OF NIKE
Source- (Kim, 2020)

	Strength
1 It has strong channels of the distribution
2. Have various segments such as footwear, golf, and baseball.
3. It has various products worldwide
4. It has an innovative and new design of shoes that enables consumers to design their shoes online.
	Weakness
1 It has the poor condition in the workplace
2. It has the poor condition in the workplace
3. It has had the bad reputation
4. It has violated the history  

	Opportunity
1. Its name expanded internationally as well.
2. It features a rising female competitor sector.
3. Another fashion label comes onto the scene and there is increase in demand.
	Threats
1 Price Sensitivity
2. Maintain the eco-friendly reputation
3. Fluctuation in the currency and economic recession tends to losses to Nike (Kim, 2020).



Table 2- SWOT analysis of Nike
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The following categories are used to create companies that reach customers: Nike has divided the public based on gender and age and its merchandise is marketed both to men and women with range age from 15 to 55. Nike offers the solution, which explains why customers do need the goods and the things they are interested in and tend to buy. Therefore, with relation to a Nike market segment (Kim, 2020).
1. Active Lifestyle
2. Athletic or Sport oriented
Based on geographic segmentation, Nike has to serve its customer who is targeted all over the world. It has the main market in the U.K., and Africa but the frequent objective is to market cater to different countries like China, and middle-east and north-America (Alazzawi, 2019).
[bookmark: _Toc123019962]2.4.2 Targeting
Nike does have a niche market to operate when it comes on the market segmentation. By supplying them with the necessities inside the shape of clothes and footwear that stand out among other product offerings, Nike primarily caters to the sportsman or athlete segment (Eyada, 2020).
Some target strategies of Nile
Additionally, as one of the its focused strategy, it promotes its goods through celebrities or sports. By equating victory with items such clothing, which also are perceived as wins when they're supported by well-known sportsmen, it seeks to emotionally connect towards its intended audience. Nike Cross Training, which has been established in 1989 and acts as a source for athletes worldwide in addition to a way of pleasing its target audience, is yet another targeted strategy (Alazzawi, 2019).
[bookmark: _Toc123019963]2.4.3 Positioning in Market
Nike has positioned itself as marketplace in athletic goods in the perspective of its target customers. In order to fill its specialised marketplace, it has manufactured all athletics products. It has become a significant competitor inside the sports industry since its tagline just motivated and urged its target audience to buy the goods.
It has the following positioning strategies
1 Increasing the lifestyle of athletic or consumer mind fantasy.
2. Appealing to the level of quality and the product’s valuable
3. Position itself as a premium brand with a good design of products (Eyada, 2020).
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1. Nike Product Mix Market
It includes a broad variety of sporting goods and accoutrements, like bags, bags, balls, caps, and hats. Additionally, Nike business has partnered with Apple to create Nike goods, which use running monitors to measure athletes' progress (Thomas, 2022).
2. Price Market Mix of Nike
Nike relies their price strategy on both affordability & quality. Valuation pricing means that while determining prices, the company is taking the prevailing rate in the marketplace into consideration. Prior to establishing rates, researchers determine that typical customer's readiness to pay for a product. Nike's value price strategy can help business generate more money throughout time (ResearchGate, n.d).
3. Nike Place Market Mix
Nike Town is the name of the industry's retail site. They are substantial businesses having 4 layers and a variety of premium products. Modern stores called Nike City Stores sell having to cut goods (Thomas, 2022).
4. Nike Promotion Mix Matrix
By individually meeting to regional collegiate schools and pro sports, the company participates in direct marketing. They also periodically offer their customers best deals as well as other advertising and promotion initiatives. They give financial support to NGOs so that they can create excellent public relation and utilise it to market their products. Players, fitness enthusiasts, plus sports enthusiasts, notably teens, make up Nike's target audience (ResearchGate, n.d).

[bookmark: _Toc123019965]3. Recommendation and Conclusion
Nike can accomplish its objectives, launch new goods, and expand its market share, as according policies and economic research. Considering Nike's broad strategies and objectives, some accompanying guidance is provided:
1. It primarily broadens their selection of items by offering bouldering or cardio gear
2. It may collaborate together Apple to incorporate technology in analogue motion controllers for sports such as football and golfing.
3. It can offer internet video training classes for celebrities and athletes to boost the awareness of its company amongst them.
4. In order to ensure sustainable, city planners across its worldwide range of businesses, Nike could merge with or purchase other businesses in a bid to expand its firm and carry out its own annual global growth strategy.
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