Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David

Student Name Sohail Abbas
Student ID 2436050

Programme MBA

Module Strategic Management
Module code LCMB 7003

Lecturer Amar Desta
Company / Country Nike-Pakistan

Words Count: 5097

1|Page



Table of Contents

1 INEFOAUCTION ... e e e e e e e e e e e e e e e 6
2. Selection of Nike, Target Market...........ooouueiiieiiii e 7
NTKE OVEIVIEW ...ttt e et e e e e e e e e e e e e e e eans 7
WY PaKiSTaN? ..... ..ottt a e e e e e aaaaaas 8
3. Comprehensive StrategiC ANalYSIS.........ouiiiiiiieiiiiiieecceee e 11
3.1 PESTLE Analysis: External Environment in Pakistan..............cccooons 11
POIItICAL FACLOTS ... i eiieiitiie e ettt e ettt e e e e e et e e e e e e e eeta e e e e eeeetnnaaeeaeeeees 11
ECONOMIC FACLOTS: ...ttt e e ettt e e e e eeaa e e e e e e eeananans 12
N0 10 1 B T 10 USSP 12
Technolo@ical FACTOTS: .. ..oiii e eeee et e e e e e e e s 12

1S 221 B 1o 10 PP PURRRRRRTR 12
Environmental FACtOTS: .. ....uu ittt e e et e e e e e eaen e 12

3.2 Porter’s five force analysis Competitive forces in sportswear in Pakistan............. 13
3.3 VRIO Framework: Nike's Internal Resources and Capabilities...........cccccceeeeeeennn.. 15
4. OTZANIZALION .eiieeiieeeiiieteieeeie e e e e e e e e e e e e e e et e e et ee e e e e et e besass e a e e e e e e e e e e e e e e e eeeeeeees 16
Market Entry Strategy ....cooooee oo 16
Competitive ADVantage..........ooooiiiiiiie e 19

5. Performance Appraisal SYStemM. .........uuuuuiiiiiiiieee e 21

Balanced Scorecard or Triple Bottom Line: Designing an Appropriate Performance

EVvaluation FrameEWOTK .... ... oo e e 21
KPIS @nd SUCCESS METICS: ..o e e 24
1. Sales Growth and Market Share: .. ... e e eea e 24

2|Page



2. Customer Acquisition and Retention: ............ceerriiiiiiiimieiiiiiiiiee e 24

3. Brand Awareness and Customer SeNtIMEeNt: ..........ccceeuruuiiiieeieimiiiie e eeeeiiee e e eeeeenaans 24
4. Supply Chain EffiCICNCY: ..eeereriiiieiiiiieie e 24
5. Employee Engagement and Training: ..........coeeeuuuuieiierieiiiiiieeeeeeeiiiieeeeeeeeinnnneeeeseennns 25
B. CONCIUSION.....ciiiiiiie ettt e e e e e e e e bbb e e e e e e e e e e e e e aaaas 25
REFEIENCES: ...ttt e e e e e eeeeaaaaaeaeeaans 27

3|Page



List of Figures:

Figure 1: Total Nike retail stores worldwide from 2009 t0 2025.............ccoooiiiiiiiiiiiiinennen. 7
Figure 2: Pakistan's Emerging Consumer Market..............oooooiiiiiiii 8
Figure 3: In Pakistan Consumer Spending on Recreation and cultural events................ 9
Figure 4: Global Footwear market share data............cccccccoooiiiiiiiiiiiie e, 10
Figure 5: PESTLE Analysis for Nike's Entry into Pakistan .............cccoccciiiinnne. 11
Figure 6 : Poster's Five Forces for Nike in Pakistan............ccccoooiiiiiiiiiiiiieeeeee 14
Figure 7: VRIO FrameEWOrK...........ouuuuuueiiiiieei e e ee e e e e e e ee ettt e e e e e e e aaeaaas 15
Figure 8: Ansoff's Matrix: Nike's Growth Strategies in Pakistan..................................... 17
Figure 9: Triple BOtOmM LiN€ ..........uuiiiiiiiee e 24

4|Page



List of Tables:

Table1: Balanced Scorecard for Business Performance Matrix

5|Page



Nike’s Entry into Pakistan: Strategy, Performance

Metrics, and Competitive Dynamics

1. Introduction

Nike, Inc., was founded in 1964, the one of the leading global brands in the sportswear
industry. Its dedication to innovation, high-quality design, and performance athletic gear
has made it a force to be reckoned with in the market. With annual incomes of $46.3
billion, Nike's far-reaching product line consists of footwear, apparel and equipment. It
operates in more than 170 countries and uses strategic partnerships, athlete
endorsements and digital innovation in an effort to retain its dominant position in the
sportswear sector (Nike, 2025). Nike's branding, typified by its iconic "Just Do It" slogan,
is a global standard in the marketing world, with the association of the brand being linked

to performance, success and empowerment.

This report is critical review of Expansion Plan for the Nike brand into Pakistani market.
The modern and changing nature of the global business environment, characterized by
technological advancements and shifting market demands coupled with the growing
interconnectivity of markets, requires a strategic agility of the business, in this case, Nike.
For Nike to keep its global stature going, and to enter new markets such as Pakistan there
will be opportunities, and likely challenges. This report uses strategic frameworks such
as PESTLE, Porter's five forces, and Ansoff's matrix to analyse critically external and

internal factors that will influence Nike's strategy in the market entry.
The structure of this report is the following:

e Selection of firm and Target Market: Reasoning for choosing Nike and Pakistan
as the target to expand to.
e Comprehensive Strategic Analysis: Assessment of the macro-environment

structure and competitive environment of Pakistan.
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e Strategy Development and Formulation: Developing a market entry strategy by
using strategic models.
e Performance Evaluation Framework: Identifying key performance indicators

(KPIs) to measure the success of the expansion.

2. Selection of Nike, Target Market
Nike Overview

Nike is a world leading sportswear, footwear and Equipment Company with 1034 retail
stores worldwide and is known for its innovative designs and high quality product offerings
Statista (2025). Over the years, Nike has developed a brand synonymous with quality,
performance and style. It has retained its competitive advantage by constant innovation
and adopting digital transformation, especially in their Nike Direct-to-Consumer strategy.
Nike's strength is all about its worldwide network of retail stores, e-commerce platforms
and its strong brand image and these are helped by its partnerships with athletes and
sports teams across the world (Rubeiz, 2025; Porter, 2008).
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Figure 1: Total Nike retail stores worldwide from 2009 to 2025

Financially, Nike has experienced steady growth, as is revealed by its strong revenue
from different product lines. Despite challenges posed by the global economic downturns,

the company keeps prospering through direct engagement with consumers via digital
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platforms like Nike+ that is the source of building brand presence in both mature and
emerging markets (Nike, 2024). Nike's capacity for adaptation and innovation has
enabled it to successfully navigate a range of fluctuating market conditions, ensuring its

continued leadership within the competitive sportswear industry.
Why Pakistan?

Economic Growth: Pakistan's growing economy, with a growing middle class and rising

disposable incomes has made it a favourable market for Nike.

Pakistan's Emerging Consumer Market
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Figure 2: Pakistan's Emerging Consumer Market

The figure 1 shows according to World Bank (2023) population of Pakistan approximately
230 million, close to 65% of Pakistan's population is aged below 30. This demographic is
more and more participating in sports and fitness, which represents a potential base of
consumers for Nike's products. Despite headaches such as inflation and fiscal deficits,
Pakistan's growing consumer class, particularly in urban centers, is a huge opportunity

for international brands such as Nike.
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Cultural and Demographic Factors: Pakistan has a strong cultural and demographic
scenario in terms of sports; cricket and football are the most popular sports in the country,
and the youth play them with a lot of interest. Nike's sponsorships of global events and
the partnerships it has built with international sports athletes in these sports could be a
good fit to the Pakistani consumer base, highlighting their passion for sports. (FIFA,
2022). Moreover, the world's youth culture is creatively influenced by the outer world and
particularly by the internet. This makes Pakistan a perfect market for Nike's digital-first
approaches, especially with the rise of e-commerce and social media platforms (Smith,
2022).
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Figure 3: In Pakistan Consumer Spending on Recreation and cultural events

Competitive Landscape: While Nike is facing competition from local and regional brands
in the sportswear industry, these are differentiated by their superior quality, branding, and
innovation. Local competitors may be able to offer lower priced alternatives, but Nike's

premium offerings are likely to be able to segment the affluent consumer who seeks high-
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quality and aspirational products. Moreover, Nike's established market presence in
international markets may be a competitive advantage, as Pakistani consumers now
increasingly look to international brands that are associated with performance and

innovation.
Global sports footwear market share data
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Figure 4: Global Footwear market share data

Source: Euromonitor (2022)

Social and Environmental Considerations: Growing concerns about sustainability and
environmental impact have gelled very nicely with Nike's commitment to sustainable
manufacturing practices. Nike's sustainability initiatives, including the use of recycled
materials in their products, can resonate with the growing consumer awareness about
environmental issues in Pakistan (Nike, 2024). This emphasis on sustainability would
also aid in creating a positive brand image in Pakistan, especially among the enlightened

youth.

In conclusion, the youthful demographic of Pakistan, the emerging middle class, and the
country's interest in sports make it an attractive market for Nike's expansion. However,
understanding local preferences and adapting its marketing strategies will form the key

to Nike's successful market entry.
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3. Comprehensive Strategic Analysis
3.1 PESTLE Analysis: External Environment in Pakistan

The PESTLE analysis points out the external factors that influence Nike's market entry in

Pakistan, providing information on the political, economic, social, technological, legal,

and environmental conditions that drive the market dynamics.

PESTLE Analysis for Nike's Entry Into Pakistan
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Figure 5: PESTLE Analysis for Nike's Entry into Pakistan

Political Factors: Political instability and changing political policies of Pakistani
government pose risks for foreign companies. Frequent changes in leaders and regional
instability could cause supply chains to get disrupted or see regulations change. However,
the government of Pakistan has taken steps to stable the economy through Pakistan
Vision 2025, which seeks to foster ease of doing business (World Bank, 2023). Nike will
have to take into account these risks and work out flexible strategies for adapting to the

political climate in Pakistan.
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Economic Factors: The booming middle class and the increase in disposable income

in Pakistan provide new opportunity for Nike but it is facing challenges due to inflation
and the fading of the currency. According to World Bank (2023) urban population expands
demand for premium brands making Nike's price sensitivity of consumers may require it
to change its premium pricing strategy. The high-end Nike products may be exposed to

competition from local substitutes and therefore must be priced judiciously.

Social Factors: Pakistan's youth population that accounts for around 65% of the total
population is a favourable demographic for Nike (Rehman et al., 2025). This segment has
shown a growing interest in sports, fitness and international trends. The brand of Nike,
synonymous with performance and empowerment, plays well in the minds of the
aspirations of Pakistan's youth. However, Nike will have to focus on ways to customise
its marketing strategies to local cultural values without diluting its global identity in order

not to alienate potential consumers (FIFA, 2022).

Technological Factors: The internet accessibility and mobile phone usage are rapidly
rising in Pakistan, which provides Nike with opportunities for digital involvement.
However, infrastructure challenges, especially in rural areas, may restrict Nike's capacity
to maximise e-commerce benefits. To counter this, Nike should consider mobile-first

practices, and optimise the digital platforms to cater to the local audience (Smith, 2022).

Legal Factors: Pakistan's intellectual property laws are not well-developed and this
poses a threat to Nike's brand protection in the market. Nike has to closely collaborate
with local legal experts in order to protect its intellectual property as well as reduce

counterfeiting risks (Friedman, 2021).

Environmental Factors: Sustainability is becoming an increasing concern for Pakistani
consumers. Nike's commitment to eco-friendly products can help it to appeal to
environmentally-conscious buyers. However, environmental challenges posed by
Pakistan, including pollution and waste management challenges, may disrupt the supply
chain. Nike should aim at local sourcing and sustainable practices to fit the consumer

preferences for environmentally responsible products (Nike, 2024).
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3.2 Porter’s five force analysis Competitive forces in sportswear in Pakistan

1. Threat of New Entrants: The market of sportswear in Pakistan is expanding and new
players are coming in the market. While less barriers exist for local players to enter, Nike's
Brand Equity, Innovative Product Line and Global Marketing provide significant
advantages. The threat resulting from new entrants is moderate as the strong brand and
economies of scale enjoyed by Nike makes it difficult for new players to replicate its
market position. However, online retail has reduced the barriers of entry to small local
players (Porter, 2008). Nike must be vigilant in using her brand loyalty to keep their brand

competitive.

2. Bargaining Power of Suppliers: Nike bargaining power is good because it operates
in a global supply chain and is dependent on international suppliers for quality goods.
Local suppliers may be less costly than Nike's standards, but they may not be as high
quality as Nike's. As Nike controls the relationship with suppliers throughout the world,
they can have control over supply costs and quality, however local suppliers in Pakistan
might not have the ability to meet these standards due to their limited capabilities (Porter,
2008).

3. Bargaining Power of Buyers: The bargaining power of buyer is high in Pakistan as
the consumers are having the option to buy various affordable local brands and
international brands. Nike's premium pricing strategy may encounter resistance from
price sensitive consumers (Singh 2021). However, Nike's brand loyalty and superior
quality of the product can help justify the price premium. To keep being competitive, Nike
must focus on the innovation and performance aspects in its marketing as Porter's Value
Chain model discusses this (Porter, 1985).

4. Threat of Substitutes: Threat of substitutes is moderate with local brands offering
similar types of sportswear products at lower priced. However, Nike's distinctive product
design, innovations in technologies employed and brand equity helps mitigate this threat.
By targeting for quality and performance means Nike can decrease the attractiveness for
substitutes rather engagement, although local affordability will be an obstacle (Porter,
2008).
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5. Industry Rivalry: There is a high level of competition in the sportswear industry in
Pakistan, with established players such as Adidas and Puma attempting to gain a market
share. Nike has a strong brand identity and innovative product portfolio, giving it a
competitive advantage but needs to invest in marketing strategies that bring out its
differentiation. The competition dynamics in the market makes it necessary for Nike to
continually innovate and provide better products in the market to sustain the lead (Porter,
1985).

To visualize the competitive dynamics that Nike faces in Pakistan, the following Porter’s

Five Forces diagram summarizes the interaction of these forces (Porter, 1985).

Porter’s Five Forces for Nike in Pakistan
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Figure 6 : Poster's Five Forces for Nike in Pakistan

The Industry Rivalry is in the middle as indicated in the diagram and this is how high the
competition that Nike will face in Pakistan. The presence of different competitive forces
encircles around this threat posed by new entrants, supplier power and buyer power, as
well as threat of substitutes. These forces have an effect on the strategy of Nike,

especially its attention towards differentiation, brand loyalty, and innovation.
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3.3 VRIO Framework: Nike's Internal Resources and Capabilities

The VRIO framework examines the internal resources and capabilities in Nike, which will

determine how successful these are in Pakistan.

VRIO

Framework

7. B ORGANIZATION

Figure 7: VRIO Framework

Source: SolutionHub.com

1. Value: Nike's brand equity, product innovation and global marketing network are
valuable resources that distinguish it from local competitors. However, the premium
pricing concept of the Nike's products may not match the price sensitivity of a substantial
portion of Pakistani population. Nike will have to adjust to changing value propositions by
creating local products or by offering more affordable versions to address the broader
market in order to find the right balance between having a high end product and an

affordable product for people living in low-income countries (Barney, 1991).

2. Rarity: Nike, its brand reputation and technological innovations are rare and not easy
for competitors to imitate. Nike's partnerships with top athletes and focus on performance
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and sustainability make it a unique player in the market. These rare resources offer Nike
a sustained competitive advantage over local brands; the latter typically do not have the
resources to compete with Nike in terms of worldwide involvement and technological

development (Barney 1991).

3. Imitability: It's very hard to imitate Nike's resources, especially the Nike brand across
the world and patented technologies such as Nike Air. However, local competitors are
able to copy Nike's design and product features at lower prices. While Nike's nation loyalty
buys it time, the company must constantly innovate to remain ahead. The imitation threat
by the local players is still a worry but the brand strength by Nike and sustainability

initiatives can help mitigate the impact (Porter, 2008).

4. Organization: Nike is a well-organized company, with a strong global supply chain,
distribution network, and e-commerce infrastructure. However, in Pakistan, Nike would
need to make some adjustments in its company structure to overcome the constraints in
the local supply chain and the consumer behaviour. By being in a partnership with local
distributors and adapting to local market condition, Nike can improve its operation to

ensure efficient market penetration (Porter, 2008).
4. Strategy Development and Formulation.
Market Entry Strategy

In the introduction of Nike into the Pakistani market, the strategy should be solid and
should focus on external competitive forces, and internal strengths. In order to develop
a successful strategy, one may use the Matrix of Ansoff and the approaches to working
in the market offered by Porter complimentary methods of market penetration and

positioning.

The Ansoff Matrix provides four growth strategies, which include: market penetration,
market development, product development as well as diversification. Considering the
increasing consumer population in Pakistan, market development is the best alternative
available to Nike whereby the firm introduces its current product line to a new market.

Nike has a global brand equity and innovative technological developments that can be

16|Page



used to exploit the increasing urban youth generation that is involved in sports and fitness
(Ansoff, 1957).

The Ansoff’s Matrix will visually break down the strategies, providing an easy
comparison between Market Penetration, Product Development, Market Development,
and Diversification. It helps contextualize the theoretical explanation with a visual

representation.

Ansoff's Matrix: Nike's Growth Strategies

New Markets .

Product Development

Increase market share in Develop new products
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Markets
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Figure 8: Ansoff’s Matrix: Nike's Growth Strategies in Pakistan

Source: Self-created

Above figure of matrix clearly shows Nike’s approach to Market Penetration, where the
company focuses on expanding its existing product offerings within the Pakistani market.
The Market Development quadrant depicts how Nike has employed the approach of
marketing its existing products in a new geographical location, in this case, Pakistan.
Product Development and Diversification on the other hand are other approaches which
Nike may introduce new products or even venture into new markets altogether,

respectively. With such a balance of strategies, Nike is able to strategize its growth goals
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with the new consumer base in Pakistan. In its market development strategy, Nike will
consider balancing its product offerings to concur with the local tastes and preferences
without tainting the premium image of the brand. This involves the growth of its online
platform and formation of joint ventures with local stores and shops to enhance availability

and market access.

Nonetheless, market penetration strategies should also be considered by Nike as a way
of establishing itself in the competitive sportswear sector in Pakistan. The decision to
provide territorial versions of its offer and experiment with less costly sub-brands would
help draw a wider customer pool, such as more affordable middle-class customers (Kotler
and Keller, 2016). Although the main approach of Nike has always been premium pricing,
the association with lower-income groups with lower-cost lines would allow Nike to gain

more consumers without sacrificing those who are price-sensitive.

Moreover, Nike can adopt product development as the part of the market entry strategy
by launching the region specific products that are tailored to appeal to the Pakistani
customers. One such example is that Nike can launch sportswear with some local cultural
display or introduce products that are more aligned with the customs of the local climate
and sport like cricketing or lightweight running shoes. This dovetails with the innovative
product philosophy of Nike, but it needs to be keenly studied to ensure that the products
appeal to the locals (Baker, 2017).

Applying the use of Porters Generic Strategies, differentiation should be the major focus
of Nike. The brand Nike already maintains the image of performance, innovation, and
quality. Nike will be able to retain its competitiveness in the Pakistan market despite the
availability of local brands with similar products at a cheaper price through the strength
of its brand and technological advantage (Porter, 1985). This type of differentiation can
be implemented by using high quality of the product, exclusive agreement with sports

figures and sustainable production values.

The introduction of Nike in the market could also be done by the focus strategy. Nike can
also focus on sports lovers and refer to their experience of providing performance-
oriented products including shoes, apparel, and accessories related to various sports like

cricket, football, and running. Nike can build a high level of brand loyalty and sell in those
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segments at a high price by focusing on some segments or targeting some demographics
or a niche in sports, thereby supporting the trend in the global consumer product sphere

concentrating in specialisation (Porter, 1985).
Competitive Advantage

The competitive advantage that Nike is having in Pakistan will be determined by how
differentiated it is in this market that is not only price-sensitive but also a market that is
focusing on global brands. In order to be successful Nike needs to leverage its brand
equity, innovation and market agility as well as aligning to the local consumer preferences

and countering the local and international market rivals.

Brand Equity: Nike has one of its greatest competitive edges in its highly famous brand
that is associated with performance, innovation, and quality all over the world. Aaker
(1991) stipulates that brand equity is key determinant of consumer loyalty particularly in
the developing markets where consumers usually have the desire of owning international
brands. The brand reputation of Nike can be used to build competitive moat in Pakistan,
which helps the company to achieve high prices. The current association of Nike with
sportsmen and cultural relevance in football and cricket will resonate with the segment of
Pakistan that comprises sports-loving young people. The advertising and branding of
Nike has to harness feelings and desires on a local level, and position the brand as a

symbol of an aspirational success and fitness.

Innovation and Product Development: Nike has invested heavily in the product
innovation, which is one of its major competitive advantages. With the interest in high-
performance sportswear steadily increasing in Pakistan, Nike will have a competitive
edge over the local and international market by its capability to provide the market with
constantly advanced technology like Nike Air or Dri-FIT technology (Nike, 2024). Nike
should also make its products local, changing the designs and materials used to meet the
climate conditions, sports preferences, and cultural peculiarities of Pakistan (Kotler and
Keller, 2016). Nike can tap into the sports culture that has infiltrated the Pakistani market
by providing the country with region-specific products, like cricket-themed clothing or

customized footwear to meet the needs of the Pakistani customer.
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Supply Chain and Distribution: Nike has a global supply chain and distribution and
through it can achieve a competitive advantage. Nevertheless, Nike needs to streamline
its business in the Pakistani market, where logistical problems and infrastructure
limitations may be sources of problems (Porter, 1985). Collaboration with local distributors
and retail companies will bring positive penetration to Nike and its products would be
available to the Pakistani population in both urban and rural regions. Direct-to-consumer
strategy through e-commerce platforms will also be crucial when it comes to accessing
the increasing internet-based population in Pakistan, as adopted by Nike. By provincial
online advertising, Nike can access a larger population especially the youth in smaller

cities and towns.

Sustainability and Corporate Social Responsibility: In Pakistan, like any other
emerging market, buyers are becoming more attracted by many brands where the brands
show a sense of social responsibility and environmental consciousness (Adnan et al.,
2025). The green footprint of Nike will improve its attractiveness to the environmentally
conscious market niche by ensuring its products are made of recycled materials and
emitting less carbon to the environment. Focusing on the sustainable nature of Nike
clothes, in the approach this company will reach out to middle and upper-income clients
who are worried about the environmental footprint (Nike, 2024). CSR (Corporate Social
Responsibility) programmes (sponsoring the life in the local communities or encouraging
youth to take up sports activities) and other programmes will help Nike gain greater
traction as a socially responsible brand, which will contribute to its differentiation strategy

in Pakistan.

Local Adaptation and Consumer Focus: Although Nike has managed to thrive using
the global approach, it will need to adjust to the local consumer behaviour and
preferences of the consumers in Pakistan. This involves provision of low-pricing product
lines without having to compromise on quality and brand identity. Nike can offer cheaper
alternatives to the expensive products in the form of sub-brands or value addition like
customization to attract the cost-conscious Pakistani shoppers without compromising on

the quality image (Baker, 2017). Communities and fithess establishments that are sports-
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oriented offer further possibilities of Nike to enhance its relationship with local consumers

to produce a more personal consumer experience.

5. Performance Appraisal System.

Balanced Scorecard or Triple Bottom Line: Designing an Appropriate

Performance Evaluation Framework

When analyzing the expansion of Nike in Pakistan, the Balanced Scorecard model will
be utilized to examine the performance in four main perspectives, such as Financial,
Customer, Internal Processes, and Learning and Growth. This framework helps to make

sure that Nike monitors key aspects of business performance, including profitability and

customer interaction and operational performance.

Table1: Balanced Scorecard for Business Performance Matrix

Perspective Key Metrics Target Goals Measurement Tools
0,
Revenue growth, I nerease revenue by 1(.) o Sales data, profit
. . o in the first 2 years, achieve !
Financial profitability, market||, -, . margins, market
: . 25% market share in
share in Pakistan : research reports
Pakistan
Customer Achieve 80% customer Customer surveys,
) : satisfaction, 60% brand social media

Customer |satisfaction, brand L )

awareness, loyalty repo_gmhon in Pakistan engagement, Net

’ within 2 years Promoter Score (NPS)

Supply chain

efficiency, Reduce delivery times by  |Supply chain KPls,
Internal . . ) .
Processes operational 20%, increase operational |(inventory turnover,

effectiveness, efficiency by 15% lead time

product delivery

Employee training, || Train 90% of employees on | Employee performance
Learning & |[innovation, sustainability, implement  |reviews, sustainability
Growth sustainability innovation workshops every|audits, innovation

efforts 6 months metrics

Source: Self-Created

Financial perspective focuses on profitability and expansion in the market share in

Pakistan, and it aims to reach a 10 percent growth in revenues in the initial two years
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(Nike, Inc., 2024). The Customer view is concerned with brand awareness and customer
satisfaction to make sure that Nike gains considerable market share by the means of
customer loyalty and customer involvement (Kotler and Keller, 2016). The Internal
Processes perspective examines the effectiveness of Nike operations and supply chain
that is essential in the logistically challenged country as argued in the competitive
advantage theory of Porter (1985). Lastly, the Learning & Growth perspective speaks of
the dedication of Nike to training its employees and being innovative in its workforce to
ensure these are aligned to both local and global growth plans (Becker and Huselid,
2006).

In the case of the balanced Scorecard, the KSF (Kaplan and Norton, 1992) provides a
comprehensive performance measure scheme since it addresses four major
perspectives: financial, customer, internal processes, and learning and growth. The
financial perspective to the expansion of Nike into Pakistan will monitor the growth of
profitability and market share that will be fundamental in measuring the success of the
expansion. Customer perspective will look at customer satisfaction, loyalty, and brand
awareness in the new market and make sure that Nike will be able to meet the local
consumers. The internal processes approach will be checking on the supply chain
efficiency, operational performance, and product delivery that is very important in
overcoming the infrastructure hassles in Pakistan. Lastly, the learning growth perspective
will evaluate the level of employee training, innovation, and sustainability at Nike, which

will guarantee the long-term sustainability and flexibility of the company in Pakistan.

Alternatively, there is the Triple Bottom Line (Elkington, 1997) which emphasises on three
pillars namely People, Planet and Profit. This model is congruent to the sustainability and

corporate social responsibility (CSR) of Nike.

Nike’s expansion into Pakistan, it will not only aim at making profits but also their social
responsibility and commitment to sustainability. Nike will use the Triple Bottom Line model
that focuses on balancing People, Planet and Profit as the strategy toward attaining

sustainable growth in the Pakistani market.
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Figure 9: Triple Bottom Line

Diagram illustrate the Nike commitment to peoples is based on social responsibility by
practicing fair labor conditions and involvement in the community. The Planet dimension
lays emphasis on how Nike tries to keep its carbon footprint minimal and utilise
environmentally friendly materials in manufacturing. Lastly, the Profit element shows the
orientation of the company towards the economic performance, such as increase in
revenue and efficiency. This is a balance that will make Nike grow in Pakistan in line with

the global sustainability.

Although both systems are useful, the Balanced Scorecard provides a more
comprehensive method of monitoring the performance of the operations of Nike, and the
Triple Bottom Line is vital in measuring the social and environmental performance, which

is relevant to the objectives of sustainable and inclusive growth of Nike in Pakistan.
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KPIs and Success Metrics:

To measure the success of its venture into Pakistan, Nike will have to use Key
Performance Indicators (KPIs), which show their financial objectives, brand power, and
the penetration into the local market. These indicators will enable Nike to quantify the
effectiveness of its operations and make sure that it is in line with its global interests and

local market environments.

1. Sales Growth and Market Share: Sales growth and the market share increase of
Nike in the Pakistan sportswear industry will be the closest measure of Nike success.
Monitoring the increase in revenue, the sales per cent growth against the former and the
market share that Nike occupies against the rivals such as Adidas and the local brands
will provide tangible clues on the penetration and the acceptance of this company in the
market (Borts, 2018; Kotler and Keller, 2016).

2. Customer Acquisition and Retention: Nike will be relying on their capacity to
attract the new customers and retain the current ones in Pakistan. The success of Nike
in expanding its customer base, as well as retaining its loyal customers, will be illuminated
by such metrics as customer’s acquisition cost (CAC) and customer retention rate.
Competitive sportswear market in Pakistan means that brand loyalty will become a crucial
KPI of Nike to arrive at the picture of the effectiveness of its differentiation strategies
(Aaker, 1991).

3. Brand Awareness and Customer Sentiment: Nike needs to monitor brand
awareness and customer sentiment in Pakistan because brand recognition has been
relevant in new markets (Shaikh and Somroo, 2025). To gauge the extent to which Nike
brand resonates with the local consumers, perceptions of its brand relative to the
competitors, surveys, sentiment analysis conducted through social media, and brand
recognition analysis will be used to gauge the success of the brand across the two

regions.

4. Supply Chain Efficiency: With the logistical issues in Pakistan, Nike should monitor

the supply chain efficiency through the measures of delivery times, inventory turnover
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rates, and the cost of production. These will mean that Nike can respond to the local

demand with efficiency and remain profitable (Abushoke and Aisha, 2020).

5. Employee Engagement and Training: With Nike size, it will have to invest in local
talent. The monitoring of the employee engagement, training completion rates, and
employee retention will show the extent to which Nike is a company of choice in Pakistan

and encourages innovation and sustainability among its employees (Asghar, 2023).

6. Conclusion

This report has presented a critical analysis of the market entry strategy and competitive
advantage of Nike in entering Pakistan through strategic frameworks including PESTLE,
Porters Five Forces and VRIO frameworks to analyse the external and internal
environments that will determine its success. As the analysis has revealed, Nike can
capitalise on the potential of the growing market in Pakistan, which has a huge population
and resulting growth in middle class. Nonetheless, it will have to manoeuvre around the

local economic and political difficulties and cultural disparities.

Nike should drive its growth into Pakistan, emphasising on its brand differentiation and
value of its innovation and global brand equity. With the implementation of a market
development strategy and concentration on high-end product lines and low-end product
lines, Nike will be able to appeal to more people, in particular, to the increasing urban
youth interested in sport and physical activity. Applying the sustainable business efforts
and local marketing will make Nike attractive to the socially responsible customers in

Pakistan and increase brand loyalty.

However, challenges remain. The Nike brand will need to innovate and modify its pricing
strategies without losing brand equity on price sensitivity in the Pakistani market as well
as competition with local brands and international companies such as Adidas. Also,
logistical challenges and weak supply chain efficiency might cripple the Nike response in
the rural locations. Nike will be forced to maintain a cautious approach towards its local
collaborations and make sure that its supply chain is not only cost-effective but efficient

as well.
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To go over the main points, the success of Nike in Pakistan is based on its capacity to
adjust its international strategies to the local environment, including its importance on
brand loyalty, product development strategies, and customer-focused strategies. Through
keen handling of the competitive environment, and the market conditions, Nike will be

able to set itself on the path of long-term prosperity in Pakistan.
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