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Introduction 
The purpose of this report is to analyse the internal and external factors of Nike and to show the organisation’s marketing process for competing on the world market. As I already explained the history of Nike and their progress in the previous assignment, here we will take a deeper look on the organisation’s management. Moreover, this analysis outlines a marketing strategy for Nike's goods, showing how the company aims to launch new goods onto the market using examples of existing goods. Regarding this, the research includes in-depth marketing strategy components including SWOT, PESTLE, Porter’s five Forces, Marketing Mix and company analysis (including Nike's present and future position). The report will also illustrate Nike's marketing objectives and tactics in terms of its 4ps, showing that Nike may provide and expand the range of its products by providing more connected goods to its customers, such as aerobic products, and suitably develop a value-based pricing plan.

What is marketing?
According to Cyberclick (2022), the marketing is the process of gaining customer’s attention on organisation’s products and services. In this process is included the ways of distribution, promotions, sells and research on products. Many companies are using marketing, so they can achieve their goals by increasing sells which is the key of the their success. The marketing has a very vital part of the company’s growth stage as it helps to attract more protentional clients who can invest in their goods.

The stages of marketing process
The first stage of the marketing process is to understand the marketplace and customers. The most basic way of identifying that is to analyse its customers. For that, Nike is doing and online survey after a customer’s purchase so they can understand their needs and wants, what they expect and how to improve in the future. Giving to them their wants and resources, they demand products with benefits that add to the satisfaction and value of them. The second stage of it is the designing the customer value by marketing strategy. Nike is using its marketing strategy to engage, keep and grow profitable relationships. The strategy aims to build a target customer by delivering to them superior value. Nike must focus on the production concept which includes to improve their distributing efficiency and to be affordable. The next step is Nike to set objectives which are going to be the outcomes of the needs which Nike wants to generate from its activities during the marketing process. Their objectives are mainly realistic as it helps them to map out their strategic and be focused. The stage after is to create customer delight. Here Nike is more focused on advertisement using high profile celebrities. Nike also use promotion strategies such as discounts for potential customers which will help for its relationship on the market. The final stage of that process is the implementation and control. This is where the plan is already in action and must follow each step for success. Nike’s control is on preparing their demand forecast for their customers to determine optimal inventory levels, material lead times etc. (Kotler, 2020). 
PESTLE Analysis 
As Rowland (2022) states, this PESTLE analysis for Nike includes external factors and trends which affect Nike’s operation and strategic options. The company is aiming to minimize its threats and increase its opportunities for getting better position. 

Political Factor:
One political factor of Nike is the stable climate in most markets. The political stability of the most markets are opportunity for Nike because it affects its growth in positive way. This external factor is a minimised from the government disruptions on the sports market. However, due to international conflicts, Nike has a trading barrier which is threat. This is caused of negative effects on their performance on multinational business as in some countries where Nike trades, import tariffs can decrease their availability. This factor mainly threatens the company’s development of revenues of sales on their products. On the other hand, as Niek has a local manufacturing in every country, the government is supporting those process which is an opportunity for Nike in order to increase operational efficiency and production.

Economic Factors:
Mostly, Nike’s performance on the market depends on its economic conditions. One of their economic factors is the increasing of labour costs in developing countries. As Nike relies more on cheap labour cost, this can lead to higher selling prices and less competitive good which will threat Nike’s revenue. Moreover, increasing on transportation of raw materials and products is a threat as well for the company. This external factor is contributing of the company’s costs and emphasize the benefits of reshoring in new operation management. In addition to the external facts, the slowdown of the Chinese economy is another threat for the goods of Nike. As a threat, this has an impact on the opportunities which Nike has around for example the development of Nike town based on political stability within the markets. Although, the Chinese market is still a main factor of growth in the apparel of footwear industry. Regardless of that, the analysis is showing a threating remote of macroenvironment. 

Social Factors:
Unlike economic factors, the social factors have a positivity for Nike which brings more opportunities. One of them is the aging population in many countries. As the demographic characteristics on the market change constantly, which brings different customer preferences for sport apparel. The opportunity for the company is that the company can develop products that match older people’s lifestyle which involves the products to satisfy aging market. Another factor is the increasing of the need of healthy lifestyle around the population. The healthy lifestyle boosts the population to be more focused on the physical activities which is a big opportunity for Nike to show off how innovative they can be. While having action of that factor, Nike can implement strategies which promote its products for health so they can improve their corporate image at the same time. Lastly, the increasing preference of locally produced goods is opportunity for Nike as well because it increase the demand of footwear and apparel. 

Technological factors: 
The high availability of information among buyers through technology is another opportunity for Nike. That technology helps the company to improve its strategies for providing its customers products through online platform such as Amazon or their own Nike app. The developing countries are the main power for Nike as they increase the online sales. As nowadays, there is a grow in the ecommerce, this helps the business to develop more thanks to its sales and channel distribution which is a plus. 


Legal factors: 
Due to the inflation nowadays, there was a rise of the minimum wages which is a threat for Nike’s manufacturer, as there will be higher production costs which will affect their competition on the market. This is only based on the location of their suppliers. Another external factor which is a threat but at the same time opportunity is the legal requirements for selling goods. Thus, Nike takes it as opportunity as it can improve its policies and standards to satisfy new employment laws. The dimension in this factor creates a challenge for Nike which can be overcome by new strategies from which can benefit through legal opportunities. 

Environmental factors:
An opportunity for this external factor is the support for recycling. Nike can take that as an advantage of using recycled materials to create a new product so they can attract more segments on the market. On the other hand, another opportunity for Nike is the availability of renewable energy which means lower costs of using energy for the company’s operations. Due to additional research, Nike has opened already a warehouse which is running on 100% renewable energy.  (Rowland, 2022).

Advantages and Disadvantages
As Pratap, 2018 states in his journal that the competition of athletic apparel increased a lot, so it is very important Nike to analyse its advantages and disadvantages. An advantage for Nike is the brand equity. The main thing which is supporting the brand equity is the customer experience, which no doubt Nike has as the company is the leading brand with high level brand equity of the sports apparel industry. The company is always focusing mostly on customer’s taste and preferences, that’s why they are doing the products with high quality. Another advantage is the innovation. This is a very good competitive advantage for Nike on the world market as it helps to overcome challenges coming with its busines strategy. Nike is highly investing in research for its target so can gain a large market share and popularity of its products. The final advantage for Nike is the different range of products of Nike. Apart of the footwear, Nike has different categories of products such as sport equipment, clothing, Jordan Brand etc. which helps to grow its customer base. However, according to Rowsell, 2022, due to the pandemic of Covid 19, Nike faced lots of challenges for its supply chains. The first disadvantage that Nike faced was that their strategies weren’t working anymore, so they had to come up with a new plan for trading. As they are worldwide brand, they need to follow rules and regulations stated by the government of certain country which caused issues to Nike’s suppliers on raw materials and distribution. Although, the shopping in store was completely gone, Nike was keeping its sales to a possible standard by their online sales which helped them to get over that challenge. According to that, the challenges pushed Nike’s team to serve new customers through implementation of new technology platforms and process improvement. 
Porters Five Forces Analysis
Competitors:
There are lots of competitors on the market for Nike, which makes their competition very intense. As Nike has the biggest market share and is the leading company in the US, the competitors are investing a lot in their brand image and name so they can get more market share and go on leading position. In addition to that, Nike’s market share in the latest report is 18.3 % and Adidas holds only 6%.

Power of suppliers: 
The dealing level of suppliers with Nike is very low as the company is international brand which every supplier wants to be attached to. Thanks to their brand image, Nike has a domination position while dealing with suppliers. To get Nike’s contract, the suppliers are showing a high level of bargaining where they are avoiding the position of dominant as they want the company.

Power of buyers:
Thanks to their strong brand name, Nike keeps the power of buyers at a moderated level which brings them on dominant position again. The buyers also have a moderated number of availabilities which means that they have an option to use a different company for their purchases. However, these options are limited, that’s why their power is at moderated level for Nike. 

New Entrants:
That is the biggest threat for Nike on the worldwide market. No doubt that opening a business as same size as Nike is difficult, but there are also local and niche businesses which are not to be underestimated. They are giving a direct competition with different target market than Nike, but they also belong to the same industry with the purpose to develop more. 

Substitutes:
The threat of substitutes for Nike is near zero, as these are products which provide equal or improved product which provides the same need. However, the sports apparel does not have substitutes as the demand of these products will never stop. The innovation will move on with the coming centuries. The innovation is not substitute but its improvement by replacing the product with stronger material, change the design or shape.  
(Adamkasi, 2019).
SWOT ANALYSIS

	Strengths 
	Weaknesses

	· Globalised brand
· Strong distribution channels.
· It has strong innovation 
· It has high position over its long-term debt
· Has a strong marketing campaign
	· Higher prices compared to its competitors.
· Providing minimal wage rate
· Highly depend on footwear segment

	Opportunities 
	Threats

	· It can provide different categories products rather than footwear.
· The brand can develop internationally
· Increasing demand and brand image on the market
· Supports different market events.
	· Economic recession in the currency which can lead Nike to losses
· Sensitivity to price
· Higher competition



                                                                                                                                      (Dr Ahmed, 2016)


Segmentation, targeting and positioning
The segmentation of Nike is based on 5 factors which are demographic, geographic, psychographic and behavioural. They are targeting its demographic segments based on the age which is between 15 to 55 years old. The company provides types of products for women, men and kids where offers discounts for students and loyal clients. As Nike is already international brand, their geographic segment is based on urban areas and international locations. The company produces variety of products depending on the culture of certain country so they can meet their customers’ expectations and needs. The company also customise campaigns in countries such as India where they are trying to advertise sports which are not common for the countries such as rugby and cricket coming from Sidney. Moreover, their psychographic segmentation is based on the lifestyle, personality and the interest of their customers. The final stage of their segmentation is the behavioural stage where Nike is trying to build an engagement with their customers by providing their innovative products on high quality. Also, the company allows to their customers to show and share their preferences and experience including product review in the social media. According to the targeting, their strategy is to choose their segment from which they will have more efficiency. Meanwhile, the company targets more young athletes, where providing products on comfort, style and quality as they believe they will give a positive satisfaction and joy to their customers. 
On the other hand, their positioning is strategically made to have a good brand image on the market as a leader of the sports apparel. Thanks to their logo and slogan, they encouraged customers to believe that their products are the best option for sport. (Edrawmind, n.d.)

Marketing Mix 
Dr Khan, 2014 states that the definition marketing mix is a fundamental concept set of marketing tools which are used to create a response from the target market. The marketing mix is also known as the 4 Ps which are price, place, product and promotion which are the main parts of a marketing strategy. However, Muala & Qurneh (2012) also asserted that there are additional 3 key elements which must be added to the 4Ps which are people, process and physical evidence which makes the marketing mix automatically 7Ps. The last three key points are used for businesses which are providing mainly service such as retail shop, hair studio etc. 

Product: 
The products which Nike is offering is mainly sport shoes and equipment which at the moment are the top selling products for the brand. Apart from that, they also offer and clothing. Besides that, the company also allows to their customers to customize their footwear by creating new design with colours, different fabrics on whatever area of the shoe they want. Nike also uses a Brading strategy to promote their products. As Nike invests a lot in their advertisement, they are creating a strong message to their segments which reinforces their branding. Nike’s brand strategy can be described as a emotion where they have a strategic way of introducing emotional attraction in their ads to the customers. This strategy helps the company to create a good image in front of their target market 
assuming that their products will be reliable and will provide the same results repeatedly. 


Price: 
Nike’s products prices are based on the quality and materials form which are they produced. Their pricing strategy is made to be competitive against other retailer shop. It uses a vertical integration where the strategy uses one or more different levels of channels and take role as a operational level to implements the expenses and to reflect on the product pricing. The strategy which they are suing is Cost based pricing, which means that they are offering low prices on their products so their niche target customer to have the financial capability of purchasing their products.

Place:
Nike is a worldwide brand located in urban areas and international countries. Only in US, Nike has about 20 000 stores and has a access to more than 200 countries internationally. The manufacturing facilities, customer service and operational units of the company are worldwide. On the international market, Nike has independent distributors and licences which are selling its products. to reduce the pricing, the company is using strategic way with China form a developing country such as Vietnam. As their investment in advertisement is a tradition for Nike, their marketing strategy and online selling will expand their channels of distribution.




Promotion: 
The way of promotion for Nike is to use celebrities, commercials and billboards for their products, so the target market can be aware of. Their print advertisement has a strong and sensitive message. However, when coming up with new products, Nike must think for a new type of promotion such as maxi environment which can create a brand awareness. Also, as Nike has been sponsored in too many events such as The Golden West Invitational, the company’s image, name and logo became the most recognisable brand in the world, which brought to the company high revenues and sponsorship with other companies. 
                                                                                                                                                 (Dr Ahmed, 2016)
Conclusion and Recommendation
Based on the company’s analysis, Nike has the potential to improve its management and operation. Also, the company have the ability to offer new innovative product and expand more its shares by using strong strategies and set objectives. The company’s corporative social responsibility is highly transparent by increasing and additionally spreading innovation and physical activity. The following points are recommended for the company: 
· Establishing new marketing agreement
· Increasing their overall output by reducing the quantity of waste. 
· Accelerating automation
· Regional diversity
· Improved management to implement labour issues
· Increasing sustainability
· Investing more in people
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