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Introduction 
Every business and organization operates in a world that is always changing and affected by factors that are stronger than them and beyond their control. Organizations are affected by forces in their external business environment, just as a climber trying to scale Mount Everest must be aware of and respond to the various natural challenges. All of these factors must be considered in any company plan to identify opportunities and risks and help the organization grow and make profits.
This report will analyze, evaluate and reveal solutions to successfully deal with the challenges of the external environment for Nike Inc, which is a global leader in design, developing and sale of sports shoes, apparel and accessories, using a situational analysis from the marketing process.
Marketing and marketing process
Marketing is a social and managerial activity that helps people and organizations create and exchange value with others to get what they need and want. Therefore, marketing is the process by which a business interacts with customers, establishes trusting relationships with them, and provides value to them in order to get value from them in return (Kotler et al., 2019). 
The set of procedures that companies use to advertise their goods and services to potential customers is known as the marketing process. According to Kotler (2019) this includes defining the target market, formulating a marketing strategy, executing the plan and maximizing the value of each customer. Essentially, it is the process of educating consumers about the company's offerings and persuading them to buy them. The marketing process consists of five steps that marketers use to provide value to customers and establish lasting relationships with them.  This can be visualized in the following graph (Weller, 2017).
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Figure 1: Marketing Process Overview
A company's mission statement outlines the company's goals and how it can help customers. There are cases when an ambitious mission inspires customers and workers in the company, therefore it gives the entire direction for the development of the company. According to Nike (2023), there mission is “To bring inspiration and innovation to every athlete* in the world. *If you have a body, you are an athlete. With the statement that all people are athletes because they have bodies, Nike is not limited to athletes only, but to all people.
Evaluating internal and external elements that influence the company and the market is the purpose of strategic analysis in the marketing process. This study will highlight Nike's strengths and weaknesses, whether related to internal resources or external market competitors. By analyzing the situation, a clear, unbiased perspective can be obtained on the company's state of the market, existing and potential customers, industry trends and the health of the industry (Weller, 2017). For this purpose, we will implement PESTEL analysis and Porter 5 Forces.
After a proper understanding of all the external and internal advantages and disadvantages of the company, a specific result and goal should be defined that is measurable and achievable in the long term using the available resources. Nike has implemented several marketing strategies and goals. The company has continued to uphold its reputation for providing high-quality athletic footwear and equipment to people and organisations of all ages and lifestyles. Simultaneously, the corporation has devised tactics and policies to guarantee that its customers can readily obtain their products (IvyPanda, 2023). 
To achieve long-term strategic goals, Nike must skillfully use available customer, competitor, and market information and select and use segmentation, targeting, and market positioning and marketing mix. The marketing mix is ​​a tool used by businesses and marketers to help determine the offering of a product or brand. According to McCharty (1964) the four primary pillars of a marketing plan are promotion, place, pricing, and product. These are referred to as the four Ps of marketing or the marketing mix. By emphasising these components, a business can raise the possibility that a product will be noticed and bought by consumers.
Implementing and controlling the marketing process is critical to ensuring that marketing strategies are executed effectively and achieve the desired results. No marketing strategy, no matter how well thought out, can promise to give a business the best return on investment. Furthermore, since every market is dynamic, a technique that works well now could not work well tomorrow (Britannica, 2023). Periodically assessing a marketing programme is crucial to ensure that its goals are still being met. As a good example of a properly implemented marketing strategy that has been used from 1984 is the Jordan brand and name (Nike, 2023). Using celebrity athletes has proven to be a very profitable strategy for Nike over the years. 
External Environment Analysis
PESTLE analysis
An organization's operations can be impacted by external macroenvironmental factors that are evaluated using a strategic management method called a PESTLE analysis. Political, Economic, Social, Technological, Legal, and Environmental issues are what it stands for (Perera, 2017). All these elements will be analyzed below to determine the positive or negative impact on Nike Inc.
Political factors: Nike is a global company, it must comply with local laws in every country in which it operates. Nike's business operations may be affected by changes in trade agreements, import/export laws and government policies. According to Nike (2023), the company has 501 factories in 37 countries, employing more than 1 million people. Nike's official data shows that the largest manufacturing facilities are concentrated in Asia, with China leading the way, followed by Vietnam and Indonesia. The political system in China and Vietnam is communism, and the communist party has a leading role, in contrast, Indonesia is a democratic country with a presidential republic system of government. In this regard, the countries are stable in their administrations, which is favorable for the company. The corporate tax in China is 25 percent, in Vietnam 20 percent, while in Indonesia it is 22 percent (PWC, 2023), which is a prerequisite for transferring part of the company's production and investments to the democratic country – Indonesia, however, the countries have favorable tax policies.
Economical factors: The Company's revenues and overall success are significantly influenced by the stability and economic growth of important markets. Consumers tend to have more money to spend during economic booms, leading them to spend more on sportswear and fitness-related goods, which was the case until 2020, when global GDP grew by 3% (WorldBank, 2023). Conversely, during periods of economic uncertainty or slump, consumer confidence may decline, resulting in a decrease in the purchase of sporting goods, as evidenced by the Covid-19 crisis. Then the growth of GDP worldwide reached -3%, and at the moment it has returned to levels of 3% (WorldBank, 2023). As particularly unfavorable for Nike, it turned out to be the delay specifically in Asia and specifically in China, Vietnam and Indonesia, and the problems related to transportation. On the other hand, the slowdown in the economic growth of the countries also coincided with the rising inflation, which according to (Wisevoter, 2023) the average inflation in the world is 13.9%, which will inevitably lead to an increase in the prices of raw materials and materials, which will reflect on the price of Nike products. This could prove to be another unfavorable criteria for the company in the medium term. 
Another economic indicator important for a company like Nike, which manufactures its products all over the world, is the unemployment rate in the economy. According to this indicator, the countries where the large production capacity is targeted, namely China and Indonesia are with 5.1 percent and 3.5 respectively according to (WorldBank, 2023), which can be defined as low levels and may prove unfavorable for expansion of capacities. On the other hand, this indicator is also low in the countries associated with the company's biggest sales (Statista, 2023), as in the USA it is 3.5%, and in Europe 6% (WorldBank, 2023). This shows that the company's main buyers are working people, which provides them with income and this is favorable Nike's sales. 
Social factors: Population growth is a major factor for the company's development, as the number of potential buyers also depends on it. Nike's main markets, North America and Europe, this indicator is with a small increase of 0.54% of the population for North America and with a negative sign for Eupora -0.22% (Worldometer, 2023). In the long run, this may turn out to be unfavorable for the company. On the other hand, the potential for increasing sales could be the growth of the population in developing countries from Africa and Asia, where, in addition, the average age of the population is 20 years old and 31 respectively, in comparison in Europe this indicator is 42 according to Worldometer (2023). 
Nike focuses on active, sports and sports-interested customers (Nike, 2023). It is related to the lifestyle of each and every consumer and a proper understanding of their needs and preferences is of utmost importance for the development of the company. Market segmentation related to preferred sports in different regions of the world is of utmost importance and can increase sales in the respective countries. According to World Population Review (2023), the most preferred sport in China, for example, is basketball, and in Europe and Africa football, in the USA - American football. Focusing on the preferred sports in different countries can lead to extremely favorable positives for the company.
Technological factors: Technology is inextricably linked to innovation, and as a leader in the sporting goods market, Nike must aim to always be aware of new technology trends and implement them in the production and sale of its products. The main production is concentrated in China, which ranks eleventh in the world in terms of innovation index (The Global Economy, 2023). On the other hand, the headquarters of the company is located in the USA (Nike, 2023), which is in 2nd place according to the same indicator. This can have a positive impact on the company, as it did in dealing with the challenges caused by Covid-19. Automating supply chain processes by introducing 1,000 robots to sort, pack and ship products, thus facilitating and speeding up the supply process (Cohen, 2022).
Legal factors: Nike, as a company operating worldwide, is very important to take into account the laws of the countries related to employed workers. China and Vietnam, as the two countries where 72% of all the company's shoes are produced (Carpenter, 2022), it is extremely important for the company to satisfy the local laws, as well as its employees, because it affects the company's image. According to (Globalisation partners, 2021), workers in China must not work more than 44 hours per week, while Vietnam allows up to 48. Annual leave in China is, depending on years of service, 5 to 15 days, excluding public holidays, while in Vietnam minimum annual leave is 12 days (Globalisation partners, 2021). 
Nike is a well-known and recognizable brand with its trademark logo "swoosh" and “jumprman” (Nike, 2023), and therefore it is very important in the countries where they sell and manufacture their products that these logos are protected by local laws. The Madrid system is the international system for trademarks, and it is represented in 130 countries, including China and Vietnam (WIPO, 2023). This is beneficial for protecting the company's intellectual property
Environment factors: All global companies have an impact on the environment as a matter of course and it has both a positive and a negative impact. Nike is no exception, also actively participating in the fight against climate change (Nike, 2023). The “MOVE TO ZERO” campaign includes pledges to do away with single-use plastics on Nike campuses across the globe and to use nikecirculardesign.com to start a conversation among the world's designers. Together, these initiatives and material development programs—which have prevented 6.4 billion plastic bottles from ending up in landfills since 2010 and made gorgeous football uniforms in the process—as well as logistics centres powered by renewable energy represent a marathon and a sprint (Nike, 2019). Also Nike's environmental footprint as a business and maximize avenues for positive impact as a brand. for this, the company is taking various decisions to optimize supply processes and to use 100 percent renewable energy to power its own facilities by 2025 (Nike, 2019) and 1 billion plastic bottles per year from landfills to create yarns for new jerseys and uppers for Flyknit shoes according to the same source. These company decisions have a favourable impact on both the environment and Nike.
Porter 5 Forces analysis
Nike's competitive advantage as a major international company rests on its ability to effectively address the five factors influencing the business environment. Athletic shoe and clothing companies face challenges from external sources such as substitutes, purchasers, suppliers, competitors, and new entrants.
Threat of new entrance: In the athletic clothing business, Nike is not particularly threatened by new competitors because of a number of significant factors. Nike has established a powerful and well-known global brand presence thanks to its recognizable logo, intensive marketing campaigns and strong customer loyalty and brand recognition, as in 2022 Nike holds 38.23% of the total sporting goods market share and allocates 3.1 billion for marketing and promotion (Sher, 2023). For new competitors, Nike's strong brand presents a major barrier to entry because it is difficult to develop a level of long-term brand equity and customer trust equivalent to Nike's.
Threat of substitute products: The existence of competing brands and goods outside the sportswear sector poses a threat to the sportswear industry. Customers may decide to replace sportswear with street wear or casual wear from fashion brands (Figure 1), this threat posed by alternatives can be categorized as medium to high given the potential impact on customers, especially if they choose fashion trends by above the specialized performance attributes associated with sportswear (Brand Finance, 2022).
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Figure1: Top 10 Most Valuable Apparel Brands

Competitive rivalry: Factors that create the strong strength of competitive rivalry in the industry are the large number of companies, the rate of growth and the aggressive marketing strategies by the market players. According to (Somoggi, 2023), Nike's marketing budget is $3.9 billion, Adidas $2.9 billion, Puma $1.1 billion, and Under Armor $0.6 billion. In addition to these companies, the market also includes New Balance, Vans, Sketchers, Mizuno, Asics, which have sales revenue for 2022 totaling $29 billion, which represents nearly 10 percent of the total market share (Somoggi, 2023). This shows that we have very strong competition in the industry and the level of rivalry is high.
Bargaining power of buyers: There are other brands offering similar products in a highly competitive industry, giving customers a lot of options. Customers can haggle for better conditions and prices because they have so many options. Customers find it simple to switch to Nike's competitors due to their low switching costs. Customers may easily compare prices, read product reviews, and access a wider range of products through online marketplaces. Thanks to this transparency and accessibility, customers have more information and control over their purchases, which also makes it simpler for them to look for the best offers and negotiate the price.. On the other hand, Nike customers have some loyalty to the brand, so we can conclude that the bargaining power of buyers is medium to high.
Bargaining power of supplier: Nike uses a worldwide network of suppliers to provide its products' parts, raw materials, and manufacturing services. Despite Nike's size and brand giving them considerable negotiating advantage, suppliers still have some power. According to Nike (2019) the organisation sustains enduring connections with key suppliers, fostering reciprocal collaboration and comprehension, and also funds supplier diversity initiatives to diversify its supplier base and lessen its dependency on particular sources. In addition, Nike evaluates and controls supplier-related risks through ongoing supplier performance, quality, and compliance monitoring. From these factors it can be concluded that the power of suppliers in the industry is medium to low.
Advantages and disadvantages
Nike's advantages are related to the fact that it is the most recognizable brand in the world, which puts it at a relative competitive advantage over its direct competitors. The fact that it holds the largest market share gives it the advantage to invest a greater absolute value in marketing and new production facilities to maintain this leadership. Investing in developing countries, with low labor costs and access to many suppliers and well-established supply chains, puts the company at a huge advantage.
Long-standing relationships with famous athletes such as Michael Jordan are also a strength of the company, which reinforces the brand's popularity in various sports.
Disadvantages are related to high competition in the industry and the fact that all competitors want to displace the market leader, which leads to higher costs for marketing and maintaining the position. Increase in inflation may have a negative impact on the price of final products and brand switching by customers to cheaper and satisfying the same needs products from competitors.
Nike remains depends on the US market for sales and revenue despite its globalisation. About 41% of Nike's sales in the fiscal year 2022 originate in North America (Cuofano, 2023), which of course could turn into an opportunity for the company.
Recommended strategies 
Based on the analysis so far, it can be said that there would be two implementation strategies for Nike to achieve company growth, from Ansoff's matrix. Both strategies are associated with low levels of risk for the company and they are market penetration and market development.
Market development focuses on selling existing products into new markets. It is the developing countries of Asia, Africa and South America that may turn out to be a market with great potential in the coming decades. The growing population and expanding economies in these countries would be a great opportunity for the company. Since the favorite sports in these countries match those in North America and Europe, there will be no need to make new products.
Market penetration is a concept for increasing sales of existing products in an existing market. By continuing to allocate large amounts of revenue to marketing and increasing understanding of customer needs, the company can increase its market share and maintain its leadership position. This can happen through an aggressive campaign to inform customers about new products, prices, promotion through social networks and the Internet, where customers can be easily reached and they can directly compare the company's advantages over competitors. Strengthening brand loyalty by providing additional promotions and investing in artificial intelligence to collect, process data from customer preferences across internet platforms.
Conclusion
Despite the leadership in the market of sports goods, clothing and shoes, Nike must continue the pressure on competitors and not put its future at risk. Properly analyzing the processes in developing countries can prove to be crucial for the future of the company and its growth. The importance of knowing the needs of customers, their lifestyles, their favorite sports and fashion trends and properly managing supply chains, production costs is important to the growth of any company, including leaders like Nike.
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