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Executive Summary

 	Nike, a well-known international brand in athletic and sporting goods, has adopted a dynamic and all-encompassing strategy that has fuelled its success in the market. Nike has created a strong brand identity and a goal to be the most genuine, connected, and distinctive brand with a mission to inspire and innovate for athletes around the world.
The dynamic nature of Nike's strategy, which emphasises expansion and business partnerships, is what makes it stand out. The business has continually sought out growth prospects, aiming to boost revenue and market share through strategic alliances and partnerships. Nike remains ahead of the competition and caters to the changing needs of its wide range of customers by utilising technology breakthroughs, product development, and marketing initiatives.
This plan covers the complete business, demonstrating a broad perspective that includes the product portfolio, marketing initiatives, supply chain management, and international operations. Nike has a long-term strategy for sustained growth and success that includes a dedication to innovation, brand promotion, and sustainability activities.
Nike's strategy development is driven by a combination of stakeholder and market factors. The business continues to monitor changing market dynamics, such as consumer preferences, the competitive environment, and economic variables. Nike values stakeholder engagement as well, taking into account the needs and interests of its clients as well as those of its workers, suppliers, investors, and communities it serves. Nike's strategy will be in line with market demands and stakeholder expectations thanks to this approach.
Nike's approach has a number of benefits, such as a powerful and recognisable brand name, innovative capabilities, a diverse product portfolio, a global presence, and strategic alliances with elite athletes and sports organisations. There are obstacles to overcome, though. Nike must invest in pricey marketing efforts to keep its brand relevant. It also has to deal with complex supply chains, reputational risks, fierce competition, and the need to adjust to shifting consumer tastes.
Nike has solidified its position as a global leader in the sports and athletic clothing sector thanks to its dynamic and all-encompassing approach. Nike continues to motivate athletes all over the world while dominating a cutthroat industry by concentrating on growth, strategic partnerships, innovation, and customer-centric approaches. The company is well-positioned for ongoing success and long-term expansion thanks to its capacity to adjust to changing market conditions, deal with stakeholder influences, and capitalise on its strengths.
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1.0 Introduction

 	The way consumers view and interact with sportswear has been revolutionised by Nike, a global giant in the sports and athletic gear sector. Nike has a long, illustrious history that spans several decades, and it has become synonymous with inspiration, innovation, and greatness. Nike's journey has been characterised by constant innovation, strategic advancements, and a tireless pursuit of perfection from its modest beginnings as a tiny sports shoe distributor to its current standing as a dominant industry leader.
Bill Bowerman and Phil Knight founded Nike in 1964. At first, company was known as Blue Ribbon Sports. The business initially concentrated on importing and selling premium athletic footwear from Japan. Nike, however, started down a path of self-transformation after realising the necessity for product innovation and brand uniqueness, and today it is a major player in the sports clothing market worldwide. (Revive Digital, 2018)
Nike has a history of making bold strategy choices, as well as product and marketing choices, that consistently push the envelope and challenge accepted wisdom. Nike has risen to the top of the market as a result of its concentration on innovation, cutting-edge design, and performance-driven products, which have found favour with customers and athletes all over the world.
The "Swoosh" emblem and the inspirational phrase "Just Do It" from Nike have come to represent athleticism, willpower, and achievement. Nike has strengthened its status as a dependable and aspirational brand through strategic alliances with elite athletes, sports organisations, and notable individuals. (Moore, 2022)
Nike has made sustainability a significant component of its corporate strategy in addition to its emphasis on product innovation and brand development. Nike has implemented steps to lower its environmental impact, enhance working conditions throughout its supply chain, and promote social responsibility in response to the environmental difficulties the business is experiencing.
Nike's influence now goes far beyond athletic footwear. The business provides a large selection of clothing, gear, and accessories for different sports and athletic endeavours. A strong distribution network and its extensive global presence ensure that its products are available to customers and athletes all over the world. (Tayade,2023)
In-depth research of Nike's historical growth, strategic objectives, and current position in the sports and athletic clothing market are the main goals of this report. We will learn a lot about the elements that have led to Nike's success and its view for the future by looking at important elements including ownership, main stakeholders, strategic frameworks, and its goal and vision.









[bookmark: _Toc139571029]
2.0 Main Findings 
[bookmark: _Toc139571030]2.1 Historical development of Nike
Nike is a renowned multinational corporation specializing in athletic footwear, apparel, equipment, and accessories. Founded in 1964 as Blue Ribbon Sports and officially renamed Nike, Inc. in 1971, the company has grown to become one of the world's most recognizable brands in the sports industry. Nike's iconic "swoosh" logo is synonymous with innovation, performance, and success. (Nike Company, 2023)
Nike was founded by Bill Bowerman and Phil Knight. The company's origins can be traced back to 1964 when Knight, a business graduate from Stanford University, and Bowerman, a track and field coach at the University of Oregon, established a partnership. Initially, their venture was called Blue Ribbon Sports (BRS) and served as a distributor for the Japanese shoe company Onitsuka Tiger, now known as ASICS. (Meyer, 2019). Knight and Bowerman started their business by selling Onitsuka Tiger shoes from the trunk of Knight's car at track meets. They recognized the potential in the American market for high-quality athletic footwear. In 1971, they transitioned from being a distributor to manufacturing their own line of athletic shoes. As part of this transition, they renamed the company Nike, inspired by the Greek goddess of victory. (Andonovska, 2023)
 	Over the past five years the strategic development for Nike has focused on several key strategic initiatives to maintain and enhance its market position. These initiatives include:
-Direct-to-Consumer (DTC) Focus: Nike has placed a significant emphasis on growing its direct-to-consumer business, which includes its own retail stores, e-commerce platforms, and membership programs like NikePlus. By establishing a stronger connection with consumers, Nike aims to gain better control over its brand experience and customer relationships. (Salpini, 2021)
-Digital Transformation: Recognizing the importance of digital technologies, Nike has invested heavily in enhancing its digital capabilities. This includes improving its e-commerce platforms, leveraging data analytics to gain consumer insights, and integrating technology into its products through innovations like NikeConnect and Nike Adapt. (Goldenowl,2022)
-Innovation and Product Development: Nike has continued to invest in research and development to create innovative products that cater to athletes' evolving needs. Notable examples include the introduction of Nike Flyknit, Nike React, and Nike VaporMax technologies, which have garnered significant attention and market success. (Coursehero, 2023)
-Sustainability and Social Responsibility: Nike has made sustainability a key part of its strategy, focusing on reducing its environmental impact and promoting responsible manufacturing practices. The company has set ambitious goals, such as achieving zero waste and using 100% renewable energy in its facilities. Nike has also taken steps to address labor and human rights issues in its supply chain. (Nike, 2023)
[bookmark: _Toc139571031]2.2 Mission and Vision Statements:
 	Everybody who has a body and considers themselves an athlete is included in Nike's definition of an athlete. Nike's mission statement is: "To bring inspiration and innovation to every athlete* in the world." It is important to note that Nike's mission statement famously includes an asterisk, which clarifies that "If you have a body, you are an athlete’’, and its Nike's vision statement is: "To remain the most authentic, connected, and distinctive brand.’’. These declarations demonstrate Nike's dedication to empowering people worldwide—regardless of their degree of expertise or athletic prowess—through inspiration, innovation, and athletic products. Nike works hard to uphold its authenticity, relationship with customers, and unique brand identity in the marketplace. (SMITHSON, 2016)

Changes in Mission and Vision:
 	In recent years, Nike has not made any significant changes to its mission and vision statements. However, the company has adapted its strategies and initiatives to align with changing consumer expectations, technological advances, and societal trends. This demonstrates Nike's ability to evolve and remain relevant while staying true to its core values. (Cuofano, 2023)
2.3 Market Share and Stakeholders
 	Market share and major stakeholders for Nike has consistently maintained a significant market share in the global sports footwear and apparel industry. However, the exact market share can vary by region and product category. Competitors like Adidas, Under Armour, and Puma also hold substantial market shares in specific segments. (Hughes, 2022)
Nike's major stakeholders include shareholders, customers, employees, suppliers, and the communities in which it operates. Shareholders have a vested interest in the company's financial performance and long-term growth. Customers expect high-quality products and experiences that align with Nike's brand image. Employees play a crucial role in driving innovation and executing strategic objectives. Suppliers are essential partners in the global supply chain, and Nike has faced scrutiny in the past regarding labor practices in its supplier factories. The company also seeks to contribute positively to the communities it operates in through various social and environmental initiatives. Critically assessing the relationships and impact on these (Coursehero, 2023)
[bookmark: _Toc139571032]2.4 SWOT and PESTLE Analysis

 	It is obvious that the Nike company is a very famous one and managed to stay in the top of the biggest companies in the world, so it can be seen how Swot, Pestle, Five Forces, Porters Generic, BCG and Stakeholders can help the Nike company to maintain or grow more and more. They can be defined by the following:
Nike faces moderate to significant pressure from new competitors, suppliers, customers, alternatives, and established rivals as it competes in a highly competitive market. Nike uses its powerful brand, wide distribution network, cutting-edge products, and marketing methods to set itself apart from the competition and lessen the challenges posed by these factors in order to maintain its position.

 	Nike used a SWOT analysis to determine its opportunities, threats, and strengths. It enabled the business to take advantage of its well-known brand, creative product design, and wide distribution network. Nike may improve its vulnerabilities, including its reliance on outside producers and labor-related issues. Additionally, it pointed up potential in new regions, rising e-commerce, and increasing demand for sustainable goods. (Bush, 2019)

  	The PESTLE study aided Nike in comprehending the outside forces affecting their business. It gave Nike the chance to evaluate many environmental, political, social, technological, and economic factors. Nike was able to modify its strategies as a result of this analysis in order to adhere to labour laws, manage environmental issues, take advantage of technical improvements, adjust to economic changes, and capitalise on societal trends like fitness and health awareness. (Rowland, 2023)
[bookmark: _Toc139571033]2.5 Five Force Anlaysis
Nike was able to assess the competitive environment and comprehend the dynamics of its business thanks to the Five Forces research. Nike might evaluate the threat posed by new competitors and react by making use of its name recognition and economies of scale. It was aware of the bargaining power of its suppliers and took action to handle relationships well. Nike examined consumer bargaining power and created plans to increase client loyalty. The threat of alternatives was also emphasised by the investigation, which led Nike to concentrate on product differentiation. Last but not least, it assisted Nike in determining the level of rivalry and developing plans to keep a competitive edge. (Team, 2022)

[bookmark: _Toc139571034]2.6 Porter’s Generic Analysis
 	Nike was given strategic options by Porter's Generic Strategies to obtain a competitive edge. Nike developed a distinctive value offer for customers by differentiating its products via innovation, design, and branding. Nike also used cost-cutting techniques by outsourcing manufacturing and streamlining their supply chain. With the use of these tactics, Nike was able to dominate the industry, serve a variety of clientele, and increase profitability. (Gregory, 2022)
[bookmark: _Toc139571035]
2.7 BCG Matrix
Nike was able to evaluate their product portfolio using the BCG Matrix and allocate resources appropriately. Nike might choose items with a lot of room for growth (Stars) and make investments in their creation. To preserve market share, it may manage its well-established products (Cash Cows). Nike might also spot new items (Question Marks) and decide how to best capitalise on their potential for growth. Finally, it might assess low market share products (like dogs) and decide whether to reposition them or sell them. (EmbaPro, 2023)

 2.7.1 Critically Discussion
Nike was able to better understand the requirements, expectations, and concerns of different stakeholders thanks to stakeholder analysis, including customers, employees, suppliers, investors, communities, and advocacy organisations. Nike may solve labour and environmental issues, enhance working conditions, advance diversity and inclusion, and aid regional communities by interacting with stakeholders. Nike was able to improve its reputation among stakeholders and build productive connections as a result of this analysis. (NIKE COMPANY, 2015) Overall, these strategic analysis models gave Nike important information about its current position, pointed out areas for improvement, and helped the company develop strategies to capitalise on its advantages, minimise its disadvantages, seize opportunities, and counter threats in the competitive sportswear market.

 	It can be difficult to choose between the SWOT, PESTLE, Five Forces, Porter's Generic Strategies, BCG Matrix, and Stakeholder Analysis models which one is the most important for Nike because each one provides different insights and advantages. However, depending on the precise context and goals of Nike, the significance of these models may change. Nevertheless, two models stand out as being especially significant for Nike:
Nike must perform a SWOT analysis in order to determine its internal strengths and weaknesses as well as external opportunities and threats. By being aware of these elements, Nike is better able to capitalise on its advantages, correct its flaws, grasp opportunities, and reduce risks. SWOT analysis aids Nike in gaining a thorough understanding of its existing situation and directs the creation of plans to maintain competition and expand its market share.
[bookmark: _Toc139571036]2.8 Stakeholder Analysis
Stakeholder analysis: Nike relies heavily on stakeholder analysis to comprehend the demands, expectations, and worries of its various stakeholders. Nike uses this information to strengthen relationships, improve its reputation, and make decisions that are in line with stakeholder interests. Nike can increase trust, sustainability, and long-term success by meeting the expectations of customers, employees, suppliers, investors, communities, and advocacy groups.
Stakeholder analysis emphasises the value of comprehending and interacting with multiple stakeholders, whereas SWOT analysis offers both an internal and external perspective. Together, these models offer insightful information about Nike's position, issues, opportunities, and stakeholder relationships—information that is essential for developing successful strategies and making wise business decisions.
A holistic approach that takes into account all the models mentioned (SWOT, PESTLE, Five Forces, Porter's Generic Strategies, BCG Matrix, and Stakeholder Analysis) can provide a more thorough understanding of Nike's business environment and guide strategic decisions. However, it is important to note that each model has its own unique value.
[bookmark: _Toc139571037]2.9 Dynamic Strategy
A dynamic approach is taken by Nike in their business. Nike has shown over the course of its history that it is willing to modify and improve its business tactics in order to remain competitive in an industry that is constantly shifting. In the field of sports and athletic apparel, Nike is continually looking for new ways to be innovative and push the limits of what is possible. They have a reputation for being able to spot developing tendencies, make effective use of available technology, and form effective strategic relationships in order to stay one step ahead of the competition. In order to keep its place as the most successful brand in the sector, Nike employs a dynamic business strategy that includes ongoing product development, marketing campaigns, athlete sponsorships, and expansion of the company's footprint across the world. (Mahdi, 2015)

 	The most important priorities for Nike right now are expansion and forming strategic partnerships. The company has persistently worked towards expanding its market share, as well as its revenue and profitability, through the implementation of several growth initiatives. To fuel expansion in a variety of sub-sectors of the global market for sports and athletic clothing, Nike makes significant investments in product research and development, marketing, and innovative technologies. (The4, 2023). In addition, in order to further strengthen its position as the industry leader, Nike has formed a number of strategic alliances and partnerships with other businesses. For instance, sporting apparel manufacturer Nike has worked with other companies in the technology sector to develop innovative new features for its goods. One such feature is the Nike+ technology, which monitors an athlete's performance.  (Alumni,2016). Additionally, Nike establishes strategic collaborations with professional athletic teams and athletes in order to leverage the impact and popularity of these individuals in order to promote the Nike brand. Although Nike may occasionally sell off particular business divisions or undertake acquisitions in order to bolster its product range or enter new markets, the company's major focus is on expansion and strategic alliances in order to maintain its position as the leader in its industry and expand its presence around the globe.

[bookmark: _Toc139571038]2.10 Scope of strategy
Nike changed their entire organization's strategy rather of focusing on a particular product or SBU (Strategic Business Unit). The company's entire organisation, including its product line, marketing initiatives, supply chain, and international activities, is covered by its strategy.
Shoes, clothing, athletic gear, and accessories are just a few of the many product categories in which Nike is active. As part of its strategy, the business is constantly broadening and growing the range of products it offers within these categories in order to appeal to a variety of market niches and consumer preferences. (Gregory, 2022)
Nike's marketing strategy entails developing a unified and consistent brand image across all of its products and geographies. For the purpose of promoting its brand internationally, the corporation invests in high-profile marketing initiatives, supports professional athletes and sports organisations, and collaborates with key figures in the sports sector.
Nike's supply chain and operations are covered by its strategy as well. To efficiently satisfy client expectations, the company has implemented steps to strengthen manufacturing procedures, boost sustainability, and optimise its global distribution network.
Nike's overall business strategy includes a wide range of products, marketing campaigns, supply chain management, and environmental programmes. (StudySmarter, 2023)
[bookmark: _Toc139571039]2.11. Long-Term Plan
The business has constantly worked towards a long-term goal and carried out multi-year initiatives. Nike's dedication to brand development, innovation, and globalisation shows that the company views business operations from a long-term perspective. (Prachi Singh, 2017)
Nike's investments in R&D, product design, and technology breakthroughs are indicative of its long-term business strategy. The business consistently aspires to release cutting-edge products on the market, which necessitates long-term planning and vision. (Professionalwritingbay,2014)
Additionally, Nike's long-term strategy is demonstrated by its focus on developing a strong brand image and relationships with athletes and customers. The business has long-lasting relationships with elite athletes and sports organisations, which enables it to continue to hold its position as a top sports brand.
Additionally, Nike's emphasis on sustainability and CSR programmes shows a long-term commitment to tackling environmental and social issues. These initiatives show that Nike is developing and putting into action plans with long-term sustainability in mind. (Dean, 2021). The corporation has a long-term plan in place, intending to sustain its growth, brand power, and market leadership over time, as seen by Nike's strategic choices, investments, and activities.

 	Market factors and stakeholder influences have combined to affect Nike's strategy. To be competitive and efficiently meet client requests, the organisation understands the significance of comprehending and reacting to market dynamics and trends. Nike's strategic choices are greatly influenced by market considerations, including consumer preferences, the competitive landscape, and economic factors.
Nike also takes into account the viewpoints and objectives of all of its stakeholders, including clients, staff members, suppliers, investors, and communities. Nike's strategy is developed and carried out with consideration for stakeholder influences, such as comments, expectations, and worries. Through its business practises, the company attempts to serve the demands and interests of its stakeholders, who are important to it. For instance, Nike has worked to allay concerns about environmental sustainability brought up by stakeholders. The business has taken steps to lessen its carbon impact, enhance working conditions throughout its supply chain, and foster diversity and inclusion among its workforce. (Bell, 2023). These activities demonstrate the influence of stakeholders and Nike's understanding of their significance in creating its strategy. So, both market conditions and stakeholder influences have an impact on Nike's strategy. To develop a balanced and successful strategy, the organisation works to comprehend market dynamics and react to them while taking its stakeholders' interests and concerns into account.
[bookmark: _Toc139571040]
2.12 Critically discussion of advantages and dis-advantages of Nike’s strategy
 	Nike’s strategy has a complex set of advantages, which can be seen from the fact that this company is so successful and has managed to be in the top of the most viewed companies in the world.
 	Benefits of Nike's plan demonstrates how a strong brand identity, for instance, in Nike's long-term plan has contributed to the development of a strong and recognisable brand identity globally. The "Swoosh" emblem and the phrase "Just Do It" have grown to be recognisable images linked to invention, motivation, and athleticism. Nike's emphasis on invention has enabled them to introduce cutting-edge items, keeping them one step ahead of the competition, as seen through innovation and product development. Athletes and customers looking for high-performance gear have been lured by ongoing product development and technical breakthroughs. (Kolk, 2023)
 	Nike's large range of products in many sports and athletic categories offer something for practically every customer, enhancing market reach and revenue potential, as evidenced by its diversified product portfolio.
 	Presence and distribution worldwide demonstrates how Nike's strategy has produced a strong global footprint, allowing them to reach a variety of markets and client bases. Their effective distribution network makes sure that the products are accessible everywhere.
 	Strategic alliances demonstrate how Nike's connections with elite athletes, sports organisations, and other companies have bolstered their market position and contributed to their ability to keep a competitive edge. (Sean Patrick Hopwood, 2019)

 	On the other hand, the company's strategy also presents certain disadvantages like any other company in the world.
Nike's concentration on high-profile marketing efforts and athlete endorsements can result in pricey marketing campaigns, as evidenced by its strategy's drawbacks. Although it has been successful, the corporation must constantly invest large money to uphold its reputation. (StudyKraken, 2021)
Nike's worldwide supply chain, while effective, can encounter difficulties when it comes to obtaining resources ethically, maintaining fair labour practises, and managing production amid unforeseen disruptions. This is demonstrated through supply chain problems. (Abdulla, 2023)
Reputation vulnerability demonstrates that Nike, with such a well-known brand, is vulnerable to bad press involving matters like working conditions in supplier factories or controversies involving sponsored athletes. Such occurrences can harm their reputation. The sports apparel market is extremely competitive, and customers might be price-sensitive, as seen by competition and price sensitivity. Nike must strike a balance between premium price and providing consumers with enticing value in order to maintain market dominance.
Sustainability pressures reveals that Nike must switch to ecologically friendly materials and processes while managing prices and preserving product quality as stakeholders call for more sustainable practises.
Changing consumer choices demonstrate how quickly consumer preferences and trends change, necessitating Nike to maintain flexibility and consistently modify its products to satisfy changing demands. (Kang, 2021)

 	In the end, Nike's strategy includes a number of benefits that have aided in its growth and brand recognition around the world. The cost of marketing, supply chain management, and upholding a solid reputation in the face of shifting stakeholder expectations and market conditions present difficulties, though. Nike must keep innovating, meet customer demands, and properly address sustainability issues if it wants to maintain its position as an industry leader.




















 
[bookmark: _Toc139571041]3.0 Conclusion 
Nike has changed a lot over its long history, and it keeps changing its strategies to stay competitive in the sports and athletic clothing business. In the last five years, Nike has changed its strategy to focus on growth, innovation, and strategic partnerships. This is a big change for the whole company. The company's vision and goal statements have mostly stayed the same, with a focus on inspiration, innovation, and keeping the brand's integrity.
Nike is owned by its shareholders. No one person or group has a majority stake in the company. Customers, workers, suppliers, investors, and the communities where it does business are the organization's most important stakeholders. Nike's strategy is well-balanced because it takes both market factors and the needs of stakeholders into account.
The SWOT analysis shows that Nike has a strong brand image, a global footprint, and the ability to come up with new ideas. Weaknesses can include problems with the supply chain and a risky image. New markets and technological advances offer opportunities, while fierce competition and changing customer tastes pose risks. PESTLE analysis shows that political, economic, social, technological, environmental, and legal issues all have an effect on Nike. These things affect how the organisation works and may bring both chances and problems. The Five Forces analysis shows that Nike meets competition from other companies, the power of suppliers, the power of buyers, the threat of substitutes, and the possibility of new companies entering the sports apparel market. Keeping these forces in check is essential for long-term success. Porter's Generic Strategies shows that Nike uses a differentiation strategy to set itself apart from competitors by focusing on new ideas, building its brand, and making unique products. BCG Matrix shows that Nike has a mix of cash cows (established products with high market share), question marks (products with room to grow), and stars (high-growth products) in its product range. Based on where each product is in the BCG Matrix, the organisation makes strategic decisions and decides how to use its resources.
Based on these analyses, Nike is currently the world winner in the business of sports and athletic clothing. The company's success has been helped by its strong brand image, wide range of products, and focus on innovation. But problems like competition, sustainability, and changing customer tastes force businesses to change and make strategic decisions all the time. In its goal statement, Nike says that it wants to bring inspiration and new ideas to athletes all over the world, using a broad definition of "athlete" that includes everyone. In their vision statement, they say that they want to be the most real, connected, and unique business.
To stay competitive in the market, Nike uses a dynamic strategy that includes constant change and new ideas. They use technology, partnerships, and new product development to stay at the top of the sports and athletic clothing business.
Nike's plan is mostly about growth and making strategic partnerships. As they look for growth possibilities, they want to increase their market share, make more money, and make their brand stronger through partnerships and collaborations.
The goal of Nike's plan is to change the way the whole company works. It covers their whole company, including their product line, marketing activities, supply chain, and operations around the world.
Nike's strategy has always been a long-term plan, as shown by the fact that they have always tried to be innovative, build their brand, and grow their business around the world.
Their strategy is built on both how the market is doing and what the stakeholders want. Nike takes market dynamics and trends into account and also takes into account the wants, expectations, and concerns of stakeholders.
Nike's approach has many benefits, such as a strong brand identity, the ability to come up with new ideas, a wide range of products, a global presence, and strategic partnerships. But there are also problems, such as expensive marketing campaigns, managing the supply chain, a risky reputation, competition, and changing buyer tastes.
Overall, Nike's strategy has helped them become the industry leader, but they must continue to change and adapt to the market to keep their success going and deal with new challenges.
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4.0 Appendices
[bookmark: _Toc139571043]
4.1 SWOT Analysis
(The Strategy Story,2023)
Strengths:
International presence and strong brand recognition. Technology and product design innovation. A wide-ranging distribution network. Campaigns for marketing and advertising that work. Wide range of products.

Weaknesses:
High reliance on manufacturers outside the company. Disputes about supply chain labour practises. Vulnerability to changes in foreign currencies. Only a little foothold in several emerging markets.

Opportunities:
Growing interest in athleisure and sporty items. Into unexplored markets like China and India. Eco-friendly products and sustainability are receiving more attention. Growth of internet sales channels and e-commerce. Women's clothing has room for expansion.

Threats:
Fierce rivalry with other sportswear companies. Brand reputation is impacted by counterfeit goods. Consumer spending volatility and economic downturns. Consumer preferences and fashion trends are evolving. Environmental and labour regulations present difficulties.
[bookmark: _Toc139571044]4.2 PESTLE Analysis
(Farooq, 2019)

Political:
Fluctuating exchange rates for currencies. Consumer spending is impacted by global economic situations. Income disparity has an impact on purchasing power.

Economical:
Fluctuating exchange rates for currencies. Consumer spending is impacted by global economic situations. Income disparity has an impact on buying power.

Social:
Increasing awareness of exercise and health. Increasing attention is being paid to ethics and sustainability. Inclusion and diversity in the workforce and in marketing initiatives.

Technological: 
Improvements in production processes due to technology. Emergence of digital marketing and e-commerce. Sports apparel is increasingly using wearable technologies.

Legal: 
Concerns relating to patents and intellectual property. Regulations and labelling requirements for product safety. Laws and rules governing employment in various nations.
Environmental: 
Environmental effects of manufacturing processes and climate change. Demand from consumers for sustainable and eco-friendly products. Regulation that aims to cut carbon footprint.


[bookmark: _Toc139571045]
4.3 Porter's Five Forces Analysis: (Kasi, 2019)

Threat of New Entrants:
 	There is a moderate danger from new competitors in the sportswear market. Even if the market is dominated by well-known companies like Nike, Adidas, and Under Armour, new players can still succeed by providing cutting-edge items or focusing on certain market niches. Due to the high levels of brand recognition, economies of scale, vast distribution networks, and significant marketing and advertising budgets necessary to effectively compete, entry hurdles are, however, rather high.
Bargaining Power of Suppliers:
 	Suppliers have a moderate to strong degree of negotiating influence with Nike. Nike purchases its raw ingredients and produces its products through a global network of suppliers. Despite the fact that Nike has developed long-term partnerships with its major suppliers, any delays in the supply chain or an increase in the price of raw materials could have an adverse effect on the company's profitability. Due to the small number of producers that can match Nike's requirements for quality and quantity, suppliers also have considerable clout.

Bargaining Power of Buyers:
 	Customers for Nike have a mediocre degree of negotiating power. Customers of Nike, including merchants and individual buyers, have a wide range of additional brands and goods to select from. However, Nike's well-known brand, cutting-edge product line, and significant marketing campaigns help to retain customers and, to a certain extent, limit their ability to bargain. Customers can, however, switch to competitors if they believe they provide a better deal or lower prices.

Threat of Substitutes:
 	Alternatives to Nike pose a moderate threat. Nike works in the sportswear sector, which includes a range of goods like clothing, footwear, and accessories. Nike's strong brand awareness, technology improvements, and product differentiation help lessen the threat of substitutes even though there are alternatives like non-branded sportswear or fashion clothes. Alternative products may become more appealing due to shifting consumer preferences or new fashion industry trends.

Intensity of Competitive Rivalry:
 	In the sportswear industry, competitiveness between businesses is fierce. Major competitors like Adidas, Under Armour, Puma, and other regional and local brands present Nike with intense rivalry. Rapid product innovation, advertising campaigns, and endorsement agreements with athletes and celebrities define the sector. Nike's market share and profitability are heavily impacted by the competitors' activities, including pricing, product difference, marketing, and brand creation. Customers also find it simpler to switch between brands depending on perceived value and preferences because to cheap switching costs.
[bookmark: _Toc139571046]4.4 Porter's Generic Strategies: (Butler,2018)
Differentiation Strategy:
 	Nike successfully uses a differentiation approach by providing products that are distinctive and cutting-edge and stand out in the marketplace. To create cutting-edge technologies and designs, the company makes significant investments in research and development. Nike has distinguished itself from rivals thanks to its ability to blend performance-enhancing features, fashionable designs, and brand exclusivity. Nike gives its customers the impression that its products are of higher value by providing a diverse selection of product lines, working with prominent athletes and celebrities, and putting an emphasis on product quality and innovation.

Cost Leadership Strategy:
 	Nike utilises parts of a cost leadership approach while largely concentrating on differentiation. The business takes use of economies of scale and effective supply chain management to cut costs. Nike may maintain competitive price while ensuring product quality by exporting manufacturing to lower-cost areas. Because of its strong supplier relationships, operational effectiveness, and cost-effective cost management, Nike is able to control production costs and provide goods at affordable prices without sacrificing quality.
Focus Strategy:
 	Nike employs a focus strategy as well by concentrating on particular market sectors. The business recognises distinct consumer groups and provides for their particular requirements and preferences. Nike has been successful in breaking into a number of specialised industries, including those for basketball, running, and lifestyle products. Nike may successfully win over customers' loyalty and build a loyal customer base by customising its product offers, marketing initiatives, and retail experiences to particular consumer categories. Nike is able to comprehend the unique needs of each market segment thanks to its focus strategy and provide items that satisfy those needs.

[bookmark: _Toc139571047]4.5 BCG Matrix (Growth-Share Matrix) 
The BCG matrix can be used to analyse Nike's product line as follows:
Stars: Items having a large market share and rapid growth, like Nike Air Max and Jordan Brand.
Cash cows are well-known goods with a sizable market share but modest growth, like Nike's essential sporting footwear.
Products with great growth potential but low market share, such as new product lines or developing market categories, are denoted by question marks.
Dogs: A product with a small market share and slow growth that may require future strategic planning. (Awwaredigital, 2023)

 
[bookmark: _Toc139571048]4.6 Stakeholder Analysis
Customers, staff members, suppliers, investors/shareholders, regional communities, and advocacy organisations are some of Nike's stakeholders. By attending to their wants and concerns, the business focuses on establishing positive connections with stakeholders. As part of its interactions with stakeholders, Nike works to enhance working conditions, lessen environmental impact, aid local communities, and advance diversity and inclusion.
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