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[bookmark: _oeoczh2fe2le][bookmark: _Toc113912638]Introduction
As per Shonwari (2020), Marketing Environment Analysis is an instrument for strategic planning. This approach helps to uncover the internal and external environmental elements that impact the company's ability to function effectively. The environmental analysis evaluates the external environment of the firm to identify opportunities and risks. After evaluating the context, decision-makers devise environment-responsive approaches (Assi et al. 2021). 
The aim of this report will be to conduct the environmental marketing analysis of Nike and recommend the organization to improve so that they can be successful in terms of business growth and profitability. The analysis of the external environment will be carried out and the factors that impact the strategies formulated by the organization will be reviewed. The application of Porter’s five forces framework will be done to assess the influencing factors that makes an organization modify their strategies.
The report will also cover the SWOT analysis of Nike and based on the four crucial factors, recommendations will be provided to the organization.
The discussion will be focused on reviewing the segmentation, targeting and positioning strategy of Nike and how it may improve their products and offers will be suggested. The discussion of the marketing mix will help the readers to generate an idea on the marketing methods adopted by Nike to satisfy the customers.
[bookmark: _90nbg0u9m0h5][bookmark: _Toc113912639]PESTLE Analysis
As per Stevens (2021), a PESTLE analysis examines the most influential external variables on a corporation. It may assist human resource professionals and top executives with corporate strategy in a variety of situations. 
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Figure: PESTLE Analysis Framework
(Source: Alsaffar, 2020 )
[bookmark: _9ftms05eqp5o][bookmark: _Toc113912640]PESTLE Analysis of Nike in the UK
[bookmark: _41b0226092yh][bookmark: _Toc113912641]Political 
In 2019-20, the trade tension between China and the UK had been a major concern for Nike (Finance.yahoo.com, 2019). This had an impact on the supply chain disruption to the Uk from China which resulted in less productivity and profitability. The formation of new laws and regulations by the UK government has caused the organization to modify the supply chain and distribution network while exporting products from the USA (Fleischer et al. 2020). The issues have been unfavourable for Nike over the years but since 2022 the scenario has changed and the conditions have become favourable.
[bookmark: _Toc113912642]Economical
The fact that Nike has seen a rise of 5.9 percent in profitability between the years 2017 and 2022 is an indication of a healthy trend in the company's economy (Chroniclelive.co.uk, 2021a). The fact that the economy of the UK is expected to expand at a healthy pace of "3.5 percent" in 2022, as stated by "The Conference Board", is an encouraging indication for the sector and Nike (Chroniclelive.co.uk, 2021b). Other aspects of the economic scenarios are looking rather favourable, notwithstanding the persistent problems with supply chains and the economic losses that are directly tied to those problems. (Chroniclelive.co.uk, 2021c).
[bookmark: _y6gtvi4kjeyh][bookmark: _Toc113912643]Social
The connection between Michael Jordan and Nike has led to the creation of "sneakerhead culture” in various countries including the UK. Today, the projected size of the sneaker resale industry is "$2 billion" (espn.com, 2019). Nike anticipated criticism and potential anger from a part of its client base when it debuted the "2020 Dream Crazy advertisement". The firm was unconcerned since this advertisement was tailored to a certain consumer group that the brand wanted to cultivate and interact with (Adrian, 2022). As per the latest trends, the adoption of social media has affected Nike and then inefficient social media marketing strategy and online sales, the organization has been facing several issues. Thus this scenario has been unfavourable for Nike.
[bookmark: _x6yx5b9ie5z1][bookmark: _Toc113912644]Technological
The "Nike Sport Research Lab" inside the company is responsible for the majority of the brand's developments. Some of Nike's most well-known innovations include the "Nike Flywire support system", "Lunarlite foam cushioning", and the "Hyperdunk basketball shoe" (Childs et al. 2018).
The most recent development in the industry is “Nike Fit”, a foot-scanning technology that is aimed to discover the optimal fit for each individual. The "Nike Fit" app utilises a unique mix of machine learning, predictive analysis, computer vision, artificial intelligence, and recommendation algorithms to determine the best fit for each individual user (nike.com, 2022). This factor has been favourable for Nike as the presence and adoption of innovative technology helps them to keep themselves ahead of the rivals.
[bookmark: _Toc113912645]Legal
Nike's UK affiliates must follow the tax policy which  satisfies the UK affiliates' responsibility under "Schedule 19 Finance Act 2016" to disclose a tax plan in the current fiscal year.
Employers in the United Kingdom must comply with the "Employment and Labor Law 2021", which safeguards employee rights. In the United Kingdom, the "National Labor Relations Act" permits the registration of employee unions (Ioannou et al. 2021). The "Social Security Act" is also a requirement for mandated employee compensation in the United Kingdom (nike.com, 2022). Nike has been successful in abiding by all these laws and they have not been fined for any legal breaches in recent times. Thus this factor can be considered favourable for Nike.
[bookmark: _Toc113912646]Environmental
Few years ago Nike was termed as Sweatshop because the operation of the organisation had a negative impact towards the environment (Mashan et al. 2021). Recent announcement by Nike to adopt 100 % renewable energy by 2025 has been one of the major initiatives adopted by Nike to reduce shipping emission (footwearnews.com, 2022a). The eradication of plastic from all stores is another initiative that is adopted by Nike to save the environment and have taken a huge stride towards becoming environmentally sustainable (footwearnews.com, 2022b). This factor can be considered favourable for Nike.
[bookmark: _domnv3uvivb3][bookmark: _Toc113912647]Porter's Five Forces
The assessment of the overall competitive advantage scenario of Nike will be conducted in this segment with the help of Porter Five forces framework.
Porter's Five Forces is a framework that recognizes and analyses "five competitive forces" that influence any sector and assists in determining the flaws and strengths of a business (Bruijl and Gerard,  2018).
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Figure: Porter’s Five Forces
(Source: Naim,  2021)
[bookmark: _4e8bhfy38qk9][bookmark: _Toc113912648]Rivalry
This force is High. UK athletics brands are plenty. Nike and Adidas own 29 and 24% of the marketplace, correspondingly, according to "Euromonitor International (2021)" (Khan, 2020). Converse, Reebok, Puma, and Asics are Nike's closest competitors. Due to raw material reliance, the sector has a “high variable-to-fixed cost ratio” (Flehantova and Nyamekye,  2021). The consistent expansion of the UK sportswear market until 2021 shows significant brand recognition and exhaustion.
[bookmark: _fopeqcdpv9qs][bookmark: _Toc113912649]Threat of New Entrants
This power is considered as low. Organizations like Puma, Adidas and Nike have the major market share in the UK and thus the entry of a new organization and establishing their business will be problematic. Among the top organizations Nike holds the first position ahead of their rivals. In conclusion, Nike's marketing effort effectively communicated a lifestyle connected with the company. Despite the fact that the physical attributes of rival items are almost comparable, the majority of buyers select Nike. As per the data of 2021 the revenue generation of Nike in the UK was 36.53 billion euros as compared to 21.23 billion euros of Adidas and 6.81 billion euros of Puma (Li, 2022).
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Figure: comparison of revenue generation
(Source: statista.com, 2021)
[bookmark: _q0apd3v4rsui][bookmark: _Toc113912650]Bargaining Power of Buyers
Along with Adidas, Converse, Reebok, Asics, and Puma, Nike is among the few big sports sportswear companies in the UK. The majority of them provide identical items at comparable pricing (Ge and Li, 2019). Consequently, buyers have the option to switch to other items. This information indicates high power buyer power. Moreover, the average price of Nike's products is quite high, which increases the purchasing power of consumers (Eddy,  2022).
[bookmark: _da4hfvnvqgo7][bookmark: _Toc113912651]Bargaining Power of Suppliers
This force can be considered as weak for Nike. It has been observed that the number of suppliers of Nike has been huge in the UK. The raw materials that are employed by Nike are majorly synthetic and widely available across the markets (Du, et al. 2022). Thus it may be inferred that the influential role of the suppliers for Nike is minimal in the UK market.
[bookmark: _ld0qhx8u3ev3][bookmark: _Toc113912652]Threat of Substitutes
This power is High. The main products of Nike can be categorised into two categories that are sportswear and casual wear. Sneakers launched by Adidas are providing stiff competition to Nike in the UK market (Nooh, 2022). Companies like Asics are providing and launching products at affordable prices which are attracting the attention of the consumers (Diao, Y., 2021). So Nike should invest more into the research and development of launching products at affordable prices to eradicate the issue of substitute products by rivals.
[bookmark: _uc6ejt7527v6][bookmark: _Toc113912653]SWOT Analysis

	Strengths
· One of the major strengths of the organization may be attributed to the strong brand value. As per the report of Interbrand(2022), the brand value of Nike is recorded as “$42.5 Billion” (statista.com, 2022).
· Presence of a huge customer base is one of the major strengths of Nike. The market capital of Nike has grown up to “$232 Billion” as per the data of 2022 (Viana, 2022). 
· Collaboration and long term relationships with players and celebrities have helped to upgrade the sale. Collaboration with Michael Jordan helped to design “Air Jordan 1 shoes” and the response of the consumers has been huge (Tian et al. 2019). 
	Weakness
· Nike has been overly dependent on the US market. More than 39 % of the sales of Nike comes from North America (Tang, 2021).
· As per the interview results of “New York times”, most of the female workers are exposed to sexual harrassment (nytimes.com, 2020).
· The presence of huge debt of Nike is a concern. The value has been identified as “$9.4 billion” as per the report of 2022 (Elena, 2018).
· Lack of diversification in product and spending time more on sports apparel have been a concern for Nike

	Opportunities
· Nike has the distinct benefit of providing value for money, which may be utilized to the fullest extent as the corporation makes inroads into emerging customer categories who need excellence at an inexpensive price (Pratama et al. 2022).
· Nike's highest opportunity lies in the growing economies of India and China where billions of new customers increasingly want to adopt western lifestyles, making them more open to companies like Nike. As the corporation is connected with elite branding and segmentation, grabbing the developing market price for increasingly wealthy customers might be immensely beneficial for the business (Zhu, 2022).
· The adoption of “Celect”, which is a predictive analytics platform to predict the shopping behaviour of customers (Liu et al. 2021).
	Threats
· Emergence of new brands with innovative products at affordable prices is a concern for Nike. Nike's best chance to dominate the industry is to create unique items that are targeted to the demands of sportsmen (Li, 2022).
· Companies such as "Under Armour", "Adidas", and "Lululemon" are expanding their advertising and promotional expenditures, therefore raising the competitive pressure on Nike (Khan, 2020).
· Nike's sales decreased by 38% in the first quarter of 2022, and additional declines are possible if the expected economic downturn materialises (Forbes.com, 2022).


Table 1: SWOT Analysis of NIKE
(Source: self-created)
[bookmark: _Toc113912654]Advantage and Disadvantage of SWOT analysis
SWOT analysis is performed by defining an aim and having a brainstorming discussion to discover internal and external elements that are favourable and unfavourable to the attainment of the target (JATMIKO, et al. 2021).
All business choices should be founded on accurate, relevant, and comparable information if they are to have any meaningful effect on the bottom line. However, both collecting and analysing SWOT information is a subjective concept that reveals the inherent bias of the people involved (Weng and Liu,  2018).
[bookmark: _vegw90y7y24h][bookmark: _Toc113912655]Segmentation Targeting and Positioning
The Segmentation, Targeting and Positioning of Nike will be demonstrated in a  tabular format in this section and thus the market position of the organization will be assessed.
[bookmark: _Toc113912656]Segmentation
As per Ellen (2020), Market segmentation is a promotional approach that identifies certain groups of customers in order to promote particular items or market segments to them in a manner that resonates to their preferences.
Demographic
Users of the Nike brand vary in age from around 15 to 45 years old. By bridging generations, Nike attracts middle-aged customers with discretionary cash and cultivates its connection with modern generations to assure future growth and cultivate brand advocates for life. The business caters to both male and female customers (Schlegelmilch, 2022).
.Psychographic
As part of its aim to broaden its target audience, Nike often concentrates on psychographic categories that stand out. These include women in their twenties who want to wear the newest sports fashion trends prior, during, and after exercises (Eriksson, 2022).
Geographic
Nike's market segment is spread globally, mostly in metropolitan areas. Nike earns substantially greater income in North America than in any other area (Kuang, 2022).
In 2021, North America contributed 39%, or “$17.2 billion”, to overall sales, while the "EMEA" area contributed "$11.5 billion". Nike generated "$8.3 billion" from Greater China, "$8.3 billion" from LATAM, and "$5.9 billion" from APAC (Pires, 2022).
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Figure: Revenue generation as per geographical segmentation
(Source: Marques, 2022 )
Behavioural
The luxury brand image and price of Nike items reflect the fact that the majority of Nike's customer base belongs to a "higher socioeconomic class" (Hansson and Jonasson, 2022). The typical Nike consumer is a sports fanatic who values an active and healthy standard of living.
[bookmark: _Toc113912657]Targeting
The "Nike target market" is global, and the Nike age range spans from early adolescents to middle age. Nike's approach has grown in recent years to target various specialised market segments, such as women, young athletes, and joggers, despite the company's significant emphasis on advertising to athletes and sports lovers (Araujo, et al. 2018).
Nevertheless, the men's client group remains by far the largest in 2021, sales of men's Nike items constituted more than half of the company's global wholesale income (Chen, M., 2020).
[bookmark: _Toc113912658]Positioning
The adoption of innovative technology and predictive analytics has helped Nike to develop products according to customer buying behaviour (Alexander et al., 2021). Customers were persuaded that Nike is a triumphant and aggressive company by its swoosh emblem, "Just Do It" motto, and commercial campaigns highlighting the outstanding feats of renowned athletes (Glausser, 2020).
Nike employs a “Competitive Positioning” approach. Nike has positioned its brand in such a way as to make it the industry leader in the production of athletic apparel that is both cutting edge and of the highest possible quality (Anwo and Tul, 2022).
[bookmark: _1ijgpd54zgzi][bookmark: _Toc113912659]Marketing Mix
As per Stuart (2020), the marketing mix is the collection of activities or strategies that a business uses to advertise its product or service in the marketplace. A typical marketing mix consists of the 4Ps: price, product, promotion, and place. In this section the 4P analysis of Nike will be carried out.
Product
Nike has been famous for its sports shoes and it has earned fame for manufacturing different shoes for different sports like cricket, football, basketball and so on (Hoogendijk, 2021).
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Figure: Revenue generated by Nike Footwear
(Source: statista.com, 2022)
The figure above is used to demonstrate the revenue generated by the sports shoes as per regions. It can be observed that the revenue generated in Europe is 7.39 billion dollars as per the report of 2022 (JAWOREK et al. 2020). So it may be inferred that diversity of shoe products makes Nike one of most loved brands across the world and in the UK.
Price
The adoption of premium and value based pricing strategies are generally incorporated by Nike (Bharathi et al. 2020). The acceptance of feedback by Nike from customers before setting price for products creates a sense of belongingness among the customers (Singh, 2021). Nike also provides promos and discounts like “Easter sales”. This helps them to retain existing customers and attract new ones and as per the report of 2021, the revenue generation of Nike has been hiked by almost 10 percent (Anwo et al. 2020). [image: ]
Figure: 4Ps Marketing mix of Nike
(Source:Alqahtani, 2020)
Place
The stores have been established in premium locations in the UK and all across the world. Niketown, a four-story outlet shop in the UK, offers premium experiences and services. It offers a great buying experience with a customizing booth and professionals zone (Perez, 2022). 
Promotion
The promotional strategies of Nike are primarily based on collaboration with sports professionals. Nike is trying to improve their social media marketing to attract the younger generation and this will help them to solidify their position (Diantari et al. 2021). Nike's "#YouCantStopUs" sends the notion that every sports field is distinct and comparable (Zhavoronkova, 2021). These are Nike's expressive advertisements with diverse themes  that help to attract consumers.

[bookmark: _7b4ljsiyjbfb][bookmark: _Toc113912660]Conclusion and Recommendation
Finally it can be concluded that the macro-environmental factors of Nike have been in favour of the company. The adoption of new platforms like “Nike Fit” has helped the organization to predict the buying behavior of the consumers and develop the product accordingly. Providing sales at special occasions has also been successful in making Nike profitable and the profit has been hiked by approximately 10%. Collaboration with famous sportspeople has been a major strength for the organization and they have been successful in adopting innovative technology for making their digital presence more prominent. Nike has been successful in attracting people across all the ages and identification of proper slogans has helped Nike to develop an efficient positioning in the marketplace.
It can be recommended that Nike should focus on product diversification and they should divert their focus on other products modification except sports wear. As per forecast, this will help Nike to reduce the regional risk and the profitability in the UK and other regions will be enhanced (Faria, 2022). In order to counteract the threats posed by the rivals, Nike should collaborate with firms like Google to upgrade their technological innovation (Jiang, 2019). Nike may equip top endorsement athletes with Nike+ technology so that their customers get an opportunity to compare themselves to their respected sporting idols. This will be achieved through an efficient application of social media and Nike + smart phones application (Orosová, 2021). 
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