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[bookmark: _Toc92757958]Introduction

The external and internal environments of a business have a huge impact on its overall performance. For that reason, any organisation that seeks to possess a competitive advantage over its rival companies must embrace environmental analysis. The environmental analysis goes a long way to enhance the growth and sustainability of a company. Nike is a fully known transnational US based company which provides trendy and functional sportswear worldwide. Nike serves to brings style innovation and inspiration to athletes globally. Although Nike is the largest sportswear and accessories company worldwide, Nike still has to keep their brand on high guard in a very competitive market globally. The paper provides an in-depth look at how Nike can achieve environmental analysis using various frameworks such as the PESTEL Model and Porter’s Five Forces to enable the company to effectively market its new brands. Also, it avails how Nike can utilize segmentation, targeting, and positioning, and market mix model strategies in its marketing undertakings. By doing so, the paper appreciates the role of marketing in a company. Lastly, the paper gives recommendations for Nike, Inc.’s with regard to marketing management moving into the future.
[bookmark: _Toc92757959]Mission
"To do everything possible to expand human potential"
[bookmark: _Toc92757960]Vision
"To bring inspiration and innovation to every athlete in the world"

[bookmark: _Toc92757961]Background Information 

A company needs to assess its external environment for economic efficiency before formulating and implementing various strategic practices and policies. This analysis can be accurately and objectively conducted using the PESTEL model and Porter's Five Forces Framework. Conducting external research of Nike, Inc. using the PESTEL model and Porter's Five Forces Framework will go a long way to assist its management in formulating and implementing strategic marketing decisions.
External analysis examines the organisations industrial environment looking at factors such as the competitive structure and competitive position of the organisation and its history. External analysis at the macro level analyses the global, political, social, economical and technological factors (Elearn, 2008).
Nike has expanded its brand in the international market rapidly, the international exposure gives Nike and understanding of a diverse business environment and its economic & cultural prospective which examines and in-depth understanding of its global business and marketing strategy and enhances the oversight of Nike’s multinational operations (Nike Annual Report, 2020). 

[bookmark: _Toc92757962]PESTEL Analysis

The PESTEL analysis in marketing environment in marketing environment must be understood by analyzing the PESTEL model step by step. Marketing Organizations need to fully understand the following six stages and conduct a PESTEL analysis. Organizations must be aware of what are favorable and non-favorable are and need to be aware of opportunities and threats.

[image: How to conduct a PESTEL analysis in a marketing environment |]
Figure 1: the PESTEL Analysis Model source Digital Marketing of School

[bookmark: _Toc92757963]Political 

The political factor helps Nike to a certain degree in which the government supports the economy growth of Nike this has a major affect in the organisations present and future growth. Nike generates 41% of its overall revenue from the US market therefore, they are supported by the US government (Brand Minds , 2020).
Political concerns are particularly significant in the backend of a business, which we rarely see. The majority of today's political developments, for example, solely affect how a corporation may create items or how much profit it makes. This may appear minor to us, yet political issues determine an organization's long-term viability. Some of these are for Nike:
· Nike has considerably benefited from the positive US government policies, the government support Nikes increasingly growth prospect.
· Low interest rates, they maintain a very stable currency exchange rates which is supported by the government, they have an international competitive tax rates. 
· Nike has a good relationship with the international government because of the size of the organisation and a very favourable relationship with the supply and the making of the products.
· Nikes internal procedure support the workers rights and support employee laws 
· Various political problems can always make customs processes difficult, if not impossible, and can even halt imports and exports.

[bookmark: _Toc92757964]Economic

Nike sells a well-known medium-priced product; hence it is less susceptible to economic issues than other companies, but here are some of the economic variables:
· Nike get sponsorship through different companies
· Nike creates new jobs and this gives a higher economy growth
· A decline in economy can affect consumer buying and confidents toward Nike products. 
· A crash market could become a major setback for Nike, this also could affect other major brands. This could encourage consumers to look elsewhere for cost effective product and this may prompt consumers to opt for a low-quality product. This will open the market for their competitor to produce low quality product and this will entail the competitive market to producing a lower quality product easier and more available in the international market
· Nike product rates can be affected by inflation, interest, and exchange rates.
· A increase in material price, labour cost in production countries and living cost in out sourcing will affect Nikes product sale.
· Nike's profits are reliant on the low cost of labour in Far Eastern countries to some extent. However, this is changing, which could entail increased Nike costs around the world because of the development of Least Developed Countries.

[bookmark: _Toc92757965]Social

In today’s time public relations have become more important than ever. For modern organisations, having a strong social status is extremely important, hence following elements should be taken into account:
· More people are adopting a healthier lifestyle because of the increase in the awareness of health consciousness around the world, this has created a bigger market for sportswear, which has increased Nikes sales.
· Consumers are growing more brand loyal and brand conscious, which is a significant advantage for Nike. 
· Because consumer preferences and demand are changing, Nike can expand its product line.
· Nike have been questioned about their manufacturing practice; a Wikipedia page has been created regarding the issues of their shops worldwide.


[bookmark: _Toc92757966]Technological

The technology industry benefits firms like Nike in many ways, from consumer interaction to product design. Interaction through technology has created new way to interact with consumers and created advancement in product designs Some of the technological aspects that influence this are as follows:


· Social media is a platform where things can now blow up or fade away faster than ever before. Nike is doing a good job of leveraging social media to grow its brand, but this can also backfire if the social media platform is used poorly.
· Nike will be able to employ key information-based metrics as a result of technological advancements, which will allow them to improve targeting and manufacturing while increasing income.
· Nike is affected by new technology because it is incorporated into their products.
· Technology has the ability to develop mobile apps as well as various facilities and websites from which customers can conduct online shopping using digital trends (Hanrahan, 2002).
[bookmark: _Toc92757967]Legal

Legal issues affect large organizations all over the world, Nike included. Nike makes every effort to comply with foreign laws and regulations, but this is not always possible and achievable. Laws and regulations in the United States and Western countries, for example, require Nike to pay taxes. For example, in western world the government is more favourable towards businesses in the footwear sector. Governing laws on the quality of the products varies from country to country especially in in the Asian countries where the product generally consists of low quality.

· Nike has been sued numerous times in the past for labour abuse, low pay, and poor working conditions. Legal troubles always have an impact on your brand's image and reputation (Marketing Tutor, 2021). 
· It should come as no surprise that Nike, like most large firms, avoids paying significant amounts of tax. Although there hasn't been much of a crackdown on this in recent years, it's still something to think about.
· Nike has periodically faced legal ramifications as a result of its deceptive marketing techniques, which include offering fraudulent discounts.
[bookmark: _Toc92757968]Environmental

Environmental issues are becoming increasingly important. Nike is also affected by environmental challenges. The following elements have an impact on Nike in this regard: 
· Nike's mass production plants are damaging the environment. Nike’s production facilities not only emit a lot of air pollution, like most manufacturers, but they also pollute waterways directly on occasion
· Nike, on the other hand, displays signs of a shift in their existing practises, with a significant commitment to becoming more eco-friendly.

The PESTEL Analysis provides crucial information relating to Nike's external environment that is key in formulating and implementing strategic organisational plans and decisions. Even though Nike's brand image and financial position have remained strong, it must adhere to all laws and regulations. Nike may have a strong brand and robust resources, but they must pay close attention to the morality of their activities and keep an eye on other, cheaper shops that are rising. 

[bookmark: _Toc92757969]Favorable and non-favorable factors of Nike

[bookmark: _Toc92757970]Favorable Factors

· Since the 1970’s Nike have always evolved in their marketing strategies they have always adapted to change and new trends.
· In the 80’s and 90’s Nike dominated the market through medium through television and later embraced new technologies through social media platforms.
· Instead of chasing new flashy marketing market Nike managed to adapt and conquer through new medium because they know that’s where their customers and their loyalties are.
· Nike has stayed true to their brand name, they have managed to stay the same throughout changes and have ensured that their brand name and message to the consumers has not been lost over time. Through strong marketing strategies they have succeeded in maintaining and sustain their brand globally while many of their competitor have disappeared from the market and spotlight.
· Nike has always focused in helping their consumers through branding and messages to be better at what they love.
· Nike’s product isn't just a product; it's an aspiration


[bookmark: _Toc92757971]Non-favorable Factors

· Nike has received a lot of negative public relations for having their product manufactured in sweatshops
· Underpaid worker, child labor and very worker are made to work in a very hazardous environment with very poor working conditions.

[bookmark: _Toc92757972]SWOT Analysis of Nike

	[bookmark: _Toc92757973]Strength
	[bookmark: _Toc92757974]Weakness 

	
· Global brand and No1 shoes and sportswear brand.
· Nike has a very strong marketing campaign and endorses a variety of products
· Nike has very strong distributional channels and platform 
· They have a range of diversified products available all around the world.
· Nike has a cooperative partnership with Apple's iPod to be on the cutting edge of technology.
· Nike has built a very strong customer loyalty


	
· Nike’s sales are heavily reliant on the footwear industry.
· Poor working condition and this has given Nike a bad reputation
· Nike has a history of infractions, and its workers are paid at a minimum wage.
· Their prices are higher compared to their competitor like Adidas and Puma

	[bookmark: _Toc92757975]Opportunity 
	[bookmark: _Toc92757976]Threats 

	
· Nike can make sportswear, eyewear, and jewellery, among other things.
· Nike can use its brand to support a variety of global market events (the Olympics, FIFA)
· They can have a rising fragmentation of female athletes.
· It has the potential to create demand and establish a fashion brand image in the market.

	
· Nike may suffer losses as a result of the economic recession and inflation.
· Increased competitiveness as competitors become more active in their pursuit of high-quality products.
· Price sensitivity


[image: ]
Figure 2: SWOT Analysis Model source Investopedia

[bookmark: _Toc92757977]Porters Five Forces Analysis

Porter's Five Forces is a framework or tool employed by organisations to analyse the external environment within which their businesses operate to assist in establishing their companies' competitive advantage. It also goes a long way to influence the formulation and implementation of strategic plans and decisions by the organisations' managers. It is significant to point out that the framework was conceived by Michael Porter in 1979 (Investopedia, 2020).
[image: Porter&#39;s Five Forces EXPLAINED with EXAMPLES | B2U]
Figure 3: Porter’s Five Forces model source Business 2 You


	Force
	Impact
	Strength

	Bargaining Power of Buyers
	
Clothing is a basic need for all rational human beings. Therefore, apparels and footwear offered by Nike, Inc. are essential commodities for customers. There exist no other commodities that can substitute footwear and apparel as clothing in today's context. However, some customers pay focus to prices and chances are high that they will always opt for footwear and apparels retailing at cheaper prices. For that reason, they will buy footwear and apparels of other organisations selling them cheaply. On the other hand, costumers are increasingly become knowledgeable on the importance of quality in footwear and apparels prompting them to not only base their purchase decisions on prices but also on quality (McPherson& Alsuwaida, 2015). Customers therefore, prefers digging deep into their pockets to buy high quality footwear and apparels. Nike, Inc. products are associated with aesthetic value and high quality and also availability of alternatives gives buyers a moderate bargaining power.

	Moderate

	Bargaining 
Power of Suppliers
	It is worth noting that Nike, Inc. sources nearly ninety percent of raw materials utilised in making footwear and apparel from developing countries like India, China, and Mexico. However, there are many potential suppliers from other parts of the globe who can avail the raw materials Nike, Inc. uses in producing footwear and apparel. For that reason, Nike, Inc. suppliers from China, India, and Mexico have moderately low bargaining power when negotiating with Nike, Inc. for the former's interests (Flehantova & Nyamekye, 2021).

	Low

	Threats of New Entrants
	The industry of footwear and apparels is thriving and manned with very few obstacles implying that new companies can emerge and thrive in Nike, Inc's market. Also, starting a new sports footwear and apparel business is not difficult since it only requires operational stores and supplies of easily available raw materials. However, new entrants are likely to suffer challenges of price competition and brand image. Large companies can offer incentives and discounts to costumers that are not achievable by new entrants since the latter is likely to incur losses from such discounted prices. It will take a long period for the new entrants to be recognised in the business of sports apparels and footwear (McPherson & Alsuwaida, 2015) . Already, the large industries like Nike, Inc. have established brand value and equity.

	Very High

	Threat of Substitute Products
	There are available companies such as Adidas producing similar or matching sports apparels and footwear like Nike. Many of their products that are substitute for Nike's products have lower prices. Innovative design and high quality of Nike's products neutralises this threat making the threat of substitutes to be moderate (Flehantova & Nyamekye, 2021).

	Moderate

	Competitive Rivalry
	The industry of sports apparels and footwear embody a strong level of competition with  presence of companies like Adidas, Puma, and Under Armour besides Nike (Flehantova & Nyamekye, 2021). These companies are engaging in various marketing strategies to snatch market share from one another. For Nike, its innovative designs and high quality products gives it a higher competitive advantage than its rival companies making competitive rivalry low.

	Low



[bookmark: _Toc92757978]STP (Segmentation, Targeting and Positioning) of Nike

Segmentation, Targeting, and Positioning (STP) is a core concept in marketing management in today's modern business world. It goes a long way to enable marketing campaigns achieve their desired implications. The marketing strategy put into consideration competitors activities, target audience, and market challenges requiring solutions. These components greatly influences how Nike can formulate and implement marketing strategies to expand market share of its products.
[image: ]
Figure 4: STP Marketing Model Source: Oxford College of Marketing
[bookmark: _Toc92757979]Segmentation 

The goal of segmentation is to find a group of people who have a demand or a set of requirements that can be addressed by a single product so that marketing businesses may focus their efforts more effectively and affordably (Camilleri, 2018). For example, if a producer uses the mass production method to develop a standardised product, the company must ensure that there are enough people who require the product to make the exercise worthwhile. For example, Nike can achieve segmentation using various types of audience segmentation including geographic segmentation, demographic segmentation, psychographic segmentation, and behavioural segmentation. In geographic segmentation, the company will consider customers' countries, regions, and provinces. Demographic segmentation will enable Nike to examine occupation, age, gender, and education levels of audience. Behavioural segmentation will allow Nike to establish people's notions on their products. Nike can therefore launch products that aim to resonate with the demands or requirements of the segmented customer group (Brohi et al., 2016).

[bookmark: _Toc92757980]Targeting

This level permits marketers to identify suitable audience segments to target. Qualities such as low cost of acquisitions, growth potential, and high profitability should guide targeting (Camilleri, 2018). For instance, Nike marketers need to consider these qualities before arriving at their targeted audience. From the segmented audience, Nike marketers should target audience possessing a growth potential moving into the future. The target audience from segmentation should be individuals or groups exhibiting willingness to spend a lot of money on Nike's products. Lastly, they should be individuals or groups that Nike's marketers can easily reach.
[bookmark: _Toc92757981]Positioning 

Here, organisations embark on evaluating s they can make their commodities stand out from the similar products offered by their rival companies (Camilleri, 2018). For example, Nike can symbolically position itself to avail products that boost customers' self-esteem and image. These are products with innovative designs and high quality and therefore, very expensive making them available to only a certain class of individuals. Functional positioning can prompt Nike to avail products embedding multiple benefits and are addressing customers' life challenges.

[bookmark: _Toc92757982]Marketing mix model definition

The Marketing Mix Model plays a pivotal role in assisting marketers to decide how to vary spending on the various marketing inputs. The framework allows them to derive sales or market share impact resulting from each marketing input utilised in the marketing of a given product or service. This model considers the success contributed by each component of marketing namely product, price, promotion, and place (Merikanto, 2019). It can assist an organisation to forecast the future success of each of these factors when altered and optimized. For example, Nike can utilize this model to assist it to make decisions about how much resources to allocate for each factor during marketing.
[image: ]
Figure 5: Marketing Mix Model Source: https://blog.hurree.co/blog/marketing-mix-modeling

[bookmark: _Toc92757983]Conclusion

In summary, every organisation requires strategic decisions to maneuver through the competitive market. To do so, they need to examine its external and internal environment, business strategy and model, issues, and challenges and develop the most appropriate strategic options geared towards addressing the identified setbacks. Nike, Inc. can use the various business environmental framework of analysis to achieve efficiency in marketing. These internal and external assessment tools greatly contribute to crucial data necessary for planning and making corporate decisions that can yield continuous cash flows and give a company a competitive advantage.
[bookmark: _Toc92757984]Recommendation

(I) Nike, Inc. needs to adopt Ansoff Matrix to enable the company to formulate marketing strategies that can warrant increased profitability and market share. The matrix avails four strategies that an organisation can utilise to enhance growth. It equally provides risks associated with each of these strategies (Loredana, 2017). 
(II) Adoption of Porter's Value Chain Model. This framework will allow Nike to examine its various activities to formulate strategies that can fill identified voids within the company's undertakings to give it a competitive advantage.
(III). Adoption of VRIO framework. Nike needs to analyse its resources and competencies to develop insights that can steer the company to achieve a larger market share.
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