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Executive Summary.

This report was created to analyse the strategic development of Nike within its internal and external environment. The aim of the report is to attempt to capture the image and brand that is Nike, and how that has penetrated the market though its controversial and disturbance marketing techniques in different SBU’s and segments of its business strategies. The intention of the report is to draw upon Nikes strengths and weaknesses through utilisation of different critical modelling techniques in order to create a full analysis of Nike strategic development. Some of the major influencers examined through the report are identified being the expansion of their direct to consumers platform, brand position and advertising, disturbance marketing techniques, and crucial acquisition in analytical data information gathering via psychoanalysis within their strategic business units creating an overall success in their domineering efforts of emergent strategy against competitors.
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Introduction.  

This report has been created for the CEO of Nike John Donahoe and to be submitted by the 7/07/2023. The purpose of this report is to examine the historic background of Nikes strategic performance but concentrate on the last 5 years of the companies’ strategic development. The report will analyse how Nike have strategically implemented their marketing techniques to penetrate the consumer environment, and how they have created brand awareness through their segmented areas and strategic business units. This report will help generate an understanding of what Nike stands for as a brand in comparison to their competitors and what helps Nike maintain an edge over its competitive rivalries. Analysis of models such as SWOT, Porters Generic, Pestle, BCG Matrix, and Stakeholder analysis will create an in depth look at the companies internal and external environment and how Nike has strategically implemented different targeting and positioning techniques in order to combat external threats to their progressive future growth plans. There will be many sources of information used from journals, websites, news articles and multimedia links in order to create a broad examination of Nikes journey over the last 5 years and the challenges that they have faced. 








2.0 Main Findings.
Brief Background to the 
Historic Development of the Nike Organisation.

The largest looming figure and brand over the footwear industry is Nike and the symbolic Swoosh symbol that encompasses the brand and what the brand stands for. Through high profile endorsements the uncontested giant has built its foundations up with PR campaigns and sleek designs etching its way up successfully in pop culture history. Successful insight into developing the band did not come from nowhere, and recognition of this has to be the understanding of the strategic development of the brand itself. This did not just come from sports industry figures like Michael Jordan, Lebron James and Tiger Woods but the beginnings of an average track runner out of college who took obsession with both speed and design when connected with performance to sports (AMB, 2023).
The historic development of Nike begins with friends and partners Phill Knight and Bill Bowerman, the founders of the company in 1964. Phill Knight a track and field runner in university wrote a business paper in his entrepreneurial enthuse of shoe development entitled “Can Japanese sports shoes do to German Sports shoes what Japanese Cameras did to German cameras? With lack of exposure in this area of the business world reassured Phill that he had stumbled on a great opportunity. With lack of business experience and need to take advantage of the concept idea, Phill had to contact a Japanese company and negotiate imports of their goods to America (B.C, 2019). This began with the findings of Japanese manufacturers Onitsuka Tiger, where Phill developed a relationship with the company selling the shoes from the back of his car under the company name Blue Ribbon Sports. This is where Bill Bowerman’s expertise as one of the most famous coaches in America helped innovate the design of the shoe by optimising the performance through different tailoring tricks picked up from a local cobbler (J. Strong, 2021).
With the success of the new shoe development causing sour relationships between Onitsuka Tiger and Blue-Ribbon sports in 1965 a lawsuit finally split the relationship allowing them to settle and sell their own versions of the shoe. This gave birth to Blue Ribbons new branded company the world now knows as NIKE (B. News, 2023). 

Who owns NIKE and who are some of their largest stakeholders?

Co-founder Phillip Knight and his Son Travis Knight are the largest shareholders of the company owning 22% in total. Larger shareholders such as asset manager Vanguard hold a 7.1% ownership and the Blackrock with a 5.5% ownership share. However, Travis Knight Phillips son holds 17.8% of Nikes shares in a trust made up of Swoosh and LLC, and controls 2 out of 5 of its board seats and is reported as the beneficial owner. The trust was originally set up by Phill Knight and then in 2016 transferred the voting interest in the thrust that bears his sons name Travis Knight as the (Travis A. Knight 2009 Irrevocable Trust 2). 
The Insiders to Nike are CEO and President John Donahoe, chairman of the board Mark Parker however, the Knight family controls over 75% of the 12 board members and nobody else from board or management owns over 0.05% of shares. However, Tim Cook CEO f Apple serves as a lead independent director as class A shareholder. A total of 1,542 million outstanding shares by were held by Nike in December 2022 and a market value of $145.8 Billion of which the Travis Knight trust held $32.1 Billion in class A shares. No other company or board member bar Phillip Knight held any value in class A share bar the actual family members, and the class B shares divided amongst the remaining shareholders. This gives the Knight family 97% control over the company as class A shares gives them the power to elect 9 directors from the 12-member board, whereas class B shares held by the rest of the shareholders and board impairs them only having the decision in power to three elected members to the board. This gives NIKE family members power status over control in the company as only class B shares are sold under the 1980 (IPO) offering.
 However, as Nike have 5 categories of stakeholders, one of the issues that are problematic to Nike are stakeholders that have interest in the Companies’ corporate social responsibility in products that are ethically made and sourced for the community. As Nikes corporate vison aligns its new strategic path in sustainability issues, stakeholders could cause major government interventions as the United Nations enters their 2030 sustainability agenda. Nike have been criticised for their unfair labour practices and other ethical issues such as workers' rights, pollution, and supply chain management. Impacts from this can destroy reputation of brand and market share value (K. Franek,2023).



Understanding Nikes Strategic Development in over the last 5 years is understanding Colin Kaepernick.

With the DNA of Nike seeding the market for disruptive strategy tactics since early beginnings, Colin Kaepernick stood for something by Kneeling down during the national anthem in 2018 in support of Black Lives Matter to the injustice of police brutality. This was Nikes standing point in distinguishing them between just a logo and a brand, Nike were saying to people we stand for something like Colon Kaepernick stands for something (J. Cobb, 2018). This gave Nikes strategic advantage in the market by not just sorting by price as a consumer, but actually sorting by the value of a brand, how much extra are my paying above to substitute? And if you’re not paying extra, you don’t have a brand.
Nikes emergent strategy by standing on the edge of chaos through enlightenment of being open and embracing complexity, enabled reactiveness to the external environment and its influencers. This was an element of Nike where part of their DNA was not just about the slogan, the spokesperson, or the design but about the substance, work that matters for people who care. This is measured by Nike by the way that they care about more than just the logo, but the brand in what they stand for (AMANY, 2023) 
However, despite this emergent tactic by Nike, on Tuesday the 4th of September Nike lost a $3.75 Billion dollar market cap after making Colin Kaepernick the face of “Just Do It”. This controversial and political advertisement of Colin stating “Believe in Something, even if it means sacrificing everything” caused an initial boycott to the brand in huge protests and firestorms by the media. The strategic move by Nike caused a huge shifting balance in power through its emergent tactic where a preparation to fail became a huge gamble in their conviction to support Kaepernick (T. Maglio, 2018). 
However, following this founder of Nike Phill Knight stated that “despite the boycott by a minority it doesn’t matter how many people hate your brand as long as enough people love it. You can’t try to go down the middle of the road, you have to take a stand on something”. This emergent way of thinking by Phill Knight analyses the understanding that they will always have controversial elements within their marketing campaign which will bring in fantastic interaction and exposure however, it’s a double-edged sword where there’s always the backlash that soon follows. With being the master of influencer marketing power, Nike’s figure Colin Kaepernick’s statement generated exceptional results of a 1400% increase in social media activity and a whopping $6 billion dollar increase in sales (Thought Catalyst, 2022). 

Has Nikes Mission and Vison Statement Changed over the Last 5 years?

Nikes mission statement.
“To Bring Inspiration and Innovation to every Athlete in the World “
*If you have a body, you’re an athlete (Nike, 2023).
Nikes Corporate vision Statement. 
Nike have provided the same corporate vison statement since 2019 which states, “to remain the most connected authentic and distinctive brand” (Nike, 2019).
Nike’s Mission and vison statement have remained the same over the last five years however Forbes Magazine highlights a significance of Nikes vision statement but highlighting the word “remain”. Nike uses the word “remain” in its vision statement as a company who believe that that they are the only number one brand that considers themselves authentic. The use of Colin Kaepernick to signify the 30th anniversary of their add campaign was a significant differentiation strategy not by diversity and production of high-quality standards in athletic ware, but a unique cultural marketing strategy of what Nike stands for as a “brand”. This done by offering powerful storytelling creating huge awareness to specific audiences. Colin Kaepernick reflected a brave move by Nike as a brand to stand on the right side of history, but also reflect the genuineness within their vision statement. As a business level strategy this offered huge competitive advantage as a brand in a crowded field of other company logos that couldn’t offer the same value highlighting Nike as a big marketing disrupter (A. Aziz, 2018).
Although Nike are fundamentally known as the world’s largest suppliers of athletic shoes and apparel there is significance with Nike as what the company represents as a brand, and how that interoperates NIKE’s formula in strategic marketing and position and its relativity to their mission statement. Nike take serious position when it comes to gender equality, empowering women and innovation whilst remaining authentic, connected, and distinctive (O. Aloulou, 2018).
Seth Godin (2018) explains this marketing strategy with Nike as “Work that matters for people who care” which falls in line with their vison statement of remaining the most “connected” brand. Nike do this very well by supporting culture and culture as change. Nike represent affiliation before dominance in the market with a brand culture that asks the question of being responsible? And what are they doing with that power of their brand to support this responsibility as a company in the change they seek to make. This is a pull marker of attaining customers by gaining attention through trust and not by demographic but psychoanalysing Nikes audience in a whole new area of its marketing.
Nike have a whole segment in this area of marketing specifically targeting and positioning themselves to an audience they understand through behaviour patterns in lifestyle, personality, opinions, and interests. These of which build position in building a connection between Nike and the achievements or culture of prominent athletes. The companies mission statement excels then in nurturing and expanding the human potential and how it impacts their customers in different communities.
While mission statements can have several advantages, there are drawbacks when they’re poorly crafted or do not reflect a company’s actual operations. A company's moral or social principles, as well as how it wants the public to perceive its operations, are frequently included in mission statements. However, if a company's mission statement is overly broad and ambitious, it can jeopardise its employees' capacity to accomplish stated objectives. For example, a company that enters the market with the goal of becoming a $200 billion corporation and the leading company of its sort in the world in five years may be too ambitious and negatively impact employee morale year after year. Though mission statements should be bold and try to transform the culture, developing realistic goals can motivate a company's employees far more than lofty but unattainable ambitions.
 Effective mission statements demand time, effort, and a genuine focus on the goals of an organisation. Ineffective statements may be vague and offer no guidance for workers to follow. Statements that are overly general won't adequately convey a company's attitude. A software company's mission statement might be something like, "We want to sell software to everyone who craves quality," which is less specific than, "We want to sell software products across all platforms, including social media networks, and deliver quality at an affordable price to the average electronic technology consumer” (Kraayenbrink. J, 2021).

Nikes strategic Business Units.

Nikes primary three main strategic business units are footwear, apparel, and equipment with the strongest being footwear holding 35% of the market. The competition with Nike in this area is Adidas Puma and Reebok, as Nike’s differentiation strongpoint is their marketing through culture in their brand. Being able to represent themselves as a brand through storytelling doesn’t need Nike to be a company that sorts by Price but what the consumer pays as an extra by brand. This gives Nike the ability to push the competitive boundaries of technological advancement and innovation by the investment it makes from the price that consumers pay for the products reinvested into R&D. Brand awareness not just by what people perceive as more than just a logo is a key marketing strategy in diversity of their audience. In the words of the Nike Biz website “Most companies embrace diversity. Not Nike. We soak it up. We squeeze it out. We want it to drip over everything Nike does (Nike Inc, 2023).
“Our mission is what drives us to do everything possible to expand human potential. We do that by creating ground-breaking sport innovations, by making our products more sustainably, by building a creative and diverse global team and by making a positive impact in communities where we live and work.” (B. Parker, 2023).
This gives insight into Nikes Mission statement as not only Nikes dedication of not only creating products that are high in quality but a core of their business model in brand by which everyone is a potential customer. As a multinational company they are influenced by the external environment in what goes on and how that plays a part in their storytelling as a definitive in how they operate and throve in any given area. The importance of differentiating themselves from others by brand, better quality products and stronger sense of social responsibility creates an emergent tactic against competitive companies by influence of their stronger social surrounding environment. Converting resources into quality products at a low cost is the cornerstone of Nikes success as developing their goods at low cost but high return because of brand, increases the emergent forces of new companies even at a distribution channel threat from new entrants. This is because Nike are selling more than just a product, they are selling an image. Nikes strategic business units of apparel and equipment maintains position in these categories by influence in major sports icons in Major League football, rugby, and basketball by capitalising on culture aspects through music, art, and social awareness of disruptive topics of conversation most other companies dare to entertain (Nike Inc, 2023).

[bookmark: _Hlk139464356]2.1
SWOT Analysis of Nikes Major Influencers.
Nike expects its direct to consumer (DTC) business to generate $16 billion in revenue in 2020. [1]. This represents an almost 2.5-fold increase over the next five years, up from $6.6 billion in fiscal 2015. This channel includes sales via the company's online stores, factory stores, and nike.com. 
By 2020, the firm hopes to have 4 billion clients in its markets. The company has already taken steps to improve its mobile commerce experience, including the addition of style guidelines, expanded assortments, and increased performance. It now aspires to serve its clients anywhere, whenever, and however they want by making Nike products, services, and settings easily accessible. Nike is pursuing this goal with a strategy known as "Integrated Marketplace," which allows it to segment and differentiate the market while allowing consumers to shop across a wide range of channels. The marketplace will be linked via Nike.com and fuelled by Nike stores. We expect that future revenue will be driven by breakthroughs in this domain.

2.2
Pestle Analysis of Nikes Major Influencers.
Nikes biggest influencers are its brand positioning and advertising. Nike spent $3.9 billion on advertising and promotional events in 2020 which is roughly 10% of its overall revenue. Nikes amazing storytelling through advertising is a strategy that makes the brand alluring through inclusivity and takes a firm stand on social issues which is highlighted in the PESTLE analysis. Encouraging a healthy lifestyle through empowerment and involvement in sports is powerfully implemented in their social media channel influencing at a high level as a social aspect and its worldwide following is anchored in its essence in standing for social justice. While celebrity endorsements have been a big influencer in their brand they have continued to follow in this strategy through major athletes and standing by them in disruptive advertisements of large political issues such as related with Colin Kaepernick (Govindaypalli. M, 2021). 
The sociocultural and ecological trends shown in these interests were similar to those found in the PESTLE/PESTEL analysis of Nike. These patterns demonstrate that sustainable enterprises and organisations with commendable corporate social responsibility initiatives are frequently preferred by communities. Nike Inc. caters to these interests through supporting various social programmes and giving to charities. The business also has CSR guidelines for enhancing labour administration and environmental effect. These factors suggest that Nike Inc. addresses the issues raised by interest organisations (Nike Inc, 2023).

2.3
Porters Generics Analysis of Major Influencer.
However, Nike places great risk in their disturbance marketing techniques and is identified as its strongest and external and environmental influencer within the market. All of Nikes high market sale prices and reinvestment in R&D can put their emergent strategy at risk, if social impacts by poor labour conditions, harassment and lawsuits compromise their production chain issues effecting low-cost production. Ethical issues in this way could pose risk to their strength in brand which is their main effective emergent strategy forcing them to move to a more deliberate strategy and compromise their DTC online platform at 20% of their overall revenue (Tulle. B, 2022). 

2.4
BCG Analysis of Nikes major Influencer.
Nike biggest driver within the BCG are its capabilities in large part due to a crucial acquisition. Nike purchased Zodiac, a top data analytics startup, last year. What Zodiac enables Nike to do is crunch data points collected from customers via the Nike app and other connected devices such as Fitbits to learn about customer behaviours and predict purchasing decisions.
Nike has enhanced their client acquisition and retention by understanding which customers to target and when to pursue them using these analytical insights. If a consumer generally buys shoes every six months and it has been 12 months since the last purchase, Nike will know to contact that customer and encourage them to resume their purchase cycle. Going on offence in this aspect will help Nike reduce churn, saving the corporation a significant amount of money.
Nike is defending their turf as more companies disrupt various apparel businesses by investing in data analytics to better understand the customer experience. Nike Direct is more than an app. It shows the company's ambition to get to know its customers and provide better products and services to them.

2.5
Stakeholder Analysis of Nikes Major Influencer.
Nike's corporate social responsibility (CSR) programmes serve the interests of stakeholders. Nike's CSR policy and strategy are built on the company's concern for communities and customers, whose interests affect the design and manufacture of its athletic footwear, equipment, and apparel. Given that members of these stakeholder groups constitute the athletic goods market, the achievement of corporate citizenship goals is linked to the success of the brand and other competitive advantages stated in Nike's SWOT analysis. A sustainable or green brand image, for example, might boost a company's success in acquiring environmentally conscious customers.
2.51
Strategy Focus.
Nike follows a corporate strategy in search for international success building on the companies’ generic strategies for competitive advantage and intensive growth. Nike takes a school of organisational culture and corporate culture which creates its competitive advantage from the human effect that is created by this culture, and how that in turn creates human resource support for competitive advantage and strategic implementation. These methods consider competitors like Under Armour, Adidas, New Balance, Puma, and ASICS. In response to the athletic goods industry climate, competing businesses have their own generic competitive tactics and intensive growth strategies. Nike's corporate mission and vision statements serve as the foundation for the company's broad goals, intensive growth strategies, and related competitive advantages. The outcomes of these tactics affect the overall company organisation as well as the success of other enterprises in the footwear, apparel, and equipment industry. The cultural qualities of the athletic goods industry can be reinforced by strategic outcomes. Furthermore, Nike's operations management has an impact on productivity and effectiveness when it comes to implementing generic competitive tactics and intensive growth strategies (Young. J, 2023). 
The organisational culture of Nike Inc. promotes and inward facing strategic position which is more recourse and capability driven by business resilience and competence. Organisational culture is the mixture of a company's employees' traditions, habits, values, and behavioural expectations. Nike employees are given a set of instructions, norms, and expectations on how to accomplish their duties while keeping their relationships with customers and other employees in mind. This method preserves the corporate culture, which adds to the company's success and the achievement of strategic goals based on Nike's mission and vision statements. Even though Nikes marketing techniques have discovered a more unpredictable emergent strategy throughout the report, their organisational strategy through culture being inward facing has a much more deliberate agenda as this has proved to strengthen the organisation at an internal level (Ye. Zhen, 2023). 

2.52
Nikes current and long-term Strategy. 
The business developed its new Consumer Direct Offence, which promises to provide athletes with faster, more individualised service at scale, driven by technology. This new offensive is anticipated to connect the Nike brand and products with consumers in new ways across 12 key cities and 10 key countries through targeted growth through key categories.
In response to Nike's new Consumer Direct Offence and Triple Double strategy, Andy Campion, Executive Vice President, and CFO, stated in the release, "We have implemented new consumer focused strategies several times in our company's history, and in each instance, we have ignited Nike's next horizon of long-term growth" (Nike Inc, 2021).
The company expects new innovation platforms to drive more than half of revenue growth; revenue generated by digital platforms, both owned and partnered, is expected to increase from nearly 15% in fiscal year 2018 to more than 30%; speed-to-market is expected to double as Nike cuts the overall product creation timeline by more than 50%; and leveraging the triple double strategy is expected to drive higher, more consistent full-price sell-through.
During the investor meeting, the company also stated that it expects North America to grow in the mid-single digits, Europe, Middle East & Africa (EMEA) in the mid-to-high single digits, Greater China in the low to mid-teens, and Asia Pacific & Latin America (APLA) in the high single-digit to low double-digit range, on average, over the next five years (Nike Inc, 2022).
School of strategy through Mintzberg.
Nike has common drivers that achieve exceptional results. People management, which comprises realising the potential of individuals in groups or individually, is one of these drives. The organisation has devised a strategy to promote employee justice, communication, and concern for employees.
The organisation ensures a flow of information between the top, middle, and higher levels through communication, ensuring that every employee's input is taken into account. Nike, Inc. also inspires employees by providing incentives and awards to encourage them to promote the organisation.
Employee development enables them to maximise their abilities and completely contribute to the achievement of the organization's goals. Employees are motivated to deliver their best performance and strive for excellence through continuous improvement when they get rewards and recognition (Berman & Evans, 2006). Furthermore, Nike has given the customer relations manager the authority to replace a client's purchase in the event of a complaint. The manager has the authority to make decisions without consulting the rest of the management.
According to Johnson and Scholes (2008), another driver of excellent performance is leadership, which requires changing the organization's direction and inspiring others to follow. Nike's strategic management relies heavily on leadership. Leaders have a vested interest in the realisation of an organization's vision, mission, and objectives because they ensure that other employees adhere to the organization's principles. Leadership is developed at the highest, middle, and lowest levels of an organisation.

3.0.
Advantages and Disadvantages of Nikes Current strategy.

Nike is currently having the ability to flex its muscles within all strategic business units as their online direct to consumer platform has slowly been eliminating wholesale distribution to over 30,000 retailers. Nike advantage in this area has been to have the ability to increase its digital sales representing 42% of its total revenue. The disadvantage to Nikes strategy in doing this is the misinterpretation of the customers’ needs as consumers who are not Nike brand loyalists who want the advantage of walking into a multi brand outlet and having the ability to compare one brand item to another (McKinnon. T, 2023).
Nikes advantage in being able to create high brand, innovatively designed products at low cost through manufacturing locations such as Vietnam and Indonesia are very profitable to the company. However, disadvantages in Nikes strategy have demonstrated that unethical practices to employees within these manufacturing sites such as harassment, lack of amenities, poor working conditions and contracts have highlighted potential lawsuits and poor reflection on brand image. Careful consideration needs to be taken in the compromising of these manufacturing plants as they play a vital role in maintaining production levels if resilience is challenged in the demand (Vallery, 2022).
Nikes superior design and innovation power have gained them great success in how revenue that is generated get pooled straight back into research and development. Advantages from this are that Nike have had the ability to gain competitive advantage over their rivalries in cutting edge designs whilst maintaining high profit. A disadvantage to Nikes future strategic performance in this area is that as the future of the world is becoming greener orientated toward environmental issues and the concerns in which products and materials are sourced, Nike has come under major scrutiny. Ethical practices by the company came under scrutiny by Ethical Consumer rights categories where Nike had lost major marks in the way that animals had been tested and used in their products and a violation of their policies and corporate social responsibility (E. Consumer, 2023).

4.0
Conclusion. 
Nikes domination within its strategic development over the last 5 years has clearly been demonstrated throughout the report as their ability to create a logo into an actual brand. Superior influencing through Brand awareness of what the company stands for not just symbolically but from a cultural perspective, is easily diagnosed from their strengths in the SWOT analysis. This has also been examined in how the brand projects their image on a socialism level within the pestle environment in many cases, and the external influence it has in spite of its competitors. Differentiation strategy within their disruptive marketing techniques has generated strong influence of attention from various segmented areas of demographic and geographical location highlighting Nike as a brand which stands by its principles and values. These principles and values are clearly demonstrated in their mission and vision statement creating an image that strengthens their brand awareness. Differentiation focus has strongly been adopted within its segmented areas of targeting where Nikes major influencer ability to psychoanalyse the external environment and their consumers has created a competitive edge over their rivalries. However, Nikes future expansion through their direct-to-consumer strategy needs consideration in lack of diversity within their manufacturing sources. Highlighted areas in how Nike have geographically expanded its outsourcing centres have displayed a lack of resilience to manufacturing demands. As Nike continue to grow through their online platforms the need for expansion within their manufacturing locations has to accommodate the capacity of their growth in expanded geographical locations. Compromising of their strategy can be caused by problematic outcomes such as the pandemic where limitations in maintaining product demand can create gaps for competitors to take advantage in these areas. Improving on weaknesses in areas such as maintaining outsourcing of their products to wholesale multi brand retailers will help create strong partnerships with companies if their direct-to-consumer platform encounters any future problems. Also, Nike being aware of their customers in how consumers shopping behaviours rely on being able to directly compare brands in multi retail stores will only help strengthen and highlight the brands superior product design.  



Appendices Section.
Appendix 1.
SWOT Analysis of Nikes Strategic Developments.

Nikes Strengths.
Strong Brand Awareness.
Nike has a strong brand awareness created from culture in the external environment which hails from political, social, and environmental issues and influencers. Nike ability to create a brand and not just a logo from these aspects creates differentiation from attracting multiple audiences in a psychoanalytic marketing technique. This creates a brand that signifies work that matter for people who care which is much indicated within the mission statement and filtered down through companies’ infrastructure.
Nike’s Customer Base.
Nike have a huge customer base from different segmented areas that are strategically developed to attract different audiences. Targeting of these areas through not just demographic and behaviour, but also geographical and psychoanalysing the environment. This creates effective and efficient positioning from innovation, socialisation, connection, and storytelling. In the industry where Nike belongs, it is essential to study every marketing segment to cater to its customers' needs better. For example, a target market in countries that experience winter must not offer summer products. The same goes for a basketball country that must not be provided with equipment used to play cricket.
Low Manufacturing Costs.
Manufacturing of Nikes footwear are mainly from foreign countries such as Vietnam. Indonesia and China. The ability to manufacture at a low cost but charge at a premium rate for their product allows Nike to invest in more research and development. R&D also adapted by high innovation increases competitiveness within the market for desirability and profitability.
E Commerce Platforms.
Nike Direct to consumer online sales platform (DTC) which has contributed to 20% of their growth allows customers to have unique access to highly demanding shoes that have limited releases. This is an individualised platform that tailors for each strategic business unit of Nike but diversifying their audiences in all segmented areas of demographic, psychographic, behaviour and geographic location. Differentiation through brands uniqueness and user analysis in this platform creates perfect targeting and positioning for their strategic marketing developments.

Weaknesses.

Limited supply chain. 
A weakness discovered by Nike through the covid pandemic identified that the weak numbers in supply chains for such a high sales retailer. This is a major problematic area when developing mass products that have a brand and trust with customers who would not be able to cope with supply and demand if production issues with manufacturers were encountered or suddenly came to a halt as 50% of their products come from Vietnam and 50% from China and Indonesia. 
High Expense of Products. 
Nike depend on a high return of products through unique brand and costly innovation. As this is a strength in how Nike have dominated the market it can also be perceived as a weakness. As external environments change through current inflation in a financially compromised economy, other competitive companies utilising the high availability of unique materials for apparel and footwear could dominate through sort by price for similar products. 
However, in July 2021 the BBC News reported that some of Nikes biggest production plants in Vietnam had been disrupted with huge surges of cases covid. With half of Nikes apparel being manufactured in Vietnam and with the large demand for athletic wear from people spending more time at home Dr Patsy Perry stated that “This shows the risk of overreliance on a particular sourcing region”. This proving costly to Nike in having such a large source from one location and lack of agility in moving supply chain to other countries to support service demand (B. Timmins, 2021).

Threats.
As the sport and apparel industries are growing rapidly in high demand the rate of growth in new companies poses a threat to new entrants into the market putting a strain on marketing costs of their products to stay ahead of the competition. This could in turn force more pressure on the companies R&D of new innovative products as a secondary impact in a financial limitation and unique product availability through their DTC platform. 
However, during the climate of the pandemic 2021 Nike encountered shipping and distribution issues. US container-freight traffic had slowed significantly due to covid-19 outbreaks among dockworkers where safety issues had caused restrictions aimed at preventing the spread of the virus. With cargo surges in the ports because of pandemic led demand for bulk stock items this posed logistical issues in transportation of goods 45% of Nike owned stores in Europe, middle East and Africa had to close and 65% of stores in the EMEA operating on reduced hours (P. Paramasivam, 2021).

Competitive Sustainable brands.
The world is becoming more competitively sustainable in products shifting consumer awareness not just psychoanalytically in brand by culture and controversy but by what is more eco-friendly. This changes the segmentation and marketing in a new direction for Nike by the need for a 5th strategic business unit in sustainable products. Nike have competitors in this market stretching the boundaries of new competition making the market more difficult t control in differentiation of products and marketing techniques. 

Economic Downturns.
As high inflation rates and high unemployment rates go up these macroeconomic downturns effect not just the demand in sales but the restriction in budgets on what people can afford. Nikes high retail prices are a threat from the external climate in this area forcing other companies that sort by price to take advantage in its competition forcing consumers to switch to more affordable alternatives.

Opportunities. 

Wider Resourcing. 
By Nike taking advantage of acquiring more manufacturing sources within different countries this increases the chances of them encountering less resistance from external threats to the environment such as the pandemic. Also, availability of products from new manufacturing locations within closer proximity to their DTC centres, offers faster turnover, higher availability, and uniquely designed items within a market that currently occupies 20% of their revenue.
However, although this posed a huge impact in Nikes sales accelerated automation by the company increased their geographical diversity within supply chains. Prior to the pandemic Nike operated at nearly full capacity within North America within their centralised distribution centre at Memphis Tennessee. This response to the emergent threat responded by Nike in expanding new regional service centres near Los Angeles to serve the West in America, Pennsylvania to serve the East and Texas to serve the south responding more agile to regional needs. European distribution was also expanded developing a regional service through Madrid and therefore expanding its network of distribution outside of the European Logistics Campus in Belgium. This created a loophole within the restrictions of regulations in transportation. This allowed their new DTC platform as first supply to consumers to expand as much as three times within North America, Europe, Middle East, and Africa. Nikes use of an AI machine helped prediction of what products would be popular among consumers for more accurate and faster delivery. Nikes mission statement also held true with their values by introducing enhanced Covid protocols protecting essential workers with covid sick pay and leave and creating stability across supply chains (J. Roswell, 2022).

Sustainability Segmentation. 

Nike have been able to dominate the market through differentiation in their strategic business units. If brand advertising and marketing for them is such a success in historic trend strategies, then applying a 5th segmented area in sustainability through the same successful unique marketing strategies would be a dominating factor in the huge audience it currently attracts. 

Appendix 2.
Pestle Analysis. 

Political – controversial aspects of a political nature have been a marketing strongpoint for Nike strategic marketing effects to dominate the external environment from a social aspect. Social analysis from their psychanalytical marketing technique has proved a strongpoint within the SWOT analysis, however, disruption marketing in this way can also cause a reverberation in a political drawback. This drawback being that when Nike expands the outsourcing capacities of manufacturing and distribution in different countries, trade barriers could be implicated from international conflicts as a direct result of cultural and socialism controversies in their marketing strategies. 

Economic – Nikes R&D investment in innovation and design has been fundamental in 20% of the company’s revenue through their DTC platform. This has increased social awareness and interest in availability of unique products and availability of these products direct to consumer. Rising costs of labour in developing countries poses another economic external factor in manufacturing of goods as a resilience factor on operations for cheap labouring costs. This in turn causes an internal stress on operations management for financial resources of their innovation and design.

Social – External factors in what influence behaviours and demographic of different audiences has created a cultural following for Nike in what has established themselves ultimately as a brand and not just a logo. Controversies in storytelling and trust through supporting iconic influencers in their decision to stand by them has been successful. This disruption marketing as a strategy has also created political disturbance from government figure where Nikes sales revenue has taken a dramatic drop to begin with. The political gamble in this strategy also has ultimately caused an Economic upturn post event, where culture and social awareness in sensitive topics have supported figures such as Colin Kaepernick and valued Nikes athleticism of how they support their mission and vision statement in this way. 

Technological – High investment in R&D has proven to be a valuable competitive advantage to Nikes success in innovation and design. The investment from economic factor in turnover in high price of items out of technology and social aspects of brand awareness has created opportunity in their DTC platform. This technological advancement in e-commerce platforms for direct-to-consumer has created opportunity in targeting social aspects through their differentiation methods within strategic business units. Segmentation of areas such as psychoanalysis in brand awareness through political controversy has increased new audience and revenue for increased R&D in technology. 

Environmental – Ecological external factors in sustainable products have created a new social awareness in products that are more environmentally friendly. This has created new competition from companies that are aware of the narrative not just from a brand awareness point of view such as Nike but from a new audience of ecological trends. Nikes threats in this area come from a political point of concern to environmentalists who are disinterested in exploited labour from deprived countries. This can be negatively impactful as an increasing political concern as heavy investment to renewable sources becomes the new trend. Nikes opportunity to create a social interest in their successful brand marketing strategies can create new Economic growth and social following supporting better legal practices sustainable decisions. 

Legal – The covid pandemic had proved an invaluable lesson to Nike in how increasing manufacturing resources can help overcome external environmental threats such as Covid. However, critical observation through how demand over resilience in workforce limitation has proved a concern as a social aspect to how rising minimum wages and employment laws effect workers and production slowdown, but also creates political concern gradually expanding consumer protections in satisfying regulations. Strengthening the brand image through new processes policies and standards presents challenging legal environment. However, opportunities in creating better working practices and conditions can create recognition from different cultures and strengthen their position in social and brand awareness. 

Appendix 3. 
Porters Generic Strategy Analysis (Broad Scope). 

Differentiation – Nikes differentiation strategy within their development goals is stemmed upon uniqueness as a brand. Their uniqueness as a brand is developed from differentiating themselves through marketing techniques that focus on psychoanalysing their audience. Psychoanalysing the external environment of its consumers through influencers, culture and political controversy is what make Nike exclusive compared to other competitors within a broad scope strategy. This strategy encompasses all segmented areas of Nikes unique brand targeting technique so that it appeals to everyone through all demographic and geographical areas (L. Gregory, 2022).
In 2018 bestselling author Seth Godin breaks down the brilliance of Nikes brand strategy. Seth stated that “understanding Nike strategic development through differentiation means understanding the political and controversial signal and symbol that is Colin Kaepernick. There are a few things that need to be understood about Nike, most of Nike’s future and present are overseas sales so they are showing up and saying we are not Puma, we are not Adidas, we are Nike”. Seth describes this as pointing out you cannot say that by just pointing to your sneakers because in a blind taste test, they are all the same unless you’re an elite athlete. Colin Kaepernick was a signal, he was a symbol, and he stands for something, something that other sneaker companies were afraid to stand for what Colin Kaepernick stands for (S. Godin, 2018).

Differentiation Focus – Nikes differentiation focus is strategized through their positioning of strategic business units. The ability to break up apparel, footwear, and equipment into three separate SBU’S gives positioning in understanding what it takes to maintain optimum efficiency in all three categories. Understanding how to focus on performing better in categories that they are not doing so well in creates everything to gain. Differentiation focuses by expanding research and development to innovate new technology in these areas allowing Nike to constantly stay on the edge of its competition by offering new and unique products through its e-commerce platforms. Nike DTC platform tailors their unique new to the market products by charging the highest retail prices for product exclusivity which is concentrated as a narrow scope of clients that bring in high revenue of over 20% of its revenue. However, with the retailer sector being price sensitive to the changing climate of the economy and impending inflations customers are less likely to spend money (Nike Inc, 2023). Maintaining inspiration and innovation in their mission statement has to be supported in this way to protect their position in the market. To focus on differentiation in segmentation means that Nike uses demographic, psychographic and behaviour trends to target other middle-class customers in different categories by offering unique promos, discounts, and price cuts to stay ahead of the curve. The ability to offer brand products at reduced prices through targeting in this way, focuses on quality again through narrow scope in special demographic segmented areas that can be affordably met to the consumers whilst maintaining loyalty (T. Wells, 2022). 
As Nike compete on differentiation and not low cost it gives them competitive advantage in the production of high-quality goods rather than companies such as Adidas, Puma and Reebok who are more focused on reducing the production and cost time. This then allows Nike to channel their resources through R&D with innovation, design, and more efficient distribution channels. Nike uses the effectiveness of their distribution channels through a unique digitally focused direct-to-consumer strategy called DTC with plans to build the marketplace of the future (P. Sony, 2015).

Cost Leadership Strategy (Broad Scope). 

Nike’s cost leadership strategy concentrates on penetrating the market “not” by sort by price tactics, but what the consumer is paying to be part of a brand. This is the companies broad scope tactics of brand awareness where Nike are selling to consumers marketing them as being a part of their unique identity. What the company means or affiliates themselves to the customer with a brand name that represents something important in core values like trust, honesty, and representation. Nike successfully penetrates the market in this way through premium prices whilst lowering production costs by outsourcing to manufacturers in Asia. Keeping the consumers engaged through brand awareness and popularity are key aspects in maintaining success of premium pricing, as marketing expenses are crucial to maintain or increase their competitiveness (B.S.M. Faria, 2021).

Cost Focus Strategy.

 As competition within the market grows the companies direct-to-consumer platform (DTC) allows Nike to sell their unique new innovative premium products at the highest premium prices, which has a high demand by upper class society. This brings increased revenue into the company as reinvestment into data, analytics, insight gathering for SBU’S, and inventory management have been a narrow scope strategy tactic within their segmentation areas for targeting and positioning within the external environment. This cost leadership strategy strengthens their business against aggressive competitors within the market such as Adidas, Puma, and local footwear suppliers as this indicates within the analysis of the report that these are the major external forces influencing strategies for intensive growth within SBU’s and segmentation of these areas (L. Greggory, 2022). 




Appendix 4.
BCG Model. And Analysis of Nike product History.

Strategic Business Unit “Star” of Nike.
key performance indicators are a fundamental part of a companies’ investment into business intelligence. Nikes heavy investment into key areas of analytics and data through improving information gathering in different segments has been a vital component in the competitive market. Having the ability to dominate all areas of the market through different strategic business units has been a huge success in Nikes ability to domineer from heavy investment in KPI for tackling market segmented areas. As KPI’s from intelligence gathering are proven to have a direct impact on overall performance, intelligence from having the ability view past performance, diagnose business mistakes and predict and forecast the future are fundamental. One of Nikes star areas within the BCG model is their intelligence within the behaviour and psychoanalytical segments of their marketing strategy through not just appealing through consumers rational minds but through their emotion also. Emotional branding and Nike serving as a cultural symbol in people’s minds saw their revenue grow to 44.5 billion through all areas of SBU’S IN the fiscal year of 2021 because of the Colin Kaepernick advertisement. This was an increase of 19% because of the adapted intelligence throughout their market segmented areas of targeting, and then adopted to every strategic business unit as an example (G. Wu, 2022).

Nikes “Cash Cow” of the Organisation.
The biggest success within Nikes organisation has by far been their disruptive marketing techniques in creating an actual brand because without a Brand Nike would be just Puma, or Adidas or and another conventional brand/logo on the street. Creating connection, culture, moral ethics, and memorable impression on customers distinguishes the difference in what people will pay between a brand and just a logo. Every company in the world can adapt KPI’s, data analysis, and marketing segmented areas with SBU’s but without a brand, any other competition will have no identity. Nike have conceptualised an image in a promotional crusade separating themselves from their contenders. Adverts such as Dream Crazier in 2022 respecting innumerable female competitors whilst challenging sexual orientation-based separations and motivated ages, is a classic example of Nikes ability to cross boundaries in controversial marketing (V. Dave, 2021). 
Nikes sales shot up by over $100 million dollars from this one advertisement alone where Nobel prize winner and psychologist Daniel Kahneman explains how appealing to the brains limbic system is a command of trust and dignity that resonates with societal appeal. In Nikes segmented areas 75% of Nikes customer base are less than 35 years old and purpose driven strategy which is what Nike does best resonate higher within the demographic of that age in any geographical area (N. Ajangaiah, 2022).

Question Mark within Nikes BCG.
Nikes biggest question marks in challenges over the last 5 years have been their lack of ability to diversify their supply chains especially within the 2021 covid 19 error when encountering supply and logistical issues due to the pandemic restrictions. Lockdowns in countries such as Vietnam and Indonesia created major manufacturing issues reverberating down the line in container shortage due to the lack of workforce. This caused a weighing down effect on revenues as congestion of supplies in port and rail resulted in lack of availability of products being delivered to consumers. This had then caused a 4% drop in shares throughout the company with foreseeable growth projected only in single figures. As apparel, footwear was in high demand amounting to 75% of its manufacturing from Indonesia and Vietnam this proved costly to Nikes supply infrastructure of not being able to trade over a 10-week period between the months of July and September. Most of their low-cost manufacturing in these areas is how Nike maintain their high revenue and further costs in alternative logistics which caused a huge strain on resources to obtain these products proving expensive in maintaining supply and ultimately customer retention (M. Toh, 2021). 
Nikes emergent strategy response to this became expensive as shaking up the supply chain to encounter these problems involved a strategic effort to create greater regional diversity. Setting up and deploying service centre to different locations around the globe allowed better response to regional needs as well as expanded distribution throughout Europe. The setup up of advanced demand sensing and inventory optimisation technology platforms created multi-node regional distribution networks where their new online digital first supply platform would have encountered problems if not doing so. With adversity being a big catalyst for Nikes innovation and competition in their products design, to regain market position and speed of recovery Nike incorporated over 1000 collaborative robots. These robots have the ability to sort, pack and move products increasing speed of order processing allowing employees to focus on higher value activities (J. Roswell, 2022). However, amid the supply chain issue crisis and expensive investment of resources pooled into resolving the supply and logistical issues through expansion, Nike increased their asking prices by 23% to recover from their offset fiscal growth during the pandemic (S. E. Cohan, 2022). 

The BCG “Dog” of the Analysis. 
Nikes most challenging aspect of their strategic development over the last 5 years has been their ability to diversify within their manufacturing chains. Implementing their strategies in less developed economies rather than a diversification of more developed economies has identified critical challenges in maintaining a low tech, low cost, and high tariff for marketing and promotional strategies. Some of the ethical issues faced by Nike through use of less developed countries are the use of child labour, social injustice, workplace abuse and poor employment pay issues. These issues have had a controversial and hypocritical effect on the brand of what Nike stand for as 50% of factories were found that the had limited use to simple amenities such as bathroom and water usage. Workers within these factories were forced to work over 60 hours per week and if they didn’t work overtime were punished. As Nike lacks diversification in manufacturing facilities the issues of poor labour conditions have a direct impact on their resilience to supply consumers and their ongoing controversies like sexual harassment and lawsuits against the company (T. Lopez, 2022).


Appendix 5.
Nike Inc Stakeholder Analysis.
The interests of Nikes major stakeholder groups are maintained by Nikes corporate social responsibility programmes. Interests and corresponding actions from Nikes stakeholders have very much an influence on the brand image and sales performance in all strategic business units of the company. As Nikes CSR policy is based upon consideration for communities and its customers whose interests influence the companies’ design and production then this is very much satisfied by their stakeholders (About Nike, 2022).
Customers.
As a global business, a wide variety of stakeholders have influence over sales and other products. However, the CSR programmes target only a number of the stakeholder groups through prioritisation of Customers first, communities, employee’s, governments and then interests. Priority as a main concern being customers as they effect influence over all SBUs in Nikes sales. As these effect Nikes sales revenue, the interests in stakeholders are very much of what is directed in R&D for products with high quality and advanced technology. This places customers as low interest within the analysis but high priority (L. Gregory, 2023).


Communities.
Communities as a stakeholder influence Nikes CSR programme through standing and strength of brand. As support in the developments of communities is an interest in this stakeholder area, then having a positive impact through charitable programmes and grants is supportive as a primary means of interests. Focus in this area has a community impact on the CSR policy which aligns with Nikes mission statement in considering everyone an athlete, and a percentage of Nikes pre-tax income is allocated in these corporate initiatives. This stakeholder category is positioned within low power but high interest (About Nike,2023).

Employees.
Nikes business performance is directly related to the effectiveness of its employees. Stakeholder interests on this area are influenced by fair compensation, career development, and sense of purpose. CSR policies are addressed by Nike in the interest of these influences where internal leadership development, coaching and mentoring and team building skills are vitally important to support the cultural development in this area. The pro-organisational culture creates an environment that’s inclusive and boosts moral facilitating satisfaction for good business ethics. Applying this maximises Nikes human resource support in the production of more popular designs across all SBU’S. This positions Nikes staff as high priority and high interest within the analysis (J. Young, 2023).

Governments.

Nike identifies the government as an important stakeholder as permits, limits and legal actions are fundamental in how Nike efficiently operate as a company. Legal and regulatory compliance along with business contributions and community development are of key interest to the government as a stakeholder influence. Nike has to maintain policies and standards to ensure compliance in all its business areas. This positions the government as high power but low interest within the analysis (D. Kissinger, 2023).

Interest Groups.
The issues raised by some interest groups are also addressed by Nike's CSR policy. These parties have an impact on Nike both in terms of potential governmental interference and in terms of how the public views the corporation and its line of sporting goods. These stakeholders' diverse interests range from the protection of the environment to sustainable economic practises.
The sociocultural and ecological trends shown in these interests were similar to those found in the PESTLE/PESTEL analysis of Nike. These patterns demonstrate that sustainable enterprises and organisations with commendable corporate social responsibility initiatives are frequently preferred by communities. Nike Inc. caters to these interests through supporting various social programmes and giving to charities. The business also has CSR guidelines for enhancing labour administration and environmental effect. These factors suggest that Nike Inc. addresses the issues raised by interest organisations (Nike Inc, 2023).
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