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[bookmark: _pktx9tdkbr8u]Introduction 
For a significant business to flourish and have an impact in any given industry, it is imperative to understand the external factors which might have an impeccable influence in assessing the organisational practice, internal working processes and norms in totality. With the advent of urbanisation, business organisations have always deployed strategies in light of having a fundamentally effective business and at the same time, ensured that possible actions and policies are undertaken which will provide businesses with a relatively sustainable outcome and result in profitability. 

Assessing the importance of external and environmental factors in shaping a trajectory of a business, the following report will provide a detailed analysis of the importance of environmental marketing analysis. Furthermore, a comprehensive consideration will be undertaken to assess the key external drivers in influencing a business to work holistically towards change will also be provided. At the same time, a comprehensive internal assessment will also be provided to better understand the effectiveness of the company’s segmentation, positioning and targeting strategies respectively. These factors and frameworks about the success and longevity of a business will be analysed about Nike and its operational activities in the United Kingdom. 
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[bookmark: _q8nhyjiywqyx]Macro-environmental factors of Nike 
PESTEL Analysis 
With the help of the aforementioned analysis, an understanding of the macro-environmental or external factors exerted by the UK regulations and policies will be analysed which will help in assessing the significance of the company’s operational activities in the country. 

Political Factors  
The US Government has indeed made many initiatives in ensuring that businesses attain goals and longevity in the long term. Furthermore, it is also important for Nike, as a company, to understand the effectiveness of core dominance in ensuring that it successfully generates profits in the United Kingdom as well (Worthington and Britton, 2009).  Furthermore, it is also important for Nike to abide by the regulations post-Brexit and ensure that employee engagement, and market regulations, as well as tariffs, are all implemented by the company to initiate manufacturing sites in the UK as well (Ahmed et al., 2016). 

Economic Factors 
The biggest threat which was faced by Nike was the economic recession caused due to the onset of the Covid-19 pandemic (Carruthers, 2009).  However, the online market has boosted the sales of the company in parts of Europe and the United States simultaneously where consumers helped the company in leveraging sales and at the same time, generated effective revenue because of the low labour costs (Worthington and Britton, 2009).  These aspects can allow the company in promoting offline stores in parts of the UK and obtain profitability with time. 

Social Factors 
With time, consumers have become fitness conscious and seek a better lifestyle in terms of health and well-being. This is one of the most important opportunities for the company to reach out to the people of the UK (Ahmed et al., 2016). This is because the company is known for adhering to the requirements of people, especially related to fitness enthusiasts. This factor indeed is one of the solid chances for Nike to engage with celebrities of the UK and ensure that by constant engagement with social media platforms, the company will be able to holistically run its business in the land of the UK (Brohi et al., 2016).  

Technological Factors 
Deploying technological tools and approaches will help Nike to gain a competitive edge. Technological implementations can be deployed by the company in terms of manufacturing, inventory management system, customer engagement, research and development and accounting simultaneously. Nike can effectively embrace social media marketing and communications to ensure a presence of total engagement and can relatively be of great support to the customers of the UK (Brohi et al., 2016).  

Environmental Factors 
For a holistic performance in the UK, Nike needs to abide by the environmental nuances before embarking on a business journey in the country. It is important for the organisation to analyse ways of eradicating pollution or excessive emission exhibited by production factories and facilities to ensure favourable business situations (Carruthers, 2009). Furthermore, for better sustenance, the management needs to assess the significance of longevity where green technology can also be deployed for remarkable outcomes. 

Legal Factors 
The management of Nike needs to understand the effectiveness of abiding by the legal regulations imposed by Brexit and the European Union to better analyse the situation of the lawsuits pertaining to labour improvement, labour wages, and occupational health and safety norms to better have a significant experience in terms of great business output in the UK respectively (Champaneri and Jain, 2021). 
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[bookmark: _bjdawdnapvo1]Porter’s Five Forces 
With the help of Porter’s five forces analysis, an understanding of the environmental competition of Nike in the United Kingdom will be assessed to assess the effectiveness of the company’s overseas business respectively. 

	Bargaining Power of Suppliers 
	The main product line of the company is sportswear and footwear. The main essential aspect is that these products and apparel are supplied by third-party contractors situated in China, Vietnam as well as Indonesia (Fu, 2022). There is a low threat to understanding the bargaining power of suppliers because in the UK market, less than 8% of suppliers are involved in the overall production amount and the majority of the materials are supplied by the aforementioned areas (Euromonitor International, 2016). 

	Bargaining Power of Buyers 
	The threat of the buyers in understanding the business of Nike in the UK is moderate. This is because Nike has provided an insignificant rise in the price range of the footwear which has almost resulted in an equivalent increase in its revenues (Champaneri and Jain, 2021). This also shows that buyers in the UK are significantly not sensitive when it comes to purchasing their desired items from the company. There has been a substantial rise in the demand for athletic and athleisure products which compelled consumers to have a moderate threat to the company (Champaneri and Jain, 2021). 

	The threat of New Entrants 
	The threat of new entrants is low in the case of Nike’s operational activities in the UK. This is because of the increasing investment in equipment, more properties and effective investment in research and funding which enabled the company to have a fair share in the land of the UK, especially by engaging in global-scale collaborations and partnerships (Cody and Goodwin, 2018). 

	The threat of substitutes 
	Threat of substitutes has a relatively higher threat in the case of Nike’s operational activities and approaches in the UK. Furthermore, it is because there are products which are not only performance oriented but at the same time, their price range is quite on the affordable side because of their positive performance (Fu, 2022). 

	Competitive Rivalry 
	Athletic sportswear businesses are readily accessible in the UK market. Notwithstanding, a few collections of leading brands manipulate the market. Among the most recent studies from Fu (2022), Nike and Adidas are the two major competitors with 30 and 26 per cent of the market share, respectively. Converse, is the next-closest competition, with a proportion of only 8% of the market, accompanied by Reebok, Puma, and Asics (Euromonitor International 2016). Therefore, it can be rightfully said that the competitive rivalry and the associated threat, in the case of Nike’s future operations, is high. 


Table 1: Porter’s Five Forces of Nike 
Source: Created by the learner 
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With the help of the SWOT analysis, an understanding of the internal operational activities and techniques implemented by the organisational infrastructure of Nike in the UK will be assessed. 

Strengths 
· Nike holds a strong position in the sports industry. 
· Established Research and Development team. 
· Nike has a unique way of promoting its brand. 
· The company deploys versatile marketing strategies. 

Weaknesses 
· Nike has a significant dependency on retail distribution centres. 
· The competition is immensely high, especially with the formidable opponent, Adidas. 
· The income of the target audience is a substantial weakness because of the manufacturing of premium-based products (Cody and Goodwin, 2018). 

Opportunities 
· Nike can obtain a great customer base with the usage of social media advertising. 
· The increasing popularity of sportswear and active sports is a robust opportunity (Cody and Goodwin, 2018).
· The exponential rise of the direct-to-customer model at a soaring rate is a big opportunity (Granlund and Prick, 2019). 

Threats 
· Highly dependable new entrants can be a great threat
· Impact of the Covid-19 pandemic on reduction of sales in offline stories 
· Fluctuations in currency and worldwide regulations can be a threat. 
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[bookmark: _psa1j6vkg037]Segmentation, Targeting and Positioning of Nike 

Market Segmentation - This is understood by the process in which a company distributes its audience or target market into an approachable and achievable entity. In assessing the demographic segmentation of Nike in the UK, the company includes young people, typically between 14 to 55 (Granlund and Prick, 2019). However, most of the advertising strategies and campaigns are dedicated to young and aspiring athletes who dream to make something profound and wholesome in life (Pan et al., 2019).  In assessing geographic segmentation, Nike has diversified its products and existence into many areas, predominantly Australia, Asia, Africa and Europe (Pan et al., 2019). Psychographic segmentation enables the company to assess the requirements and needs of the customers and provides facilities and benefits, in terms of offerings, sales and facilities to promote homogeneity in the long run (Park et al., 2022). 

Targeting - The organisational infrastructure of Nike, as assessed before, manufactures products according to the demands and requirements of the customers. The company largely focuses on adhering to the requirements of young adults and athletes without any discrimination in gender orientation (Pan et al., 2019). This allows a company to provide excellent services and products to the customers and at the same time, allows them to engage positively with the brand (Henriques and Ferreira, 2022).

Positioning - Nike has intentionally positioned its business as the leading manufacturer of athletic apparel with cutting-edge, sophisticated technologies. Customers were impressed that Nike is a powerful and aspirational brand by the swoosh symbol, the "Just Do It" tagline and its promotional strategies to relate to the exceptional performances of successful athletes. Nike differentiates from its competition because it "speaks" to sportsmen's spirits through special and profound sentiments (Yüksel, 2012). The business has also reinforced its position in the fashion market, where a percentage of its commodities help establish the cultures of individual markets. Nike has succeeded in ingraining the notion that its commodities are the greatest choices whenever consumers ought to acquire quality products in their minds (Henriques and Ferreira, 2022).


[bookmark: _uoy1qm3fmq2r]Marketing Mix of Nike 
Assessing the significance of the different approaches and frameworks significant for excellent marketing strategies and output is also important to assess the efficacy of the marketing mix which will allow the company to successfully operationalise in the UK.

Products - The company is known for a multitude of footwear and sports apparel as well as athleisure products and accessories like bags, backpacks, caps and many more (Kuang, 2022). Nike is known for manufacturing shoes for different activities like running, cycling and other games. Furthermore, they manufacture footwear for casual wear and vibrant colours to attract the audience (Bonjean, 2022).

Price - The company has value-priced as well as premium-based products known for creating value among customers. At the same time, Nike offers robust discounts and sales on many occasions by retaining customers and this idea is quite helpful in leveraging the audience in the UK (Henriques and Ferreira, 2022).

Place - Most of the products of the company are sold in retail stores because of the convenience and feasibility of the audience (Kuang, 2022). At the same time, they ensure to have online channels as well which will be equally convenient for the people in understanding the convenience of obtaining more offers and discounts. 

Promotion - Nike has always used effective means of print media and online media to successfully promote its brand (Guo, 2022). This is one of the most approachable methods of the company in leveraging a customer base all around the world. 



[bookmark: _q0rxdd2jx3op]Recommendations and Conclusion 
Understanding the aforementioned factors related to the marketing strategies of Nike, it can be said that the main focus of the report was to shed a light on the external and internal factors of the company which has sincerely allowed in assessing its opportunities and drawbacks (Kuang, 2022). As the report helped in understanding the segmentation, targeting and positioning factors of the company in the UK, it will be beneficial for the company if they deploy digital marketing to promote brand equity and at the same time, help the company in assessing ensuring a presence of total engagement with the audience. This is because, in contemporary times, young individuals are well-aware of social media and its impact on their lives. Nike can take this as an opportunity and ensure to collaborate with celebrities for a holistic endeavour. 
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