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[bookmark: _Toc1012080189]1.0 Introduction 
Nike, Inc., is a renowned global sportswear and athletic footwear giant, that has established itself as a dominant force within the highly competitive sportswear industry. Since its founding in 1964 by Bill Bowerman and Phil Knight, the company has evolved into a symbol of excellence and innovation, captivating athletes and consumers worldwide (Karneli,2023). With its iconic "Swoosh" logo and cutting-edge technology commitments, Nike consistently raised the bar in the realm of sports apparel, setting new standards for performance, style, and sustainability. The following report aims and focuses to conduct a critical assessment of the business environment within Nike operations. The report will analyze and establish the competitive environment using industry-specific features and evidence and utilizing the PESTEL tool and relevant business environment assessment tools to evaluate the impact of various macroeconomic indicators on the organization. Based on the analysis, the report provides a comprehensive conclusion, evaluating Nike's current position in the international market and offering insights into potential future organizational decisions and developments.
[bookmark: _Toc1854393118][bookmark: _Toc1961252283]

2.0 Company Background
Nike is headquartered in Beaverton, Oregon, and operates a vast global network, reaching markets in over 170 countries. The company's diverse product range includes athletic footwear, apparel, equipment, and accessories, catering to a broad spectrum of sports enthusiasts, professional athletes, and casual wearers (Hoffman et al., 2019). The company leverages strategic partnerships with top athletes and sports teams, and endorsements with celebrities, making it cultivate an aspirational brand image, becoming synonymous with success and achievement (Karneli, 2023). According to Jiang, (2019) the company currently runs shoes, jerseys, shorts, cleats, baselayers, etc. for various sports, including track and field, baseball, ice hockey, tennis, association football (soccer), lacrosse, basketball, and cricket.  The most modern and popular Nike model is the Air Force 1 model coming with stylish variations and is highly affordable as low as $90 on Nike's website(Merikanto,2019).  The company’s Air Jordan has also remained popular among basketballers and outfield fashions just unlike the Air Force models that have remained strictly for outdoor and outfield activities (Alsaffar,2020). According to Statista.com (2023), the company reported an annual revenue of $51.217B in the first quarter of 2023, a 9.65% increment from the $46.71B in 2022 and a 4.88% increment from the $44.54B of 2021 represented a 19.08% increase from the 2020, fiscal year.  The company hence places itself strategically and uniquely identify among its customers for the highest quality among its competitors.  It has hence, pioneered numerous groundbreaking technologies, including the revolutionary Air cushioning and Flyknit technology, setting its products apart from competitors (Liu et al., 2020). Nike has hence demonstrated unparalleled adaptability and agility, responding proactively to evolving consumer preferences and market trends within its market environs. The brand's iconic status and global reach have enabled it to maintain a significant market share, despite the intense competition from rival sportswear giants like Adidas, Under Armour, and Puma. Therefore, the future and the current market of Nike understood the necessity of digital adaptability that the company has assimilated into, designing an integrated future operation based on the currently applied Machine Learning and Artificial intelligence operations (Mancuso et al., 2023). 
[bookmark: _Toc354965315][bookmark: _Toc1040622578]3.0 Competitive Market Assessment 
[bookmark: _Toc192477839][bookmark: _Toc636847278]3.1 Nike’s Work Culture & Characteristics for its Market
Nike identifies itself as a resilient and capable multifunctional organization within the fashion industry. The company’s vision and mission emphasize its determination to inspire innovation and inventive critical brands for every athletic and fashion trend within the market (Eyada,2020). Nike hence combines tradition, habits, values, and behavioral expectations with the current market to assimilate to the most convenient and market-oriented demands. Nike employees hence operate and work according to significant sets of behavioral similarities, in regulations and instructions that enhance harmony in service delivery. The relationship between employees and customers is hence established within the company’s codes of conduct that require consideration for relations between employee employees and employee customers to remain observant of the market cultures and integrate into the social norms within the market (Taql et al., 2023). Nike’s operation in over 170 countries globally, maintains the necessity and emphasizes the diverse orientations, within the geographical locality and cultural synchrony (Liang et al., 2022). The company hence maintains an inclusive employee base, trained on the basics of diversity understanding to assimilate to the different demands and specificities due to market and sociocultural differentiations. According to Sulumov & Tavbulatova, (2021), Nike’s work culture upholds creativity and innovation establishing the role of corporate culture within the sporting goods company and global success. The company is hence maintainable and promotes operations reinforcing business resilience and competence to meet consumer preference and changing demand in a timely manner.  Similarly, the company’s organizational culture further influences Human Resource operations to prioritize business objectives that advance consumer and market demands (Dhesi,2021). Hence training programs, are structured to configure demographic integrations, and concurrent social changes to align and establish Nike’s brand image for sportswear. Nike’s work culture upholds the below characteristics influencing its market and environment operations; 
Talent; according to Liang et al. (2022) the focus to synchronize talent and innovation. The company thus prioritizes talent-innovation compatibility a feature that has enabled Nike, to emphasize the integrative product development and internal services corporation between the employee base and HR departments to design products and services that meet the differentiated market operations. Employee training programs are hence essential for talent turnover, and abilities improvements (Heffron,2019). Therefore, the company’s approach to talent retention and improvement remains relatively diverse to ensure they select and acquire the right personalities for different departments, from marketing to IT and technological technical support staff.  The company’s talent retention follows a strategic development for globalization orientations for the company’s global growth. According to Nguyen, (2023) were it not for Nike’s specificity in training and talent retention mentorship programs, the company would not have surpassed the American market and grown into the global brand it is today. It hence remains evident to note that Nike’s talent characteristics are purposed for sustenance for productivity and future infrastructural operation maintenance and diversity in globally acceptable sporting and fashion goods and services. 
Diverse; Nike believes in dynamic workforce integration, hence as a pillar of its work culture, the company develops and upholds diversity as a character. As a global brand determined to maintain market power and brand loyalty, assimilate into these different market operations through dynamic workforce employment to uphold its root objectives of creativity, innovation, brand images, and competitive advantages. Nike hence maintains an HR program of Speak Up! Facilitating a conversant ideological differentiation in HR performances among workers (Taql et al., 2023), thus the company maximizes its product development cycles for new product creations, trend design formulations, and specification of consumer and market demands, especially within cultural and social construct observance.  
Inclusivity; according to Zahedi et al. (2022) Nike’s inclusivity feature is purposed to expand employee performance. It hence established that the nature of inclusivity targets to minimize every element of employee performance hence maximizing productivity through diversity in ideographic orientation in creativity and innovation (Ng, 2023).  The sporting goods industry employs inclusivity as the foundation for performance, diversity, and talent development optimization, therefore Nike embraces the feature through a team-based management approach. Thus, employees’ integrative programs such as Bias to Breakthrough, designated to remove any creativity barriers, together with the NCourage an employee networking program for cultural diversity awareness creation and community development and building initiative, thus the company remained included and involved in the social development strategies, hence minimize social-company headlocks and problems and support streamlining sporting goods and designs within its production processes. The inclusivity feature enhances Nike’s corporate social responsibility commitments and engagements to satisfy both HR and stakeholder obligations within the business. 


[bookmark: _Toc864667691][bookmark: _Toc433704698]3.2 Competitive Rivalry 
Consider below graphical extracts for Nike and immediate rival Adidas[image: ]
Nike’s Global Net Sales 2005-2022
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Source; Statista.com (2023). 

Nike's competitive rivalry is a critical aspect of its business environment, given its position as a global leader in the sportswear industry (Maury, 2022). They operate within intense and strong competition with major and stable competitors vying for market share and consumer loyalty. Notable competitors such as Adidas, Under Armour, Puma, and Fila established a strong and intensely competitive market for Nike. With every company offering unique quality and strengths for their markets, they create diverse competition both in product categories and geographical considerations (Ng, 2022). For instance, according to Statista. com (2023), Nike’s footwear revenue in Asian Pacific and Latin America for the ended fiscal year 2022, was $4.11 billion compared to $4.3 billion Adidas and Reebok in the same market. The above statistics establish massive market competition and market share rivalry operations within the sports goods industry.  Nike’s competitive rivalry remains influential to determine specific brand and product operations. 
According to Merikanto, (2019), the intensive competitive rivalry enables Nike to differentiate its products. The sporting goods industry is dynamically diversified and intensely competitive across similar products hence, quality and product uniqueness remain essential for the determination of larger market share (StudyCorgi., 2022). Thus, Nike’s ability to integrate technology, R&D and leverage digital econometrics remains essential for product differentiation, to introduce high-end technologies and brand designs that outmatch competitors’ qualities. Therefore, a product differentiation strategy attracts consumers seeking high-performance and fashionable sportswear. Despite the intense competitive rivalry, Nike still maintains high brand equity, through its recognizable “swoosh” logo, making the brand easily identifiable among the consumer base.  Nike also has firm marketing and endorsement strategies, through elite and prolific sports personalities across the global sporting environment giving it an upper hand in the competitive environment (Pontes & Pontes, 2021). the company also identifies with globally renowned clubs such as Chelsea where it produces their Jerseys, making the club’s fans its primary markets (Khan,2020). The company also implements an emotional marketing strategy making its products appealing to a large consumer base and amplifying its brand image to enhance Nike's competitive advantage(Xing,2021).
[bookmark: _Toc141095006][bookmark: _Toc448043388][bookmark: _Toc715361368]4.0 External Environment Analysis
[bookmark: _Toc1187555734][bookmark: _Toc1465056070]4.1 PESTLE Analysis
Building the above SWOT analysis summary, it remains critical to understand the Political, Economic, Social, Technological, Legal, and Environment of Nike’s business environment. 
[bookmark: _Toc536206120][bookmark: _Toc149871988]4.1.1 Political Environment
Nike enjoys’ a stable political environment within the American market positing opportunity for maximum exploitation and deployment of strategic operations to increase and enhance sales. A stable local political climate is an opportunity for the company’s growth(Alsaffar,2020). There are limited and minimal government-initiated disruptions in the sporting goods industry in major European markets giving Nike ample market operation and research development for consumer-oriented products and services.  However, high political climates and conflicts interrupt Nike’s international market operations. According to BBC News (2022), following the outbreak of Russian-Ukraine aggression, just three months into the market, Nike announced a permanent vacation of the Russian market. The company closed all online orders and closed its stores as early as March 2022, following the first aggression in February of the same year (Martinez-Contreras et al., 2022). The closure also targeted the shops and retails run by the local partners with Nike revoking the existing partnerships and agreements. Therefore, heated political conflicts and wars constrict Nike’s market, with the company’s priority and social responsibility in supporting its employee environments. Nike ended an agreement with the Russian franchise responsible for over 37 stores in the country, reporting an average 1% revenue decrease within the Ukrainian-Russian market(Cai, 2023 ). It hence remains critical for Nike as a global image and brand to operate within politically stable environments to maximize sales and potentially grow. 
[bookmark: _Toc1174876028][bookmark: _Toc2047668032]4.1.2 Economic environment
Nike’s business operation and performance are dependent on the prevailing economic trends and conditions.  The econometric elements of labor costs in developing countries remain a threat to Nike’s business performance, inflation within the U.S. market also remains a threat, increasing transportation and logistics expenditure, and the slowdown of the Chinese economy in recent developments remain a threat to Nike’s operations (Martinez-Contreras et al., 2022). Nike outsources due to cheap labor in developing nation such as Indonesia, however, the rising concern about the plight of employees threaten Nike’s business performance and competitive advantages. However, the company leverages the threat through premium sales, a factor the company focuses on as a major threat. According to Novelli, (2022) reports, Nike is forced to reconsider its marketing and sales strategy before introducing new sneakers models following the rising cost of living taking effect in the U.S market forcing consumers to limit expenditures on luxury products hence slowing down sales for Nike products in the 2nd last quarter of the fiscal year 2022. Nike saw a sales increase during the pandemic with indoor apparel such as sweatpants and jogger pants demand remaining an intrinsic indoor fashion, however with the ease of covid19 restrictions expenditure shifted to formal and social occasion-based approach, and demand hit by the decadence of high inflations. The slow recovery of the Chinese market which accounts for 17% of total Nike market annual sales also deemed and dampened the demand for the company’s product in the region (Cai,2023). 
[bookmark: _Toc29268431][bookmark: _Toc1731170649]4.1.3 Social and Cultural Environment 
[bookmark: _Hlk140833395]Trends of Healthy Lifestyle; the social environment in the local and global market continually shows concerns about adaptive healthy living from young to adult individuals. health concerns following the systematic food orientation facilitate physical fitness. According to Martinez-Contreras et al. (2022), 74% of people exercise as a part of a healthy lifestyle, with 54% engaging in exercise regularly and hence more people are joining fitness clubs and gym sessions for improved health. Nike hence targets the growing opportunity to supply fitness equipment, apparel, and footwear that offer comfort in fitness sessions. The increasing aging population in most countries, both Europe and America that also remain observant of their health further presents an opportunity for Nike’s business. 
Fitness products; the market demand for fitness products in the local U.S. market and international market is continually, growing with the demand for shoes, apparel, and related accessories providing Nike an opportunity to target the health-conscious market. 
Influence of Covid19; the covid19 pandemic caused a social interaction limitation with continued lockdown and shutdown of business globally. Sporting activities remained suspended across the global environment limiting people to their houses. Nike’s market operation remained influenced by the new dawn especially on onsite shopping, as demand for apparel increased, footwear, the major Nike’s selling division remained the most affected by the pandemic. 
Rising preference for domestically produced goods; the local American market shows a preference of locally produced and partially produced brands(Vianello,2019). Locally produced goods are a social trend bringing opportunity for the demand of footwear, equipment, and apparel business. The trend hence leverages the outsourcing negativity in Nike’s economic performance. 
Response to racial discrimination; the social environment trends establish response and recognition of racial discrimination. The consumer also prioritizes companies that uphold diversity and racial tolerance, and Nike has remained engaged in initiatives that promote racial tolerance. The company launched the campaign “Don’t Do It”, and participate in the English Premier League “No Room for Racism” and “Black lives matter “ to retaliate against racial discrimination in the sporting and social environment. The engagement establishes Nike’s stand on ethics and morality in countering social injustice, and from such initiatives, the brand highly identifies strongly in the market. 
[bookmark: _Toc140764654][bookmark: _Toc1676648187]4.1.4 Technological environment
Technology acceptance; The sportswear and goods industry is quickly adopting the developing technologies, in the production process, design integration, and market approach understanding. Nike employs technological trends in understanding consumer purchasing trends, collecting consumer information and data for marketing and related product communication optimizations. Similarly, the consumer uses highly available information technology to assess and make purchase decisions (Baliyan, 2021). These technological changes remain an opportunity for Nike to improve its business conditions. For instance, Nike enhances its retail presence by distributing its products locally and internationally, through recognized Amazon, eBay, and Alibaba platforms. There is also an increased trend in mobile technologies preference from consumers, thus presenting the opportunity for Nike, to integrate mobile platforms such as Google with sensors to manage consumer physical activities and suggest the best footwear, apparel, and sports equipment. Nike’s acceptance of technological integrations has also remained essential for its past and future success. 
Metaverse development; the increasing adaptation to metaverse technologies is both an opportunity and a threat to Nike’s business performance. Meta platforms, such as Facebook, Instagram, and TikTok, push for virtual reality connectivity and social networking between companies and people, and that external connectivity exposes an increased competition vulnerability, especially in the increasing e-commerce, VR, Machine Learning, and AI integration within the market. It presents an opportunity for globalized market outreach as well as brand loyalty, however, intensifies competition a major challenge in the sports goods industry(Akram & Khan n.d). 
e-commerce integration; the developing economies are leading in online shopping integrations hence an opportunity for Nike(Du et al., n.d). The rising prominence of e-commerce in such environments presents an opportunity for new market penetrations, cost leadership maintenance, and hence possibilities for increased business growth through increased sales complimenting the brick-and-mortar sales and distribution channels used currently used for Nike’s product sales. 
[bookmark: _Toc1452044431][bookmark: _Toc145662975]4.1.5 Environmental Factors 
Waste standards by EPA; Environmental Protection Agency set standards for solid waste land disposals to regulate the amount of solid waste pollution in manufacturing zones influence Nike’s business operations. There is also increased trends in concern for s support in material recycling providing an opportunity for Nike to reuse product and cut cost on raw material and impact on environment. environmentally friendly activists, also remain significant to influence consumer purchasing decisions hence, provide Nike with an opportunity to target the environmentally and sustainably conscious market to increase its business growth. The company hence engages in green business operations according to its CSR responsibility to employees, consumers, the environment, the community and the government (Nike.Inc., 2022).  Nike also has the opportunity for the rising and increased use of renewable energy in the production process. The market trends show consideration of alternative sources of energy with a focus on access and low costs of renewable energy utilizations in the athletics shoes company, hence presenting a sight for Nike’s organizational culture and CSR to support and uphold sustainable decisions and practices benefiting their business and shareholders. 
[bookmark: _Toc506587309][bookmark: _Toc26263245]4.1.6 Legal Environment
Rising minimum Wages; the increasing demand for higher minimum wage is a threat to Nike’s business performance, targeting to increase production costs and limiting competitive advantages.  Nike’s Indonesian factories and Indian factories show increased legal revisions on minimum wages thus affecting outsourcing operations(Cai,2023). 
Consumer protection; also impact Nike’s operations increasing costs of operation in the sporting goods industry. It presents both a threat and an opportunity for the company, with the threat focused on the Nike operation costs. However, the company can quickly adapt to the new customer protection regulations, and meet the regulatory requirements reinforcing its customer relations and cementing its brand image. 
Demanding Employment regulations; additional legal requirements post additional costs on the Nikes’ production, distribution, and sales of products. However, it also provides efficiency for quality production. For instance, the Quality Standards regulations employed in different jurisdictions enable Nike to sell as the leading quality Sporting goods brand (Quezada et al., 2019).  
[bookmark: _Toc1587725655][bookmark: _Toc1172211080]4.2 SWOT Analysis 
The following SWOT analysis builds on the PESTEL analysis to enhance Nike’s market understanding.  The table below presents the summary form the PESTLE analysis above;
	Strength 
	Weakness

	· World’s strongest sporting goods brand
· Effective product innovation for competitive designs
· Strong control of a global product distribution network (Benzaghta et al., 2021)


	· Limited network of company-owned retail locations
· Limited diversification of production locations
· Corporate image issues linked to labor practices


	Opportunity
	Threats

	· Stronger market presence through additional company-owned retail locations
· Higher competitiveness of products through advanced technology
· Healthier customer perception of the business through policies for labor and employment practices (Quezada et al., 2019).


	· Tough competition
· Imitation of sporting goods
· Rapid technological innovation among industry players




[bookmark: _Toc273285963][bookmark: _Toc336643982]4.2.1 Strength’s Assessment
[bookmark: _Toc1503479276]World’s strongest Brand
Nike pride in enhanced product assortment to meet consumer demands. The company produce and implements innovative advantages in products to actualize and realize consumer needs, hence a strongly performing brand in the market. The company comprehensively creates and develops product designs that incorporate the latest market demands.  Nike’s products are hence fashionable and accessible to everyone in the market.  Thus, the company has the strongest and most valuable sporting goods in American and international markets.  According to Statista.com Nike has a net global income of 6.05 billion USD with 18.75 billion USD, revenue from the U.S. market alone. Compared to immediate competitors Adidas, brand value stands at 14.6 billion USD against Nike’s 33.1 billion USD for the ended financial year 2022. The company hence can leverage the above strength to improve and enhance its industrial position over other athletic and leisure brands. 
[bookmark: _Toc1797142855][bookmark: _Toc1683601130]Strong brand innovation
Nike’s brand innovation inculcates technographic differentiations making its footwear and sport accessories highly competitive. Nike is recognized as the leading quality brand, hence attractive and influencing the company’s profitability despite the extensive competition in the market. The influence of the company’s firm brand innovation and attractiveness is evident on the company’s 66% footwear sales share represents $29 billion annual revenue, followed by the 30% representing $ 13 billion, 4% Equipment with $ 1 billion, and 0.8% global brand division with an average of $ 0.82 billion market revenue for the ended fiscal year 2022 (Statista.com, 2023). The company aligns the innovations to produce products of differentiated needs as shown below;
	Basic Needs 
	Expected Needs 
	Augmented Needs 

	Shoes for walk
	Different categories of shoes for different sports 
	Customizations ( Nike by You designs). 

	Different sizes & colors
	Fashionable designs (street fashions)
	

	
	High-Quality-Durability 
	Smart footwear with self-laced technologies.

	
	Comfort–breathing shoes
	Environmental – friendly & recyclable materials


Consumer’s needs for athletic shoes
[bookmark: _Toc1039659038]Strong Product Control 
Nike has an advanced globalized product distribution control influenced by its organization’s culture, especially on the HR support systems optimizing Nike’s capacities to reach local and international consumers. It thus posits the necessity and essentials of retail and integrated sales channels for Nike’s business growth. For instance, Nike Basketball, and Tennis shoes and accessories are sold on both onsite and online retailers, with Amazon, eBay, Walmart, and Costco forming the major distribution. NikeTown stores also are an essential purpose for product distribution sales enhancement (Caetano, 2019). 
[bookmark: _Toc222468930][bookmark: _Toc1622499674]4.2.2 Weaknesses 
[bookmark: _Toc604671312]Limited Company-owned retail Locations. 
Despite Nike’s market prosperity, the company has limited onsite shops and retail centers locally and in the international market making it reliable and dependent o other retailers. Nike’s product selling prices and discounts to encourage consumer loyalty are thus dependent and determined by larger retailers such as Amazon and Walmart. The establishment hence weakens Nike’s control of sales and product distribution. The company hence spends maximally on partnerships for distribution instead of setting up its own shops for similar functionality.
[bookmark: _Toc818123180]Limited production Diversity
Nike has constricted production localities for its footwear and apparel. The company is highly dependent on the Asian small number of large shoes, equipment, and apparel producers and manufacturers, without extensive European and American production sites. Nike is hence limited to the sociopolitical environmental trends within the region as earlier pointed on the PESTEL analysis dictating its production cost that hence impact the competitive pricing strategies. 
[bookmark: _Toc2005978166]Nike’s Corporate image on labor relations
The Asian producers’ markets have often raised issues with extensive labor exploitation for Nike’s contracted firms for the production of footwear, equipment, and apparel. The factories have remained subjects of discussion on the less focus on human rights and labor regulations observations, making Nike vulnerable to integrated labor protection regulations in its production channels (Thomas, 2022). Nike’s CSR and Shareholder management efforts have hence remained in the spotlight on their approach to such human rights violation claims, such weaknesses attract a bad image that might hurt the companies’ consumer loyalty and preference. 
[bookmark: _Toc266277083][bookmark: _Toc1129261709]4.2.3 Opportunities
[bookmark: _Toc41070977]Strong market Presence 
Nike has the opportunity for advanced market presence through the establishment of additional NikeTown stores to attract more athletes and street fashion enthusiasts. The PESTLE analysis identified a growing trend in athleisure with market demand for healthy equipment adaptations into leisure practices. These are opportunities that Nike must target to exploit through an increased market presence in both the local U.S. market and international markets. Nike must hence increase its brick-and-mortar locations to enhance distribution and sales within Nike’s business.
[bookmark: _Toc937659752]Advanced Technology product competitiveness
With increased visibility, Nike stands a chance for advanced technology on product competitiveness integrations. The PESTEL analysis above identified the necessity for integrative technological adaption and implementation of product development and differentiation to widen Nike’s market share through sales of footwear and athletics, and street fashion accessories (Kim, 2020).  The company must hence integrate the changing digital technologies in marketing, and econometric operation through product designs and developments. The company must hence employ a cutting edge technology for more efficient and durable sustainable footwear and apparel(López & Oliver, 2023). 
[bookmark: _Toc1012450178]Superior Consumer perception
Nike’s awareness especially with the “Swoosh” logo enhances its cognition and brand awareness. It is the most recognizable brand in the U.S. and European markets for sporting goods. Its high-quality products form the foundation for its performance coupled with elemental and effective product promotion strategies. Its association with major sporting personalities and organizations gives it easy recognition within the sporting market.  According to Powley & Cameron, (2020) the brand has formed a systematic and close relationship with the consumers both intellectually and emotionally thus enhancing the brand’s trust. The brand’s social media and metaverse connection with consumers gives it an upper hand to directly engage consumers and build on positive perceptions. 
[bookmark: _Toc2110497280][bookmark: _Toc1737206465]4.2.4 Threats
[bookmark: _Toc41392643]Stiff competition
Adidas and New Balance identify as Nike’s major competitors among other sporting goods brands. the stiff competition hence limits Nike’s market share.
[bookmark: _Toc2048932920]Counterfeit goods
The rise of the Black-market operation continues to threaten the company’s operation with the production and distribution of counterfeit sporting goods with counterfeit Nike logos(Xing,2021). Similarly, small and large competitors produce similar Nike products as Nike and sell at considerably lower prices, in markets Nike has limited patent and intellectual property, hence contracting the company’s market share.
[bookmark: _Toc1515306795]Rapid innovative technology 
The growing and dynamic technological integration and differentiation cause a threat to the current practice and Nike’s business operations. With growing technology company is pushed to adapt its own technological advances if, the technographic imprint is obsolete the company will have challenges to keep up with the growing market demands.  It hence calls for integrative general strategic implementation and intensive growth development to support competitiveness(Grover et al., 2022).


[bookmark: _Toc1140387461][bookmark: _Toc752733792]5.0 Conclusion
[bookmark: _Toc200507552][bookmark: _Toc370677667]5.1 Current Position & Future Outlook
The PESTEL and SWOT Analysis above established the necessity for economic volatility, advanced technological integrations, for global expansion to achieve reshoring operations, and new product designs and marketing Strategies for the company’s success. Nike must hence consider the below formulations for continuity; 
[bookmark: _Toc528584321][bookmark: _Toc129489322]5.2 Generic growth strategies 
[bookmark: _Toc1924319055][bookmark: _Toc926100443]5.2.1 Differentiation
Nike’s elementary generic strategy must embrace differentiation for competitive business advantages and profitability orientations. According to Caetano, (2019), Nike’s strategic objective remains to design, develop and produce unique quality sportswear and fashion products separating them from the market competitors.  Nike’s products hence remain exclusive and interculturally and socially unique but target the entire market. Therefore, for sustenance and business growth Nike must enhance, product differentiation within its strategies to revitalize old markets and attract new markets(Merikanto,2019).  
[bookmark: _Toc926633565][bookmark: _Toc8672045]5.2.2 Cost leadership
Nike must maximize its profit margin through objective production cost minimization. Nike out-source to low-cost manufacturing contracts outside the US, and European nations, especially contracting Asian countries such as Indonesia and Thailand for raw-material and production of its goods to implement cost-leadership strategies (Caetano, 2019). Nike’s products are hence sold at premium prices thus an increased competitive advantage and enhanced profit margins. Nike hence withstands its market ground and defends its profit margins from aggressive market competitors such as Adidas ad Puma that highly flourish within the local American and International Footwear and apparel operations. 
[bookmark: _Toc378918911][bookmark: _Toc1869655966]5.3 Intensive Growth Strategies 
[bookmark: _Hlk140780755]Product development; remains an integrative intensive growth strategy combining diverse ideological differentiation and innovative realizations for Nike’s business development. According to López & Oliver, (2023), product development’s strategic objective targets to grow the company’s revenue bases through the sales of iconic brands, and new and various models of Nike products. Nike R&D hence must support product development through a multiverse ideologic configuration and filtration remaining significant for the company’s sustainability within the current market and expansion into new markets(Maury,2022).  Powley & Cameron, (2020) establish that the intensive growth strategy hence supports the differentiation of generic competitive strategy through goods innovation in the operation that has seen Nike and its subsidiary such as Converse remain relevant to market demands. Nike hence must remain adaptable to its specific industry trends especially the social trends influencing consumer preferences and tastes (Kim,2020).  For instance, Nike recycles its shoe and related materials labeled “sustainable materials”, thus responding to the growing concern of green business and sustainable production among consumers and the market environments. 
[bookmark: _Hlk140772446]Market penetration; also remains an integrative intensive growth strategy optimizing Nike’s profitability band competitive advantages within its operation environments.  The strategy is implemented to increase Nike’s consumer base and market share through the aggressive sales of existing, and new sporting materials to the new and current markets. Nike also maps the growing market targets, through the market penetration strategy (Maury,2022).  The strategy is realized through intensive partnerships with global and local distributor channels such as Walmart, Target, Costco, Amazon, eBay, Alibaba, and its retail outlets NikeTown stores. Marketing and promotion mix communication hence support the above strategy highlights the multiverse unique quality orientation appealing for consumers for premium purchases. 
Market Development; is a minor but potentially essential intensive growth strategy within Nike’s operations (Karneli,2023).  The strategy aims to develop and grow the sporting business through additional sales of sporting materials across Nike’s segments. Significantly, Nike operates within a saturated market environment hence deeming the significance, of market development objectives. However, the company’s generic competitive differentiation focus leverages the above limitations to boost and enhance Nike’s new market penetration in the introduction of leisure and sportswear materials in its diverse market segments. 
[bookmark: _Toc1201123822][bookmark: _Toc1327097658]5.4 Focus on Consumer Trends
[bookmark: _Hlk140778742]Nike’s consumer market is a volatile environment with constantly changing preferences and tastes. According to Puyt et al. (2020), Nike’s consumers continually remain observant and concerned about the pricing shifting massive interest from upmarket and luxury to mildly expensive and middle-priced models. The Covid19 pandemic contributed to and worsened the economic situation within global environment operations (Quezada et al., 2019). Although, the heightened political temperatures between China and U.S as well as the surge into conflict in the Ukrainian and Russian war heightened inflation across multinationals dependent on gas for various economic operations (Mancuso et al., 2023; Benzaghta et al., 2021). However, the company should understand the impulse buying nature of its consumers, especially with the latest models and new designs, hence Nike, to focus on intensive R&D for innovation and market uniqueness in their model designs to attract and maximize sales of their products. 
According to John Donahoe, the current CEO of Nike speaking to analysts in the conference call (Dec. 20, 2022), pointed that “Whenever there’s turbulence, I will go back to the fundamentals”. He recognized the necessity for consumer demands and preference prioritization and leveraging of long-term competitive advantages in the process, to counteract supply chain challenges, manufacturing headwinds, and inflations and restore consumer’s constantly wavering confidence. 
Similarly, the consumer continues determination on sustainable development and production, thus prioritizing purchases from environmentally active organizations. Nike has to increase sustainable production by recycling some of most of its high-end products to capture the environmentally cautious consumer to attract environmentally conscious consumers as a growing trend (Benzaghta et al., 2021). 
However, the company’s outsourcing and external manufacturing contraction has amassed humanitarian activism on the plight of workers and the necessity of a manufacturing base in developed countries in the U.S. and Europe. Nike hence must consider sustainability, technographic integrations, and reshoring operation to enhance current productivity and improve future sustenance, through differentiations established within the PESTEL analysis.
E-commerce Growth: Nike to focus on digital channels and enhance the online shopping experience to reach a broader audience and drive sales.
Sustainability: Nike should increase and continue to address environmental concerns and adopt sustainable practices essential for meeting changing consumer preferences and regulatory demands.
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