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Introduction
The American notorious multinational organization that is heavily engaged in manufacturing, design and development as well as doing worldwide sales and marketing of accessories, apparel and equipment as well as services. The head office is located near Beaverton, Oregon in the metropolitan area.  Nike is the world’s largest supplier of apparel and shoes athletic and has also become a major manufacturer of sports equipment. As per Silva, Madhushani and Jayalath’s (2020) perspective, in 2012, Nike employed around 44,000 people across the globe. Whereas, as of 2014, the brand value was at $19 billion and in 2017, the brand Nike was valued at
$29 billion. As Knight and Holmes (2016) described, in 1964 the company was founded as blue ribbons sports then officially become Nike by Phil Knight and Bill Bower man. Other than that, Nike, under its brand market its product such as the Nike Golf, Nike Blazer, Nike Dunk, Nike skateboarding, Air max and the subsidiaries that include Hurley International and Converse and Brand Jordan (Boyle et al., 2019).  Apart from manufacturing equipment and sportswear, the company also operates as retail outlets under the name of Nike town. Moreover, Nike also sponsors high personalities and sports teams across the globe with a notorious trademark known as “Just Do It”.

Pestle Analysis
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PESTLE stands for Political, Economic, Social, Technological, Legal and Environmental factors. It allows a company to form an impression of factors that might impact a new business or industry (Gerts, 2021)

Political Factors – To the backend of the company political factors are the most important factor. The part normally people do not see. This factor decides an organization’s survivability. In U.S. Nike has remarkable policies for growth that are very important for the organization.  That includes the less interest rate and well-organized tax agreements internationally. Nike is usually subject to changes in manufacturing laws and taxes (Mujahidah and Tan, 2021). This is unfavourable for Nike as different conflicts of politics can make the customs related procedures more difficult for industries like Nike due to Trade tariffs, Taxations or fiscal policies (Gerts, 2021).

Economic Factors – the factor determine the performance of the economy by analyzing the growth of the economy, unemployment rate, rates of exchange as well as interest rates. A well-respected medium-range product is sold by Nike, so they are in a less state of vulnerability to the factors of the economy than the others.  As Prezi (2014) suggested, a market collapse for Nike can be bad news along with well-known brands.  However, consumers may prefer to switch to the lower end which means the cheaper products just like a decent quality level that can become easier to produce. This can be unfavorable for Nike because the economic environment can affect how a company prices their products or even influence their supply and demand model. 

Social Factors – companies can examine the patterns of behaviour of customers and make a profile of a customer as appropriate as possible. Public relations have never been more appropriate than in today’s perspective. However, having a good social status means a lot for modern organizations. As per Mujahidah and Tan (2021) sources, the increases in health consciousness globally show  
that individuals  are  intensely  moving  towards  better  lifestyles.  People will  prefer  to  purchase plenty of apparel sports something that can make the organization (Nike) more  satisfied. Nike receives more accusations for the process of its dubious production (Zhavoronkova, 2018). This is favorable for Nike because they can explore different social factors such as, demographics and cultures, which can be tailored to the Nike branding. This will influence people’s engagement with the products and services. 

Technological Factors  –  As  Hoogendijk  (2021)  briefly  discussed,  the  ability  to  innovate  the organization in many ways is given by technology. An initiative from interacting with customers to product designing, the technology adds value to a corporation just like Nike. Nike is doing very well by using its social media to make strong brand equity. However, today social media is blowing up faster than ever. It can become a double-dyed sword if it would be used incorrectly. This is favorable for Nike because they can use technology to directly and indirectly influence and increase brand awareness, as well as use it for important data-based metrics, all thanks to the technological advancement allowing them to optimize the production and targeting, increasing the revenue.

Legal Factors – The pestle analysis of legal factors oversee the regulations and laws of the sector. Over the past years, Nike was involved in different kinds of legal battles. There are many variables of legal that can affect Nike directly still the elephant in the room have not been forgotten by the people. As Smith (2021) described, it should not be a surprise to hear for the people that the big corporations and Nike also tried to dodge the huge amounts of tax. In the last few years, there was not much of a crackdown on this, and it still has the value to be considered.  Moreover, Nike usually meets the repercussion for their marketing shady practices which includes the wrong discounts. This is favorable for Nike because it ensures that they are operating within a legal and regulatory environment which can be affected the policies and procedures of the industry.

Environmental Factor – the issues of the environment are of the nonstop importance of growing. Only a few of the factors are available that can affect Nike and they all are worth stating. As Mujahidah  and  Tan  (2021)  sources,  Nike’s  factories  of  mass  production  are  harming  the environment without a doubt. They not only release the pollution just like other factories, but they go so far as directly polluting the rivers. Nike promises to change in their current practice along with a robust resolve to become eco more.
[bookmark: _Hlk102415088]
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Porter’s Five Model Forces

At the level of strategic business units, five main forces shape competition, and this analysis aids managers in identifying keys to competitiveness in their industry (Pilbeam and Corbridge, 2010)

Competitive Rivalry – Companies like Reebok, Adidas and other new balance are a direct rivalry of Nike that is making the competition more intense. In the U.S. with an 18.3% market share, Nike is a leading company in apparel sports. Whereas the 6% market share is held by Adidas. To make strong brand equity the competitors are investing heavily and trying to get more market share to dominate the market which makes the high competition.

Bargaining Power of Suppliers – Nike’s bargaining supplier is low because it’s a big scale company and suppliers are after to stick with. As per the FORT (2022) perspective, Nike itself put in a position of dominance while dealing with distributors
Bargaining Power of Buyers – Nike’s strong name is also a factor that can keep the bargaining power of the buyer at a level of moderate as the affiliation of brand and the loyalty takes Nike to the position of dominance (FORT, 2022).

Threats of New Entries – threats of new entry are very high because opening a business- like Nike size is much harder. As Liu, (2022) described, at a small scale, very small capital is required with a very low level of skills to open a business and come a rival of Nike.

of Substitute – to bring innovation in footwear products is not a substitute it will be up- gradation that shows that the substitute threat is almost near zero for the company “Nike” (Pelupessy and Tehuayo, 2021).
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Figure 2 SWOT Analysis Image

Source: (Benzaghta, 2021)




SWOT Analysis

Strength – Nike is the most recognizable brand in the world the brand value of Nike is around $42.5 Billion. Nike can expand their side businesses like converse and Hurley (Reynolds, 2021).

Weaknesses – over the last 2 decades, Nike has consistently been targeted related to its labor poor circumstances. As Reynolds, (2021) discussed, the retail sector of Nike makes Nike weaker due to its pricing against the sensitivity and 65% of the products Nike are directly sold to retailers as well as wholesalers. Currently, Nike’s facing threats financially. As of Fiscal Year
2021, Nike’s long term total debt was around $9.4 billion.
Opportunities – Nike has grown in technological advancement in association with health and fitness.  As Zhang (2018) shed the light on, Nike’s production and supply are dependent on other manufacturers. Therefore, the brand can acquire a streamlined supply chain.

Threat – the athletic industry is being dominated by Nike, but the emerging brand is still a future threat to Nike. Therefore, Nike spent around %3.5 billion particularly on marketing in the
2020 fiscal year (Reynolds, 2021). The market for athletic footwear and apparel is fiercely competitive. Alternative brands are being developed by competitors in order to eat into Nike's market share.

The Advantages SWOT analysis is that it allows businesses to understand themselves better, by identifying key issues affecting their business. Business like Nike can address weaknesses and deter threats, as well as capitalize on opportunities which, can help them develop business goals and strategies for achieving them. However, the disadvantage of SWOT is that it does not priorities issues, provide solutions or offer alternative decisions and produce a lot of information, but not all the information is useful. 


Segmentation
Nike has   divided   segments   into   sub-segments   based on   different  factors   such  as demographic, psychographic, priorities and shared interest criteria. Per Kim’s (2020) perspective, the process   to identify   the  market  segmentation   includes   psychographic,  geographic   and behavioral. In the aspect of demographic segmentation of Nike, the firm includes the group, age, status and gender. Nike’s product is classified according to the group gender and typically the age bracket around 15-55 years old. The organization categorized their products as per gender needs. The discounts, promos and the cut prices are also offered by Nike to reduce the cost in the special scenarios only. The appearance of physical stores or outlets in different regions of the world is Nike’s one of the best strategies for segmentation geographically.

Targeting
Yoga is also included by Nike in the selection of shoes for women (Kim, 2020).  By that means, the organization targets athletes which are young.  Apart from providing quality products, different colours of products are being  offered  by  Nike.  Since the corporation believes the comfortably and the physical appearance of the product gives more satisfaction to the customers as well as enjoyment.  Nike focuses on differentiated targeting strategy because their   products such as footwear, sport equipment, clothing and many others are targeted to a specific target audience, who are interested in their products. 


Positioning of Nike
Nike positioned its brand strategically just like a market leader to provide innovative and great quality equipment for  sports. The Slogan  “Just Do It”  and  the  initiative  to  associate  the phenomenal achievement of the great athletes satisfied its customers that it’s a well-known brand.
Nike has built a strong belief in its customers that their products will always be the best and they need to buy their sports products.
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Marketing Mix (4ps)

Product – this marketing mix factor discusses the output of an organization one by one which is offered to target consumers. As Madej (2019) described, the growth of Nike comes with most of the changes in its product. For instance, the organization consistently invests in research and development to manufacture the new product and can enhance the current product versions. Originally a shoe distributor, the company currently produces a variety of shoes, clothes, and equipment for a variety of sports. The Product mix includes shoes, Apparel and Equipment and accessories. Air Jordan, Hurley, and Converse are just a few of the companies' brands that offer these items. Nike’s generic strategy and intensive growth. The corporation expanding the new technologies to improve the satisfaction of the customer and its effectiveness. 

Place – Nike sells their sports shoes and other equipment in different outlets across the globe and the retailers include Walmart and the local, regional stores.   By that means, the 4ps addressed that the shoes, apparel, and other equipment of Nike can be purchased by customers through the company’s digital store. In addition to this, the organization operates their Nike town retail stores. Direct channels of distribution are retail outlets are strategically positioned and easily accessible in numerous regions throughout the world, they are the most important places where Nike products are sold. 


Promotion – According  to  Madej  (2019)  sources,  the  organization  of  Nike  is  mostly dependent on the effective promotion of their product just to maintain a robust brand equity image which  is  the  strength  of  Nike.  The promotional tactics are  used  by  the  company  just  to communicate with their desired customers about the products and influence these consumers to buy the shoes, apparel, and other equipment (Ahmed et al., 2021). Nike mainly focuses on direct marketing, personal selling, advertising, and sales promotion as well. For example, one of the most important factors in Nike's ability to attract customers is advertising. Advertisements, particularly those involving high-profile celebrity endorsers, such as professional players and sports teams, are extremely important to the brand. Personal selling by sales employees who encourage target consumers to acquire the company's products is also part of this portion of the marketing mix.

Price – Nike understands the perspective of consumers towards the value of their product and the value is used to examine the prices for the consumers who want to pay for the sports shoes, equipment and apparel of the company. Whereas the strategy of premium pricing includes higher prices depending on the strategy of the brand that establishes (Madej, 2019). The product of Nike is higher in quality and value than the competing products.

Conclusion
Since Nike is one of the top well-known companies in the sports industry. Nike’s most recent  innovation  of  the  shoe  can  be  paired  electronically  up  to  a  smartphone.  The  device  of computing is contained by the footwear that is embedded into it. Moreover, it also can be connected to the smartphone of whoever wears the shoes. Nike’s goal is to bring inspiration across the globe to every  athlete. Nike consistently strives  to the company at the forefront of design and product  innovation.  Through  the  research,  The  Nike  free  shoe  was  created  to  receive  the recognition that can strengthen.

Recommendation
The company has the strength, and they are in a need of support in the sports footwear to global leadership. The corporation possesses the necessary strengths to maintain its global leading position in the sports footwear, equipment, and clothing sector. However, concerns about competitiveness, labor practices, mimicry, and patent protection must be addressed. As a result, Nike Inc.'s tactics in these areas should be reformed. To handle patent protection challenges, the corporation must also work with government agencies. Nike’s handle in digital sports, puts = a great emphasizes on their Nike. Nike+ technology represents the start of a whole new line of Nike items, as well as a fantastic way to encourage people to include sports into their daily lives. For example, Nike has secured a prominent position in every future global sporting event, including the 2012 Olympics, the 2012 Soccer Euro Cup, the NFL Super Bowl, the 2014 Soccer World Cup, and the 2016 Summer Olympics in Rio de Janeiro.
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