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This report provides a comprehensive strategic analysis of Nike, one of the world's leading sportswear and athletic footwear companies. The analysis examines various tools and models, including SWOT, PESTLE, Five Forces, Porter's Generic Strategies, BCG Matrix, and Stakeholder analysis, to evaluate Nike's current strategy and its alignment with the external environment and market forces.
The analysis begins with a detailed overview of Nike's vision and mission statements, highlighting their significance in guiding the company's strategic development. It explores the ownership structure of Nike, noting any previous changes in ownership and discussing whether the company operates as a whole or has separate Strategic Business Units.  Furthermore, the report investigates Nike's financial performance, market share, and major stakeholders. The strategic analysis delves into the advantages and disadvantages of Nike's current strategy. Drawing on theories and frameworks such as Michael Porter's competitive forces, it provides evidence of industry observation, performance outcomes, and theorist research to support the critical discussion. The analysis highlights Nike's strengths in brand reputation, product innovation, and global market presence, along with potential weaknesses such as supply chain vulnerabilities and reliance on third-party manufacturers.
The report concludes that Nike's current strategy achieves strategic fit with its environment by leveraging its strengths, responding to market dynamics, and engaging with stakeholders. In summary, Nike's strategic analysis reveals a company that is strategically aligned with its environment and has the ability to adapt to market changes. While facing challenges during the pandemic, Nike's ability to leverage digital channels, meet changing consumer demands, and demonstrate social responsibility has allowed it to navigate the crisis and maintain financial stability. By continually evaluating its strategy and embracing opportunities for improvement, Nike is well-positioned for continued growth and success in the sportswear industry.
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Today’s business environments is mainly overly saturated and competitive (Brychko et al., 2022), therefore organizations must employ strategic analysis tools to gain a comprehensive understanding of their internal and external factors, as Park mentioned in 2023. These strategic analysis tools provide valuable insights into market dynamics, competitive forces, and stakeholder expectations, enabling companies to make informed decisions and drive sustainable growth (Park, 2023). This report focuses on Nike, a global leader in the sportswear industry, and critically evaluates its strategy using a range of strategic analysis models, including SWOT, PESTLE, Five Forces, Porter's Generic Strategies, BCG Matrix, and Stakeholder analysis.
Nike has established itself as a dominant force in the sportswear market, with a strong brand, a diversified product portfolio, and a reputation for innovation (Demir, Argan and Dinc, 2022). However, in a rapidly evolving business landscape (Brychko et al., 2022), it is crucial for Nike to assess its strategy and ensure it remains aligned with market demands and stakeholder expectations. By examining the various strategic analysis models such as SWOT, PESTLE, Five Forces, Porter's Generic Strategies, BCG Matrix, and Stakeholder analysis, the report evaluates the alignment of Nike's strategy with its external environment. The analysis helps identify the organization's strengths, weaknesses, opportunities, and threats, and assesses the impact of external factors such as political, economic, socio-cultural, technological, legal, and environmental influences.
Based on this evaluation, the report determines whether Nike's strategy is effective by looking at how well the company manages to leverage its strengths, address weaknesses, capitalise on market opportunities, as well as mitigate potential risks (Matanda and Ewing, 2012). If the analysis indicates that Nike's strategy is well-aligned with its environment, it implies that the organization is achieving strategic fit, which means its direction and actions are in line with the requirements of the external environment (Prajogo, 2016). On the other hand, if the analysis reveals gaps or challenges in Nike's strategy, it suggests the potential for strategic drift (Zafirova, 2014). Strategic drift refers to a misalignment between an organization's strategic direction and the evolving needs of the environment (Zafirova, 2014). If Nike's strategy is not effectively adapting to the changing environment, it can create gaps in its strategy and provide opportunities for competitors (Zafirova, 2014).
Therefore, based on the analysis conducted in the report, it will be possible to determine whether Nike's strategy is achieving strategic fit or working towards strategic drift, highlighting areas where the organization may need to bridge gaps, adjust its direction, or enhance its strategic responses to remain competitive in its environment.
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Nike is a global leader in the sportswear industry, and its strategic development over the last five years has focused on innovation, digital transformation, sustainability, and expanding its direct-to-consumer business (García-Magro, Martín-Peña and Sánchez-López, 2022).
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Nike's vision statement is ‘To bring inspiration and innovation to every athlete in the world.’ It is important to note that Nike believes that an ‘athlete’ is everyone with a body (Jaworski and Cheung, 2023). The mission statement is ‘To do everything possible to expand human potential’ (Jaworski and Cheung, 2023). These statements reflect Nike's commitment to empowering individuals through sports and innovation (Jaworski and Cheung, 2023). While Nike's core vision and mission have remained consistent over the years, the company has refined and evolved its message to adapt to changing consumer expectations and societal trends (Jaworski and Cheung, 2023). Nike has increasingly emphasized inclusivity, sustainability, and social impact in its mission to expand its target market and gain more customers (Jaworski and Cheung, 2023).
According to Cho et al. (2021), Nike is a publicly traded company and is owned by its shareholders. This means that Nike does not have a single owner or parent organization (Cho et al., 2021). As discussed by Sawhney and Goodman in 2023, Nike operates as a whole but organizes its business into distinct geographic regions and product categories, which can be considered as Strategic Business Units. This structure allows Nike to focus on specific market needs and tailor its strategies accordingly (Sawhney and Goodman, 2023).
According to Tighe in 2023, Nike's financial performance in recent years has demonstrated its strength as a leading player in the sportswear industry. Tighe has also revealed in 2023 that in the fiscal year 2021, Nike reported an impressive revenue of 44.5 billion dollars, showcasing its ability to generate substantial sales. At the same time, Tighe (2023) showed the revenue generated in 2021 was even more impressive as it represented a 19% growth from the previous financial year. Additionally, the net profit/loss for the same period $5.727B (Tighe 2023). Moving forward to the fiscal year 2022, Smith (2022) reported that Nike continued its growth trajectory with a revenue of $46.71B indicating a further growth than the previous fiscal year. Even more than that, the net profit/loss figure for 2022 stood at $6.046, which also represents a significant growth from the previous financial year (Smith, 2022). These financial figures reflect Nike's strong performance and its ability to navigate a competitive market (Smith, 2022).
Regarding market share, Nike has consistently maintained a significant presence in the athletic footwear and apparel sectors. According to its Financial Yearly Report from 2021, in the athletic footwear market, Nike holds a substantial market share of 38.23% solidifying its position as a leader. Nike’s biggest competitor in the athletic footwear market is Adidas, and according to Adidas’ Yearly Report (2023), the company has a market share percentage of 17%, Similarly, in the athletic apparel market, Nike retains a notable market share of 13%, highlighting its success in capturing consumer demand (Nike, 2022). 
According to Klöckner, Schmidt and Wagner (2022), Nike operates as a publicly traded company and does not have a single owner or parent organization. Klöckner, Schmidt and Wagner (2022) argued that the company allows various shareholders to own its stocks. At the same time, Klöckner, Schmidt and Wagner (2022) note that while specific ownership percentages may vary, major shareholders of Nike members of Knight's family, which are the Nike's co-founder Philip Knight and his son Travis Knight, and they both own 22% of the company shares. At the same time, asset managers Vanguard own 7.1% of the company, while BlackRock holds only 5.5% (Klöckner, Schmidt and Wagner, 2022). This ownership structure provides Nike with a diverse and broad base of stakeholders, contributing to its stability and accountability (Klöckner, Schmidt and Wagner, 2022).
Major stakeholders in Nike's operations include shareholders and investors, customers, employees, suppliers, retail partners, communities, and non-profit organisations or activist groups (Kwestel and Doerfel, 2023). Moreover, Kwestel and Doerfel (2023) discuss the fact that shareholders and investors have a financial interest in the company's performance and therefore they hold significant influence. At the same time, Nike's customers represent a wide range of individuals who purchase its products, contributing to its revenue streams (Kwestel and Doerfel, 2023). Additionally, employees form a crucial part of the company's operations, and their well-being and engagement are essential for Nike's success (Kwestel and Doerfel, 2023). Also, key suppliers provide materials and manufacturing services that enable Nike to manufacture its products (Kwestel and Doerfel, 2023). At the same time, retail partners play a pivotal role in distributing Nike's offerings to consumers worldwide (Kwestel and Doerfel, 2023). Nike is committed to engaging with communities where it operates, aiming to make positive social and economic contributions (Kwestel and Doerfel, 2023). Furthermore, the non-profit organisations and activist groups focused on labour rights, environmental sustainability, and social responsibility actively engage with Nike, advocating for responsible business practices (Kwestel and Doerfel, 2023). Therefore, it is safe to say that each stakeholder has its own importance when it comes to Nike, and without one of them, the company would have concerning issues (Kwestel and Doerfel, 2023).
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The analysis begins with a SWOT analysis, which examines Nike's internal strengths and weaknesses as well as external opportunities and threats (Gurel and Tat, 2017). Nike's strengths start with its strong brand recognition, extensive distribution network, and focus on innovation (Matović, Stanić and Drinić, 2019). These strengths have allowed Nike to establish a dominant position in the sportswear market (Matović, Stanić and Drinić, 2019). However, the analysis also reveals certain weaknesses, such as ethical (Bell, Lee and Lewis, 2005) and sustainability challenges (Distelhorst, Hainmueller and Locke, 2013) that have affected the brand's reputation in the past. Nike faces intense competition from global and local companies, which represent a threat to its market share and profitability (Matović, Stanić and Drinić, 2019). However, the analysis identifies numerous opportunities for Nike, including the growth potential in new growing markets, the increasing demand for sustainable products, and the rise of e-commerce (Shaw, 2023). By using its strengths and profit of these opportunities, while also addressing its weaknesses and threats, Nike can further solidify its market position and sustain long-term success.
Moving on to the PESTLE analysis, this looks into the external factors shaping the company and its decisions (Feys and Probert, 2019). Politically, Nike operates in a global market and faces various regulations and policies in different countries (Greenberg and Knight, 2004). Economically, Nike's performance is influenced by factors like economic growth, consumer spending patterns which have changed significantly due to cost of living increase, and exchange rates (Javani, Ahmadi Bonabi and Ashena, 2023). Social factors play a significant role in shaping consumer preferences, and Nike must always adapt to changing trends and cultural dynamics (Creazza, Ellram and Colicchia, 2022). Technological advancements have a profound impact on the industry, and Nike must continue to innovate and embrace new technologies to remain competitive (Chang et al., 2023). Legal factors include intellectual property rights, labour laws, and product safety regulations, which Nike must comply with in order to avoid legal issues but also to ensure the best quality of products for their customers (Martos‐Pedrero et al., 2022). Finally, environmental factors such as sustainability and climate change present both challenges and opportunities for Nike (Sancak, 2023). By analysing these external factors, Nike can adapt its strategies to adapt to the changes in the macro-environment.
The Five Forces analysis assesses the competitive forces (Dobbs, 2014) within the sportswear industry that impact Nike's strategy. The bargaining power of suppliers (Dobbs, 2014) is relatively low for Nike, thanks to its strong brand and global presence (Eyada, 2020). However, the bargaining power of buyers (Dobbs, 2014) is significant due to the availability of alternative sportswear brands (Su et al., 2021). Nike also faces the threat of new entrants (Dobbs, 2014), although the brand recognition and distribution networks helps Nike be a strong presence on the market (Eyada, 2020). The threat of substitutes (Dobbs, 2014) is moderate, because there are alternative products and brands available to consumers (Su et al., 2021). Finally, the intensity of competitive rivalry (Dobbs, 2014) is high, with strong competition from global players like Adidas, Under Armour, and Puma (Mahdi et al., 2015). 
Porter's Generic Strategies framework evaluates Nike's approach to gaining a competitive advantage (Allen and Helms, 2006). Nike employs a combination of differentiation and focus strategies (Анво and Туль, 2021). Through differentiation, Nike differs from its competitors by offering innovative and high-quality products (Анво and Туль, 2021). Nikes is constantly investing in research and development to create unique features, designs, and technologies that differentiate its products in the market (Анво and Туль, 2021). Nike also adopts a focus strategy by targeting specific market segments, such as athletes, fitness enthusiasts, and fashion-conscious consumers (Анво and Туль, 2021). This approach allows Nike to modify its products and create marketing campaigns in order to meet the different needs and preferences of these target segments (Анво and Туль, 2021). By combining differentiation and focus strategies, Nike can effectively position itself in the market and maintain a competitive advantage (Анво and Туль, 2021).
The BCG Matrix analysis evaluates Nike's product portfolio based on market growth and market share (Øivind Madsen, 2017). Nike's most profitable products or the cash cows (Øivind Madsen, 2017), such as its footwear and apparel lines, enjoy a high market share in mature markets and generate stable cash flows (Shaw, 2023). These products are the foundation of Nike's success and provide the opportunity to further invest in other products (Shaw, 2023). Nike also has question mark and star products (Øivind Madsen, 2017). Question mark products represent emerging categories or collaborations that have the potential for growth but have not yet reached a significant market share (Øivind Madsen, 2017), such as the fitness tracker (Shaw, 2023). Star products, on the other hand, are high-growth products with a substantial market share (Øivind Madsen, 2017), such as the Jordan Line (Shaw, 2023). By analysing the BCG Matrix, Nike can make informed decisions regarding resource allocation, investment priorities, and strategic planning (Øivind Madsen, 2017).
Lastly, Stakeholder analysis is an important tool for understanding the interests, expectations, and influence of various stakeholders on Nike's strategy (Crosby, 1992). Nike recognizes the importance of its stakeholders, including customers, employees, communities, and investors. Customers play a significant role as stakeholders, driving Nike's innovation and shaping its product offerings through their purchasing decisions (Nica et al., 2021). Employees are vital stakeholders who contribute to Nike's success through their skills, expertise, and dedication (Nica et al., 2021). Communities expect Nike to act responsibly and contribute positively to social and environmental issues (Nica et al., 2021). Finally, investors provide financial support and have expectations regarding profitability and returns (Nica et al., 2021). 
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Market forces and external influences have the potential to make an organization switch from its deliberate strategy towards an emergent strategy (McDermott and O’Connor, 2002). While organizations often create their deliberate strategies based on detailed planning and analysis, the dynamic nature of markets necessitates resilience and flexibility (McDermott and O’Connor, 2002). PESTLE factors can significantly impact an organization's strategic direction (McDermott and O’Connor, 2002). Changes in the economy, political environment, or technology can introduce new opportunities or create challenges that require organizations to re-think their strategies (McDermott and O’Connor, 2002). For example, the COVID-19 pandemic has had a profound impact on various industries and companies worldwide (Badiani et al., 2020). Pharmaceutical companies like Pfizer had to prioritise vaccine development (Badiani et al., 2020), while entertainment companies like Disney faced revenue loss due to the closure of their entertainment parks and their film production studios (Lin, 2022). In Nike’s case, during the pandemic, Nike faced challenges such as temporary store closures, supply chain disruptions, and changes in consumer behaviour (Zhang and Wang, 2022). However, the company responded with resilience and adaptability (Zhang and Wang, 2022). It accelerated its digital transformation, focusing on e-commerce and virtual fitness programs to engage customers at home (Zhang and Wang, 2022). Nike also demonstrated social responsibility by supporting COVID-19 relief efforts and producing PPE (Zhang and Wang, 2022). While the pandemic initially impacted revenues, Nike's ability to pivot to digital channels and cater to changing consumer preferences allowed it to moderate some of the losses and maintain financial stability during these challenging times (Zhang and Wang, 2022).
[bookmark: _Toc139394513]Nike’s strategy

Nike's strategic focus incorporates both corporate-level and business-level strategies (Shaw, 2023). At the corporate level, Nike sets the overall direction and goals for the entire organization, while at the business level, it develops specific strategies for each of its product categories (Shaw, 2023).
Regarding the influence in planning, Nike's strategy is inspired from various schools of thought, including the power and culture schools (Bloom, Gundlach and Cannon, 2000). The power school emphasizes the influence of key individuals or groups within the organization in shaping the strategic direction (Bloom, Gundlach and Cannon, 2000). According to Distelhorst, Hainmueller and Locke in 2017, Nike's top management team plays a crucial role in setting the strategic agenda and making key decisions. The culture school emphasizes the influence of the organization's values, beliefs, and norms on strategic choices (Bloom, Gundlach and Cannon, 2000). Nike's strong brand culture, the focus on innovation, performance, and authenticity influences its strategic decision-making (Stonehouse and Minocha, 2008).
The approach to strategy at Nike exhibits a blend of deliberate and emergent strategies (Moller Bjerrisgaard and Kjeldgaard, 2011). Moller Bjerrisgaard and Kjeldgaard (2011) argued that Nike's deliberate strategy is evident in its long-term goals, brand positioning, and commitment to innovation. Furthermore, they (Moller Bjerrisgaard and Kjeldgaard, 2011) added that the organization sets clear objectives and pursues deliberate actions to achieve them, such as expanding into new markets or launching innovative products. However, Nike also embraces emergent strategies that happen naturally through ongoing learning, experimentation, and adaptation (Landrum, 2008). The dynamic nature of the sportswear industry and the external influences discussed earlier require Nike to be responsive to changing market conditions (Landrum, 2008). The organization continually monitors market trends, consumer preferences, and technological advancements, allowing for adjustments and adaptations to its strategies (Landrum, 2008).
In terms of strategic drivers, Nike demonstrates a balanced approach between market-driven and resource or capabilities-driven strategies (Castelló and Lozano, 2009). Nike's market-driven strategy focuses on understanding customer needs, market trends, and competitive forces (Castelló and Lozano, 2009). The organization invests in market research, consumer insights, and marketing campaigns to capture and respond to evolving customer demands (Shaw, 2023). 
At the same time, Nike also acknowledges its internal resources and capabilities (Jun, 2019). The company leverages its strong brand, extensive distribution network, and innovation capabilities to drive its strategic decisions (Jun, 2019). Nike invests in research and development, supply chain management, and talent development to enhance its competitive advantages and ensure the delivery of high-quality products (Jun, 2019).
Even more than that, Nike is also currently following a dynamic and complex strategy (Burgelman, 2017). The sportswear industry is highly competitive and rapidly evolving, requiring Nike to adapt to changing market trends, consumer preferences, and technological advancements (Burgelman, 2017). The organization's strategy is characterized by continuous learning, experimentation, and adaptability (Burgelman, 2017).
In terms of the direction of travel, Nike's strategy primarily focuses on growth (Shaw, 2023). The company aims to expand its market presence, increase its customer base, and drive revenue growth (Shaw, 2023). While Nike may face occasional challenges or periods of slowdown, the company is overall in a continuous growth (Shaw, 2023).
The scope of Nike's strategy is wide, encompassing the entire organization (Sawhney and Goodman, 2023). Although Nike operates multiple strategic business units within its product portfolio, the strategic decisions are coordinated at the corporate level to ensure alignment with the overall organizational objectives (Sawhney and Goodman, 2023). The organization uses its innovation capabilities and distribution network across its various product categories maximizing its competitive advantage (Sawhney and Goodman, 2023).
At the same time, Nike's strategy is typically a long-term plan, spanning more than five years (Shaw, 2023). The organization sets ambitious goals and outlines strategic initiatives that extend into the future (Sawhney and Goodman, 2023). However, Nike also embraces short-term adjustments and adaptations as market conditions and stakeholder dynamics evolve (Shaw, 2023).
While Nike considers market conditions, such as industry trends, customer preferences, and competitive forces, in its strategic planning, stakeholder influence also plays a significant role (Sawhney and Goodman, 2023). Nike recognizes the importance of its stakeholders, including customers, employees, communities, and investors (Sawhney and Goodman, 2023). The organization takes into account their expectations, demands for sustainability and ethical practices, and feedback in shaping its strategic decisions (Sawhney and Goodman, 2023). By considering both market conditions and stakeholder influence, Nike aims to achieve a balance between market-driven strategies and meeting the expectations and needs of its stakeholders (Sawhney and Goodman, 2023).
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Nike’s strategy can be further analysed by looking at the advantages and disadvantages brought by this strategy. Starting with the strategy’s advantages, Nike's powerful brand equity gives it a competitive advantage in the sportswear industry (Sawhney and Goodman, 2023). Michael Porter's competitive forces framework suggests that a strong brand can act as a barrier to entry (Dobbs, 2014), preventing potential competitors and allowing Nike to secure customer loyalty (Sawhney and Goodman, 2023). At the same time, Nike's diversified product portfolio highlights the importance of investing in a broad range of resources and capabilities (Shaw, 2023). Offering a wide array of products enables Nike to meet the needs of different customer segments and reduce the risks associated with relying too much on a single product category or market (Sawhney and Goodman, 2023). Finally, Nike's extensive distribution network, including its own stores and partnerships with third-party retailers, provides a competitive advantage (Shaw, 2023). 
However, Nike’s strategy also has disadvantages. Firstly, it is important to note that Nike has faced criticism in the past regarding labour practices in its global supply chain (Bell, Lee and Lewis, 2005). This highlights the importance of ethical considerations, as a negative reputation in this area can affect stakeholder perceptions and ultimately impact long-term brand value and customer loyalty (Bell, Lee, and Lewis, 2005). Another disadvantage is given by the intense competition, as the sportswear industry is highly competitive (Advani, 2023), as noted in Porter's competitive forces framework. Nike faces significant competition from global rivals like Adidas, Under Armour, and Puma, which can intensify price competition, reduce profit margins, and necessitate continuous investment in marketing and innovation (Advani, 2023). At the same time, as consumer preferences for sportswear styles, colours, and functionality can change rapidly, Nike needs to quickly adapt its product offerings in order to stay relevant (Advani, 2023). Lastly, Nike's global supply chain introduces vulnerabilities, including labour rights issues, disruptions, and reputation risks (Bell, Lee, and Lewis, 2005). Porter's competitive forces framework emphasizes the importance of managing supplier relationships effectively to mitigate these risks and ensure a reliable supply of high-quality products (Bell, Lee, and Lewis, 2005). While Nike's current strategy brings advantages in terms of brand strength, product innovation, and stakeholder engagement, it also faces challenges in terms of competition and sustainability. The key to determining whether the strategy provides more advantages than disadvantages can be found Nike's ability to effectively address these challenges (Wallach and Popovich, 2023). By continuously adapting to changing market dynamics, investing in sustainable practices, and staying ahead of competitors through innovation, Nike can minimise the disadvantages and maximise its strengths to drive success (Wallach and Popovich, 2023). It is very important for Nike to maintain a delicate balance, where the advantages are greater the disadvantages, enabling the organization to achieve sustainable growth and maintain a competitive advantage in the sportswear industry (Wallach and Popovich, 2023).
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In conclusion, Nike has successfully navigated the sportswear industry by employing various strategic approaches that have proven effective in today's environment. The use of the PESTLE analysis model has facilitated the opportunity to gain a comprehensive understanding of the external factors shaping its operating environment. By analysing the political, economic, sociocultural, technological, legal, and environmental aspects, the company’s opportunities have been discovered, as well as potential threats have been acknowledged. Nike's emphasis on innovation have been instrumental in maintaining its competitive edge. The organization's commitment to research and development has led to the creation of cutting-edge technologies, materials, and designs that resonate with customers and differentiate its products from competitors. Additionally, Nike's diversified product portfolio and strong brand recognition have allowed it to become a leader in various market segments and sustain its market leadership.
However, there are areas where Nike can focus on improving its organizational strategy. Firstly, addressing ethical and sustainability challenges is essential. Nike should continue to strengthen its supply chain management and ensure responsible sourcing practices to enhance its reputation and meet stakeholder expectations. Furthermore, given the dynamic nature of consumer preferences, Nike should invest in market research and data analytics to stay informed to evolving customer needs and preferences. This will enable the organization to adapt its product offerings and marketing strategies in a timely manner, ensuring continued relevance and market share growth. Additionally, in a highly competitive industry, Nike should focus on maintaining and expanding its distribution network. This includes exploring strategic partnerships, optimizing its online platforms, and enhancing the customer experience to reach customers across different channels and geographic regions. Lastly, as the digital landscape continues to evolve, Nike should prioritize digital transformation initiatives to leverage technology for improved operational efficiency and create personalized customer experiences. By addressing these areas for improvement, Nike can further solidify its market position and continue to thrive in the rapidly changing sportswear industry.
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