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[bookmark: _Toc233125732]Executive Summary
Nike, Inc. is known in the world as a leader in selling sportswear and having their operation in more than 190 countries.  This reports evaluates the marketing activities of Nike focusing on its external environment, target market strategies, marketing mix, communication channels, and methods used to measure marketing performance.
The analysis shows that Nike has advanced marketing capabilities especially when it comes to digital engagement, storytelling that is focused on athletes, and direct-to-consumer (DTC) strategy. All these strengths have helped Nike to have a strong brand image, creating emotional connections with customers, and maintaining a competitive advantage in the global sportswear market.
This report also identifies the challenges that are connected to sustainability and Environmental, Social and Governance (ESG) pressures. Some of these challenges include a gap between the claims on sustainability of Nike and the evidence that is provided to support those claims, communication of sustainability initiatives that are inconsistent, a difference between the environmental concerns of consumers and actual purchasing behaviour of consumers and limited integration of ESG factors into decision making that involves marketing and measurement of performance. 
Even though the marketing strategy of Nike continues to perform well when it comes to the growth of the brand and commercial success, it needs to adapt to the many regulations and the expectations of consumers that keep changing.  The report finishes by looking into four recommendations that are practical to make sure that claims on sustainability are accurate and managed well. 
[bookmark: _Toc233125733]1. Introduction
Nike, Inc. is a leader in the global market especially known for their products in the sportswear, footwear, and equipment industry, having operations in more than 190 countries (Zheng, 2022).  The company has been able to be successful through their innovations that are continuous, having a brand image that is strong and having marketing strategies that are effective that connect sport, culture, and lifestyle (Hou, 2023).
Nike sees marketing as an important investment not just another expense because it is very important to their business strategy because it has helped the company to attract customers and build a brand that is strong over time (Kim, 2020). Nike always invest heavily in the activities of marketing such as digital advertising, endorsements of athletes, experiences of different brands, and direct engagement with customers through their online platforms (Saini et al, 2023).
The Marketing strategies of Nike is always influenced by external factors such as the growing expectations for sustainability, Environmental, Social and Governance (ESG) requirements, and regulations that are strict on environmental claims. On the other hand, the company still face competitions from different companies such as Adidas, Puma, On Running, and Lululemon who have placed a greater emphasis on sustainability in their strategies of marketing (Nike, 2025).
This reports also evaluates carefully the strategies of marketing and looks at their effectiveness. It also identifies the key weaknesses and recommendations that are realistic and is supported by evidence to help in improving the future marketing performance.
[bookmark: _Toc233125734]2. Macro and Micro Marketing Environment
[bookmark: _Toc233125735]2.1 Macro Environment
Nike has operations in business environment that keeps changing influenced by legal, economic, social, technological, and environmental factors. All these factors have great impacts on the marketing strategy of the company mostly when it comes to its communication about sustainability (Narayana et al., 2021).
From a legal point of view, sustainability marketing involves the act of being more regulated. The FTC Green Guides (2012) and the UK CMA Green Claims Code (2021) require companies to make sure that their claims about environment are clear, accurate, and supported by evidence (Rotman et al., 2024). This clearly mean that Nike cannot just rely on sustainability messages that are broad such as “Move to Zero” without being able to provide clear proof at the product level. This is because regulations keep being strict, and Nike faces greater pressure and they have to comply with standards of advertising and protect their reputation, especially when operating in different countries which have different legal requirements (Diandra, and Apriliant, 2024). 
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Figure 1: “Move to Zero” campaign (Nike 2019).
Looking at economic point of view, Nike is affected by the high costs coming from sustainable materials, responsible sourcing, and monitoring ethical supply chains. This extra cost has the ability of increasing the production expenses which in turn make it more difficult to maintain profit margins while trying to keep premium prices (Dupree, 2020). Given the situation, the marketing of Nike needs to show customers why their products are worth the higher price by highlighting innovation, durability, performance, and long-term value, instead of relying only on their brand reputation (Asghar, 2023).
Looking at the social point of view, it is evident that there is a growing interest in sustainability especially from the consumers who are Generation Z who always want brands that reflects their values and what they believe in (Albers, 2023). However, the SHIFT model shows that there is always a gap between what consumer say and what they actually do. Even though many of the consumers care about the issues that relates to the environment, their decisions on buying are always influenced by factors such as product performance, design, and price (White et al., 2019). This clearly shows that messages on sustainability alone is not enough to influence purchases. That being said, Nike needs to show their initiatives on sustainability add value to their products and improves the experiences of customers. 
From a technological point of view, Nike benefits more from the innovative materials such as Flyknit and Nike Grind, which always help in improving sustainability and reducing impacts on the environment (Nike, 2022).  However, the main challenge is not the technology itself but how the technology is being communicated to the consumers. These new innovations are not always explained well in a clear and simple way, which makes it more difficult for consumers to understand the benefits of those technologies. As a result, Nike is not fully benefiting from these innovations they have on their marketing efforts (Nike Grind, 2019).
Environmentally, there is a growing concern about climate change and there is also an increased pressure from investors, activists, and other stakeholders who want Nike to be more transparent about their efforts on sustainability (Nike,2025).  Given this many expectations, it creates a great risk of greenwashing accusations when the environmental claims of the company are not supported by evidence that is clear and reliable (Bingaman et al., 2022).
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Figure 2: PESTLE of Nike
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When looking at the micro level environment, the marketing strategy of Nike is always influenced by the behaviour of consumers, the strong brand community and the great competition in the global sportswear market (Asghar, 2023).
The main target market of Nike is the younger consumers who are between the age of 16 and 24 who are highly active online (Jayashree et al., 2025). Their decision on purchasing is always influenced by social media athletes, influencers, and the sneaker culture (Jayashree et al., 2025). Nike also targets consumers who see sports as a way of improving themselves, those who want to gain social status, and those who want to feel the part of a wider community (Anton, 2026).
There is also competition in the market because sustainability is no longer something that makes a brand stand out (Niskanen, 2019). Customers now expect all major brands to have sustainability initiatives which has made companies like Adidas, Puma, and On Running to have sustainability to be part of their brand (MEHRIN, 2023).This means that Nike cannot rely only on sustainability alone to differentiate itself and must put their focus on communicating its sustainability efforts more clearly in an authentic manner and across all their marketing channels (Niskanen, 2019).
[bookmark: _Toc233125737]3. Segmentation, Targeting, Positioning and Marketing Mix
[bookmark: _Toc233125738]3.1 Segmentation and Targeting
Nike uses different types of segmentation so that they can target different groups of customers. It known for putting most of its focus on age, gender, lifestyle, interests, attitudes, and buying habits of people so that they can be able to attract consumers who are more interested in sports and those who just want to wear the products from Nike just as fashion and for their everyday use (Wu, 2022). 
Nike is also known for targeting different types of customers especially those who are between the age of 15 and 45. The company pays more attention to them because they are more active in the digital spaces and are always engaging with brands online (Nadifah et al., 2025). The company uses tools such as Nike App and the SNKRS platform to understand the preferences of those customers better so that they can provide experiences that are personalised (Nike, 2024). The company also targets people who see sports as part of their personal identity and style. This is because most of these customers put more value on motivation, personal development, and express themselves by wearing the products from Nike not just for sport but also to show who they are (Fadillah et al., 2021). 
The company also have a Nike Membership programme, which had over 160 million members in 2023 which clearly shows that the company uses the data they collect to target  people, build relationships that are stronger and encourage loyalty that is strong (Nike Annual Report, 2023).
Even though this segmentation has had many benefits, it has also shown that it has some weaknesses this is because it mainly depends on consumers who are young and are greatly influenced by the trends and the preferences that keep changing (Mngadi, 2020). This situation presents Nike with a very great risk because any changes in popular culture or the changes in the interest of consumers can greatly reduce the way people engage with the brand (Li, 2023). For example in a situation where the young people decide not to be connected with Nike in future, it will affect the company negatively because the loyalty to the brand will be reduced and their sales might drop greatly. (Gausselin, 2019). 
[bookmark: _Toc233125739]3.2 Positioning and Differentiation
Nike has always positioned itself as a brand that is able to combine high performance, innovation, and different need of different cultures. The famous slogan of the company called “Just Do It” is always used in encouraging people to be confident, have more ambitions, and be determined so that they can achieve their goals. This message that is motivating has always helped Nike to create a brand identity that is strong and known and also very respected all over the world by many people (Chanpaneri, and Jain, 2021).
Nike also has another campaign called "You Can’t Stop Us" which is always used to show that Nike has the ability to connect with their customers through the message emotionally because it is a messages about unity, inclusion, and perseverance (Nike, 2024). This approach at an emotional level helps Nike to strengthen the image of the brand  and increase the loyalty of customers towards the brand (Nike, 2024). 
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Figure 3: “You Can’t Stop Us” (Nike, 2024). 
Sometimes the company finds it hard to balance the image of the brand which is focused on growth with the growing expectations for sustainability (Diandra and Aprilianty, 2024).  This situation occurs because the company is always encouraging consumers to buy products and pursue their aspirations, but at the same time the efforts on sustainability promotes reducing consumption and protecting the environment (Chanpaneri, and Jain, 2021). This situation always  create a conflict in the way message is communicated at Nike especially in markets where consumers and investors place a strong emphasis on environmental, social, and governance (ESG) issues (Alqudsi, 2024).
There is also great competition from brands like Adidas who have already included sustainability as part of their brand identity. Nike presents sustainability as an additional benefit and not a core value of the brand (Niskanen, 2019). This situation sometimes makes it hard for Nike to be seen as a leader when it comes to environmental, social, and governance (ESG) practices, even though the company has invested greatly on initiatives and operations of sustainability (Alqudsi, 2024).
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Even though the marketing mix of Nike is very effective, there is always  room for improvement  across the 7Ps so that there is consistency. 
Product: Nike is greatly known for creating products that are innovative in nature using technologies such as Air, Zoom, and Flyknit, which always helps them in improving performance and the experience of customers (Nike, 2019). However, their sustainable products which are under the "Move to Zero" initiative are not always promoted well the way the main products of the company are promoted. This type of behaviour always make the sustainable products not to be seen by many consumers which always reduce their impact on the market (Park et al., 2022).
Price: Nike is also known for using their premium pricing strategy, where the higher prices are supported by its strong brand reputation, products that are innovative, and high standards of performance (Nike, 2023). However, the company is not able to connect its sustainability efforts to the value customers receive. This situation makes Nike to miss an opportunity of strengthening the perceptions of customers when it comes to quality and the ability to justify premium prices through environmental responsibility (Mansour et al., 2024).
Place: The direct-to-consumer approach of Nike on its website, mobile apps, and flagship stores always give the company a great control over the experience of their customers (Standaert, 2022).  This also helps Nike in collecting more data of customers and providing more personalised experiences to them. Because these channels are controlled by Nike, the company always have a strong opportunity of communicating the efforts on sustainability more effectively to customers (Mansour et al., 2024).
Promotion: Nike is also known for their very powerful campaigns where they  use athletes and emotional storytelling so that they can connect with consumers well (Nike, 2019). All these campaigns always help in building a strong awareness on the brand and loyalty among the customers. However, the messages on sustainability are sometimes less visible in the main activities on promotion of Nike which in the long run can reduce their impact on the consumers (Park et al., 2022).
People: Nike also has a network of athletes, influencers, and brand ambassadors who help the company to be known by many people and have a great advantage over other companies which always help the company to reach and inspire many people to use the products of the company (Nike, 2024). However, the company sometimes  does not use experts who know more about sustainability and advocates of the environment in their ambassador program  which reduces the credibility of the brand when it comes to matter of sustainability. 
Process: Nike always use advanced digital systems, such as membership rewards, personalised recommendations, and mobile apps, to help the company in improving the engagement of customers and loyalty to the brand  (Nike, 2019).The system that the company has provide limited rewards or incentives for customers who make more sustainable choices and in doing that it reduces their potential in supporting the sustainability goals of Nike (Park et al., 2022).
Physical Evidence: Nike has been able to include information on sustainability on some packaging and product labels, which shows their commitment to environmental responsibility (Nike Sustainability Report, 2025). However, this information is not always very clear when displayed across all customer touchpoints, which always make it hard to notice which reduces its overall impact on consumers (Mansour et al., 2024).
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Figure 4: Market Mix
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The company uses omnichannel marketing approach which is always made up of  digital and social platforms such as Instagram, TikTok, YouTube, and X. These platforms are very helpful in supporting global storytelling, athlete engagement, and cultural marketing (Narayana et al., 2021). 
The company also has Nike App, SNKRS, and Nike Training Club which always helps it in direct consumer engagement and behavioural data collection (Nike 2019). This is useful because it helps in supporting personalised marketing and strengthening customer loyalty. The success of this strategy can be seen in the growth of the company's direct-to-consumer (DTC) sales, which was able to account for 44% of total revenue in 2023 (Nike Annual Report, 2023). 
However, the company only talks about sustainability through its Move to Zero programme. This clearly mean that information on sustainability is not always visible where customers make their buying decisions (Nike 2022).
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Nike always measure the success of its activities of marketing using a combination of financial, brand, and digital performance indicators. This shows that the company always use data and technology when they make decisions on marketing (Nica et al., 2021).
The financial performance is always measured using indicators such as demand creation spending, revenue growth, and the contribution of Direct-to-Consumer (DTC) sales. The performance of the brand is always evaluated using the measures such as Net Promoter Score (NPS), brand equity tracking, and share of voice analysis (Sharma et al., 2025). On the other hand, digital marketing effectiveness is measured using the rates of engagement, conversion tracking, and attribution models across the owned and paid media platforms of Nike (NIKE (2024).
This combination of measure clearly shows that Nike has strong ability of connecting activities of marketing with business results. However, one limitation is that these system puts its main focus on engagement and outcomes from sales not trust and impacts of sustainability (Donga et al., 2025).
Nike always measure sustainability separately using ESG indicators, which includes carbon emission reduction and the use of recycled materials (Soltanisehat, and Jestratijevic, 2026).  Even though these measures are developed well, they are not fully connected to the systems of marketing performance (Soltanisehat, and Jestratijevic, 2026). Because of this situation, Nike cannot clearly measure whether the communication on sustainability has the power of improving trust on the brand, influencing buying decisions, or increasing customer loyalty over time (NIKE, Inc. Impact Report, 2025).
This situation creates a great gap between performance on sustainability and effectiveness in marketing. In practice, Nike always put most of its focus on indicators that are easier to measure such as reach, engagement, and sales conversion, instead of looking into indicators that are becoming more important in a market that is focused on ESG , such as trust, credibility, and authenticity of the brand (Hou, 2023).
From a strategic point of view, this situation limits the ability of Nike in understanding if the messaging on sustainability is improving or weakening the overall value of the brand. As the expectations of customers and the regulations from the government continue to increase, this gap may become an important strategic risk for the company (Hou, 2023).
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Nike shows a strong marketing capability through its storytelling of the brand, development of digital platform, partnerships with athletes, and positioning of the brand on a global scale. All these strengths have always helped the company in maintaining a strong value of the brand, remaining culturally relevant, and keeping a competitive advantage in the global sportswear industry.
However, this analysis identified four major challenges that are becoming more important in a business environment that is focused on ESG. Firstly, there is a gap in the credibility between the messages on sustainability of Nike and the level of evidence provided to consumers. This situation can increase the risk of criticism from regulators and later damage the reputation of the brand. 
Secondly, communication on sustainability is still separated from the main product of Nike and the activities in marketing. This has made sustainability to have less influence during important consumer buying decisions.
Thirdly, there is a gap between attitude and behaviour. Even though many consumers have a great interest on sustainability, their decisions on purchases are still influenced more by factors such as performance of the product, style, and price.
Finally, ESG governance is not yet fully included in decision making that involves marketing. As a result, it has reduced consistency, accuracy, and the integration of messages on sustainability across marketing campaigns of Nike. 
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The following recommendation are based on the weaknesses that was identified in the current marketing strategy of Nike. Each recommendation is designed to be very practical, cost-effective and very suitable for the existing global marketing operations of Nike. 
[bookmark: _Toc233125745]7.1 Product-Level Sustainability Communication
The company need to have a clear verified sustainability information directly on all customer touchpoints such as on product pages, packaging, digital platforms, and retail displays. They should not use general information but should provide specific and measurable details such as the percentage of recycled materials used, carbon emission reductions, or improvements in manufacturing efficiency (Dorsey & Whitney, 2025). Doing this will help the company to meet all requirements needed by the law such as the FTC Green Guides (2012) and the CMA Green Claims Code (2021), and at the same time it will help in increasing the trust of customers because there is transparency when making decisions on purchases (HM Government, 2021). it will also help to make sustainability as part of the quality of the products and its performance not just as an ethical message that is separate (Dorsey & Whitney, 2025).
[bookmark: _Toc233125746]7.2 Integration of Sustainability into Core Marketing Communication
The company should also have sustainability message as part of their main products and performance marketing and not just keeping it separate on campaigns such as Move to Zero (Nike, 2022). This clearly means that the benefits of sustainability should be presented together with the performance of the products in the same marketing campaigns (McKinsey & Company, 2024).  For example, communication about cushioning, durability, or material innovation should also explain the environmental improvements that is being achieved. Doing that will help the company to have a stronger brand, increased visibility of messages and brand that is focused on performance (McKinsey & Company, 2024).
[bookmark: _Toc233125747]7.3 Application of the SHIFT Behavioural Framework
The company should also apply SHIFT behavioural framework which is made up of (Social influence, Habit formation, Individual self-identity, Feelings, and Tangibility) to help them in reducing the gap between awareness of sustainability to consumers and actual buying behaviour (Khan et al., 2026).  Some of the things the company can do is use the influence of athletes to help in encouraging sustainable product choices, rewarding sustainable actions through Nike membership programmes, and presenting sustainable purchasing as part of a lifestyle that is focused on performance and not just as an environmental responsibility (Steven D'Alessandro and Varsha Jain, 2024). The company should also ensure that customers understand sustainability by using simple evidence on products for example “made using 20 recycled bottles.” Doing that will help in making the benefits to the environment to be more visible and relevant to the decisions on making purchases (Steven D'Alessandro and Varsha Jain, 2024).
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Figure 5: SHIF OF Nike
[bookmark: _Toc233125748]7.4 ESG Marketing Governance System
The company should also create a formal ESG marketing governance system that involves making collaborations between the teams that are involved in marketing, law, sustainability, and development of products (Soltanisehat, and Jestratijevic,I., 2026). Doing that will the company to have environmental claims are checked, verified, and approved before being released to the public. Doing that will help in reducing messaging that is inconsistent and in lowering the risk of greenwashing (Soltanisehat, and Jestratijevic,I., 2026).  Another thing is that having an ESG governance in processes of marketing will help in improving accountability, increasing the accuracy of messages and in strengthening the trust of customers when it comes to commitment that Nike has when it comes to sustainability of Nike (Dorsey & Whitney, 2025).
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