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Marketing is important for businesses to understand what customers want, provide better products or services, and stay ahead of competitors in quickly changing markets (Wilson et al., 2020). To stay competitive and adapt to market changes, businesses need to regularly assess both their own operations and external factors in today’s retail environment. Situational analysis is an important tool that helps companies identify opportunities and problems, enabling them to make better decisions (Baines et al., 2017).
Founded in 1981, JD Sports Fashion plc is a well-known sports and fashion store in the UK. The company sells sportswear, footwear, and accessories from famous brands like Nike, Adidas, and Puma. It works worldwide, including in Europe, North America, and Asia-Pacific. JD Sports has built a strong market presence by partnering with other brands, adopting new technology, and expanding globally.
This study examines JD Sports to understand how competition affects its marketing strategy and long-term success. It uses Porter’s Five Forces framework for this analysis.
[bookmark: _Toc231314984][bookmark: _Toc231317163][bookmark: _Toc231317200]Situational Analysis: Porter’s Five Forces
Porter's Five Forces is a tool that assesses the competitive pressures a business faces from its competitors, suppliers, customers, alternative products, and new entrants (Porter, 2008).
[bookmark: _Toc231314985][bookmark: _Toc231317164][bookmark: _Toc231317201]1. Threat of New Entrants
Since it's hard to start a new business in the sports-fashion retail market, there aren’t many new competitors. To successfully compete, new businesses need to invest heavily in advertising, technology, distribution, and store setup. Strong customer loyalty and existing international partnerships make it harder to enter the market.
JD Sports can raise entry barriers by leveraging large-scale production and exclusive partnerships with renowned brands like Nike and Adidas. Strong customer loyalty and big financial requirements make it harder for new companies to succeed (Porter, 2008).
Online-only stores can operate at lower cost, making it easier for new businesses to get started. Even so, JD Sports still has a significant advantage because it offers multiple shopping options, has a popular brand, and offers special products.
[bookmark: _Toc231314986][bookmark: _Toc231317165][bookmark: _Toc231317202]2. Bargaining Power of Suppliers
JD Sports relies heavily on a few major sports brands worldwide, which gives those suppliers significant power in this market. Since a big part of its profitable products comes from Nike and Adidas, these suppliers have more power over pricing and availability.
As large companies focus more on selling directly to customers, it creates a risk for their business strategy. For example, Nike has relied less on other sellers by expanding its own online and store locations.
According to Kotler et al. (2022), when many people want to buy their products, well-known global brands can greatly influence the stores that sell them. To address this, JD Sports needs to grow its own-brand product range, expand its offerings, and maintain strong relationships with its suppliers.
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Buyer power in the sports-fashion sector varies from low to high. Online product comparisons and price boosts openness and make it easier for customers to switch brands. However, JD Sports weakens buyer power through exclusivity, limited-edition product introductions, and strong brand positioning. These strategies reduce price sensitivity by raising perceived value and generating scarcity. According to Kotler and Keller (2016), differentiation and brand loyalty are crucial for reducing buyer power. JD Sports successfully targets young, fashion-conscious customers who value exclusivity and brand recognition in order to boost customer retention.
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There is a moderate threat of substitutes. Buyers can find similar products at lower prices from stores like ASOS, Zalando, and Sports Direct, as well as from fast-fashion shops and online selling platforms. The risk of substitution is also affected by the economy. During inflation, people might buy cheaper clothes, which could reduce demand for expensive sportswear.
JD Sports addresses this by focusing on youth culture and lifestyle brands. By being at the centre of fashion and sportswear, the company builds strong connections with its customers. Strong brand recognition, as Jobber and Ellis-Chadwick (20160) state, reduces the chances of customers switching to other brands by increasing their loyalty.
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The sports clothing industry is very competitive. JD Sports competes with other international sellers, popular brand stores, and online sites like Nike, Adidas, and Foot Locker. Due to strong competition, businesses need to keep investing in marketing, new ideas, and taking care of their customers. In reply, JD Sports has grown into new countries, changed how it uses technology, and bought other companies.
One key tool for competition is online marketing. According to Chaffey and Ellis-Chadwick (2019), engaging with customers on social media and using multiple channels are very important for retail success. To stay ahead of the competition, JD Sports uses mobile apps, works with influencers, and offers special releases.
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According to this analysis, JD Sports operates in a highly competitive, fast-changing market. Strong competition and supplier power are the main sources of pressure.
Long-term strategic risk arises from overreliance on suppliers, especially when large companies begin selling directly to customers. At the same time, strong competition continues to drive innovation in marketing, pricing, and how businesses connect with customers (Whittington et al., 2019).
These factors greatly affect how we choose to position, target, and divide our audience in marketing. JD Sports aims to attract young customers who prefer stylish, unique, and high-quality sportswear. This helps the business build customer loyalty and reduce buyer influence.
Building long-lasting relationships is very important in relationship marketing. Having good relationships with suppliers and customers is very important for staying ahead of the competition in the long run (Payne and Frow, 2017). JD Sports connects with customers through multiple channels, works closely with its suppliers, and creates personalised marketing to achieve this.
Relying on just a few suppliers remains a major problem. Being strong and profitable would improve by adding more store-brand products and using different suppliers.
Conclusion
In summary, JD Sports operates in a competitive sports and fashion retail market, where strong suppliers and fierce competition play a significant role. Digital technology has increased competition, but it is still difficult for new companies to get started. Having a unique brand, managing suppliers effectively, and continually developing new marketing ideas and ways to connect with customers are very important to the company's success.
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