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1. [bookmark: _Toc82103941]
Introduction
The international marketing is an application of the principles of marketing by the industries that aids in expansion and operation in one of more countries. By executing effective principles, it has been made possible for the organisations to conduct businesses in any country across the globe (Czinkota and Ronkainen, 2013). The advancement in the international marketing is mainly focused on the procedure based on planning and executing the promotional activities, rates, products, and services distribution worldwide.
In this report, the international marketing approach of ‘Nike’ is carried out in a thorough manner. There are several marketing tools that are utilised for critical analysis of Nike in the United Kingdom and India. The marketing tools used in this report includes PESTEL analysis model, SWOT analysis, PORTER’s Five Forces, Market Entry Methods, Marketing Mix elements. STP Marketing Strategy Model and also the Ansoff Model. Nike operates successfully in two different markets of UK and India along with plenty others where the organisation aims to maintain its position and strategies. The increase in change of the customer’s choices, demands, tastes and preferences is making the economies expand and contribute more to the competitive marketing and creates motivation and challenge for organisations to innovate and be creative (Sheth, 2020). In case of Nike, it is required to respond in a rapid manner to meet the demands of the customers with their extensive level of marketing strategies as UK and India are known to be competitive marketplace. 
2. [bookmark: _Toc82103942] Background and History of Nike 
The company, Nike, formerly known as the Blue-Ribbon Sports, is an American organisation of sportswear which is headquartered in Oregon. In 1964, Phil Knight and Bill Bowerman founded the company ‘Nike’. At that time, Bill Bowerman was only a field coach whereas Phil Knight was his former student at the University of Oregon (Standaert, 2021). The first retail outlet of Nike was opened in 1966 and the shoe brand of Nike was launched in 1972.The organisation was officially named Nike in 1978 and at that time it went public for the duration of two years (Li et al., 2020). In the early 21st century, Nike had a wide range of retail outlets as well as distributors in about 170 countries and the official logo called the “swoosh” was globally recognized (Merikanto, 2019). 
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Figure 1: Logo Evolution of Nike
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Figure 2: Logo of Nike
Source: https://www.nike.com/eg/
In terms of international marketing, in the 1980s, Nike expanded its business and introduced diversification in the product line by means of several acquisitions which includes the Converse, Inc., Cole Haan and the Canstar Sports, Inc. which was later known as Bauer (Li et al., 2020). However, the company also created an “all-conditions gear”, also called “ACG” which marketed products which can be used for extreme sports such as mountain biking and snowboarding. Furthermore, Nike started selling the technological accessories related to sports which included the “wrist compasses” of high altitudes and portable “heart-rate monitors” (Standaert, 2021). There is a part of Nike’s success which is owed to a number of endorsements carried out by the athletes including Roger Federer, Michael Jordan, Tiger Woods, and Mia Hamm. 
The mission and vision statement of the Nike Inc. is focused solely on driving the product innovation for the athletes across the globe. This enables the organisation to test countless ideas in pursuit of aiding the performances, enhancing the feel and perception, injury risk reduction and the delivery of innovative products to the athletes (Crossley, 2021). Nike employs about 44,000 people in its worldwide operations and in the year 2020 the brand was valued at approximately 34.8 billion U.S. dollars (Statista, 2020). This makes Nike the most valuable brand in the sports business. For the purpose of remaining such a recognizable brand Nike has been increasing the amount of promotion and advertisement. However, due to the pandemic situation of Covid-19, the revenue of Nike fell 38% (Dupree, 2020). 
Situational Analysis of Nike in both countries India and UK can be described as upon its mission statement i.e., “Bring inspiration and Innovation to every athlete in the world” where it strives to achieve its goal with every step it takes (Mataruna-Dos-Santos et al., 2021). Not only does the company sell clothing and accessories, but it also inspires millions of people who come into contact with it. A vital factor that has aided Nike to move forward and compete effectively with its competitors is its ability to design innovation at every stage of achievement (Jia, 2020). The high quality and the sustainability that is guaranteed by the company for its products is the main strength of the company along with strong branding and innovation (Mataruna-Dos-Santos et al., 2021). Whereas the poor labour conditions and unequal wages are considered as the weaknesses of the company for which it is criticized for. By the improvement of the work conditions and removing the disparities in terms of pay in both the UK and India, Nike can gain many opportunities in terms of outgrowing its competition (Jia, 2020).
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Figure 3: Nike sales for the full fiscal year
Source: https://qz.com/1874014/sales-at-normally-resilient-nike-plunged-due-to-covid-19/
Nike levelled up its digital game in order to tackle the situation in a proper manner. By carrying out such efforts and doubling down the growth of online operations, 75% rise on online sale was observed by Nike (Haeffele et al., 2020).
3. [bookmark: _Toc82103943]The Macro Environment
The macro environment of the organisation mainly deals with such factors that cannot be controlled by the company but can affect it significantly (Wheelen and Hunger, 2002). These factors are required to be critically analysed by an organisation in order to make informed decision regarding its operations and strategies. In terms of marketing, Pan et al., (2019) states that the PESTEL analysis model is utilised for the purpose of making situational analysis for the company and recognize the threats and opportunities that are imposed by the countries in which the organisation operates in.
A. [bookmark: _Toc82103944]PESTEL Analysis for Nike
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Figure 4: PESTEL Analysis
Source: Wheelen and Hunger (2002)
i. [bookmark: _Toc82103945]Political Factors
Nike is considered to be benefited greatly from the growth-oriented policies which are implicated by the UK government which has effectively maintained the stability of its currency exchange rate, along with low interest rates and international level of tax arrangement (Crossley, 2021). Nike also gets benefit from the cooperation that it carried out with the government in context of the global value chain transparency. It shows that, the political factor is favourable for Nike. Gausselin (2019) states that, for Nike, it is significant to run its operation in a stable political environment to achieve best growth rates. Although the company had a material impact during the pandemic, it donated 15 million dollars for helping the communities deal with the Covid-19 outbreak. As for India, the country is known to have a federal type government. In this case, the factors such as interest of politicians, governmental policies and also the ideologies of political parties tend to have a considerable influence on the political environment (Wajid and Zafar, 2021). This shows that this factor is unfavourable for Nike in India.
ii. [bookmark: _Toc82103946]Economic Factors
Nike faced 38% fall in its revenue due to the pandemic and may also face certain difficulties due to the Brexit situation. Nike’s sales fell 4% in the fourth quarter of 2020. Whereas, due to the acceleration in the digital efforts of the company, 75% of online sales were increased (Joe et al., 2020). Considering this, the economic factor is also favourable for Nike in the UK. In case of India, the economy of India has remained considerably stable since the policies introduced in 1991 regarding industrial reform, It has liberated foreign capital, reduced the industrial licensing and many other initiatives of policies have helped in creating a stable economic environment for India (Baliyan, 2021). The economic factor is favourable for Nike in India as it is relatively stable and consistently strives for stability.
iii. [bookmark: _Toc82103947]Social and Cultural Factors
Nike is increasing its focus more in health and fitness which is a growing societal preoccupation which makes this factor favourable for Nike in the UK. The changes in trends and lifestyles that are known to have an impact upon the business environment are called social factors (Gausselin, 2019). This shows that innovation is an essential aspect for any business to succeed in this country. As for Nike in India, this factor is favourable because the company’s main strategy and tactic includes innovation.
Hofstede’s Cultural Dimensions
The cultural dimensions theory put forward by Geert Hofstede is known to be a framework that can be utilised for understanding the differences in the cultures in different countries and to acknowledge the means by which the businesses are conducted in different cultures (Morente, Ferràs and Zizlavsky, 2018). This theory was created in the year 1980 and the main aim of this study was to find out the dimensions in which the cultures tend to vary. This model is utilised for analysing distinguishing factors between the national cultures and carry out assessment for the influence upon the business setting.
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Figure 5: Hofstede’s Cultural Dimensions
Source: Morente, Ferràs and Zizlavsky (2018)
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Figure 6: Hofstede’s dimensions for the United Kingdom and India
Blue for India, Purple for United Kingdom
Source: https://www.hofstede-insights.com/country-comparison/india,the-uk/
a. Power Distance
The power distance score of the UK is 35 which is known to be low. Whereas it is widely believed by the people of the community that there must be equal opportunities and inclusion of genders (Hofstede Insights, 2021). In case of India, the score in power distance is high i.e., 77 which suggests that there is respect for hierarchy in both the society and in terms of business. The phrases that are commonly used in India in this care include "depending on the boss or the power holder for direction" and "acceptance of unequal rights between the power-privileged and those lower down in the pecking order," as well as "immediate superiors accessible," (Hofstede Insights, 2021).
b. Individualism
The UK has 89 score of individualism and is considered to be one of the countries that has the highest scores in this dimension (Hofstede Insights, 2021). In case of India, the score is 48 which shows that the Indian society shows both the individualist and collectivist characteristics. The latter aspect implies that there is a strong desire of becoming a part of society or a social framework where the people can operate in a collective manner and work in teams (Hofstede Insights, 2021).
c. Masculinity
Masculinity dimension score is 66 in the UK which means that the UK is a very masculine society. It denotes that there is high competition, success, and achievement. The British people are considered to be very private and individualists and work to attain personal fulfilment (Hofstede Insights, 2021). In case of India, the score for this dimension is 56, it indicates that it is a Masculine society. In context of displaying external power and success, India is known to be highly Masculine (Hofstede Insights, 2021). Factors such as ostentation and publicity of achievement are known to be used commonly in India. It is also a spiritual country that has certain religious ideologies and deities. The main drivers of masculinity generally include assertiveness, distinction in gender roles and concentration upon wealth-building and material achievements. Whereas, in terms of femininity, it has the characteristics such as, being modest, fluid gender roles, nurturing and mainly concerned with having and creating a quality of life (Morente, Ferràs and Zizlavsky, 2018).
d. Uncertainty Avoidance
This dimension specifically affects the operations as the planning for future is not clear. For example, no planning and consideration for the pandemic caused a high level of downturn in the production and operations of the businesses (Hofstede Insights, 2021). In case of India, the score on this dimension is 40 and denotes that there is low preference for uncertainty avoidance and there is also acceptance of improper planning and imperfection in India. However, India is considered to have a long history of being patient and tolerates unexpected events and even manages the change of pace in a proper manner (Hofstede Insights, 2021). 
e. Term Orientation 
The score for this dimension for the UK is 51 which shows that the preference can either be long-term orientation or short-term (Hofstede Insights, 2021). In case of India, the score for this dimension is 51 which is intermediate and dominant preference cannot be determined in this case (Hofstede Insights, 2021).
f. Indulgence
The people of Britain are considered to have high indulgence with a score of 69. The individuals from this society are considered as optimistic and tend to enjoy life and have a positive attitude (Hofstede Insights, 2021). In context of India, in this area, the score is as low as 26 and it shows that there is restraint in the culture. However, pessimism and cynicism are considered to be common in the societies and have low scores (Hofstede Insights, 2021). 
Advantages and Disadvantages of Hofstede’s Model 
The Hofstede’s model of cultural dimensions is known to be based upon the research which is conducted on employees from a firm. The major advantage of using this model is that the findings are not much affected by company culture differences. On the other hand, by using this model, the different dimensions of the culture can be quantified that can further help in gaining better understanding, both quantitatively and visually (Baliyan, 2021). As for the disadvantages, the culture is an ever-changing aspect in every country and can affect the company significantly, thus, the findings concluded from this model may sometimes be ambiguous or outdated. 
iv. [bookmark: _Toc82103948]Technological Factors
Nike has recently invested in the technological area in order to enhance its online operations so that the loss attained due to the pandemic situation can overcome with the passage of time (Alina, 2020). The recent advances have been made to introduce portable heart monitors and another new tech called the Joyride which is a sneaker sole that is full of beads. It shows that this factor is highly favourable for Nike in the UK. In case of India, the technological advancements has a vast impact upon the innovative product development and introducing cost-cutting productivity methods. India is known to have access in the 3G and 4G technologies that tends to aid its technological advancements (Wajid and Zafar, 2021). On the other hand, India is also recognised to have an effective IT sector that mainly encourages IT development in a continuous manner, upgrading of software and other cutting-edge technologies respectively. This factor is favourable for Nike in India.
v. [bookmark: _Toc82103949]Environmental Factors
Nike has been able to maintain a positive position in regard to the environmental issues and corporate social responsibility with the ISO 14000-compliance policy that was presented as the part of its overall policy (David, 2019). This means that the environmental factor is favourable for Nike in the UK. In context of India, Industrialization is observed to have negative influence upon the air quality of India and has resulted in various health issues (Wajid and Zafar, 2021). Consequently, the noise controls, environmental management, disposal and waste management regulations have taken place in India to control and resolve the issues. This factor is unfavourable for Nike in India.
vi. [bookmark: _Toc82103950]Legal
The growth strategies of Nike mainly rely upon the internationalization and also the corporation has attempted to adapt the changing policies in the UK concerning to Brexit (David, 2019). Considering this, the legal factor is unfavourable for Nike in the UK. The legal threats are required to be managed by Nike which may pertain to any copy right claims or utilization of harmful raw materials in the production systems. In case of India, there are certain regulatory changes which are adopted, including minimum wages, recycling, and disability of discrimination. This has caused a positive direct impact upon the businesses of the country (Baliyan, 2021). This factor is favourable for Nike in India.
[bookmark: _Toc82103951]Conclusion for PESTEL Analysis
In conclusion, in case of Nike’s operations in the UK the favourable factors include environmental factors as UK itself is invested in green strategies and Nike is also contributing to its corporate social responsibilities. The Social, Cultural, and technological factors are also considered to be favourable as the company thrives on innovation and the technological features tend to be another growth opportunity for Nike. On the other hand, the unfavourable factors are Legal factors due to the unexpected and unpredictable changes because of Brexit. Whereas, as for the operations of Nike in India, the favourable factors include economic, social, technological, and legal factors. India has a stable economy which is an encouraging aspect for Nike as it will not be facing any risks in terms of economic and financial loss. However, the growth of technology in India is impeccable which gives great advantage to Nike as well. In terms of the unfavourable factors, the environmental factors and political factors are the ones that impact the progress of the company widely. 
[bookmark: _Toc82103952]Limitations of the PESTEL model
In the PESTEL strategic model, there are certain limitation which includes ‘analysis paralysis’, it means that there is risk of gathering too much data that may cause biasness in research. On the other hand, the information that is utilised may be based upon the assumptions and can sometimes turn out to be false. In order to be more effective, the data collected is required to be updated and checked regularly. 
[bookmark: _Toc82103953]Recommendations to Nike 
The PESTEL Analysis carried out for Nike can help the organisation to promote the strategic management and its external operations. However, it can also help the organisation to expect any future threats to the business and undertake any steps that can help in mitigation of risks. 
4. [bookmark: _Toc82103954]Porter’s Five Forces
The main purpose of utilising the model of Porter’s Five Forces is to help recognising the business circumstances and analyse the power and weak points. It is helpful in terms of understanding the position of the company in the marketplace and among its competitors (Bruijl, 2018). 
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Figure 7: Porter’s Five Forces
Source: Bruijl, 2018
i. [bookmark: _Toc82103955]Threat of New Entrants (Moderate)
The creation of footwear of value similar to Nike's requires critical capital speculations. These incorporate the acquisition of hardware, obtaining of property, and financing of innovative work activities. In case of the UK, this implies that couple of organizations have adequate assets to enter Nike's market portion. The threat of new entrants is debilitated by the factor of economies of scale. For example, the high-profit edge trademark for the current footwear market is conceivable to a great extent because of the utilization of work from non-industrial nations, which is difficult to acquire without a created foundation and worldwide scale organizations (Pattacini, 2018). On the other hand, in case of India, Nike, comparatively to its nearest rivals, is a grounded and perceived brand. Making and supporting a brand of equivalent scale would require critical assets. Nike's showcasing effort made an amazing message of a way of life related with the brand. Most clients pick Nike in spite of the way that the contending items are practically indistinguishable in actual attributes. This reality demonstrates high item separation. The mix of these variables proposes that the threat of new entrants is moderate to low (Pattacini, 2018). 
ii. [bookmark: _Toc82103956]Bargaining Power of Suppliers (Weak)
Nike's principal product is athletic footwear and apparel, with athletic attire and embellishments possessing small range of tasks. Critically, the creation of both athletic apparel and adornments is performed by outsider project workers in agricultural nations like Indonesia, China, and Vietnam (Wiśniewski, 2018). In case of the UK, these workers for hire normally manage a modest workforce which is generally accessible in the referenced areas. In this manner, providers of the labour force are various and different, and, thusly, establish weak power. Then, the creation is differentiated to the degree where none of the plants engaged with the cycle is liable for over 8% of the absolute creation sum. This permits to qualify the size of individual providers as little, which additionally recommends weak dealing power (Wiśniewski, 2018). In case of India, the significant portion of crude materials needed for footwear creation comprises of an assortment of manufactured materials and mechanical synthetic substances broadly accessible available. Since the accessibility of materials is high, the dealing force of the general stock is weak. In this way, providers play the most un-compelling part in Nike's position available (Jiang, 2019). 
iii. [bookmark: _Toc82103957]Rivalry among Existing Firms (Strong)
The UK market is thickly populated with brands offering athletic apparel. Nonetheless, the business is overwhelmed by scarcely any brands with such strong recognition. Examination demonstrates that Nike and Adidas are two pioneers, representing 29 and 24 percent portion of the market, individually (Silva, 2019). The following nearest contender, Converse, possesses a fundamentally more modest portion of 8%, trailed by Reebok, Puma, and Asics. In this way, while two central parts exist on the lookout, their aggregate offer doesn't permit us to arrange the circumstance as a duopoly. However, it is reliable with oligopoly, with a four-firm fixation proportion of 67%. This end is reliable with different elements of the UK market, like high boundaries to passage, nearly comparative evaluating choices, the noticeable job of marking in shopper conduct, and item separation examined previously. Similarly in India, the business has a high proportion of variable to fixed expenses, fundamentally because of the reliance on crude materials. At last, the consistent development of the Indian active apparel market which is relied upon to proceed through 2021 proposes high market infiltration and immersion by the main brands. The competitive contention in the Indian athletic apparel market is a solid power and is considered to be strong (Stangl, 2021). 
iv. [bookmark: _Toc82103958]Bargaining Power of Customers (Moderate)
Nike is one of only a handful of exceptional major athletic footwear brands in the UK, alongside Adidas, Converse, Reebok, Asics, and Puma. The vast majority of them offer results of equivalent quality with comparable costs. Subsequently, clients have a chance to change to different items. This reality recommends moderate to the solid force of providers (Silva, 2019). Furthermore, the normal cost of Nike's item is moderately high, in case of India, which further reinforces the force of purchasers. In any case, a new report gave by Nike's administration proposes that such an end isn't all around appropriate (Bouredji et al., 2020). As per it, an unimportant ascent in the cost of Nike's footwear brought about a practically equivalent ascent in incomes. Such an outcome proposes that the customers are not very sensitive towards value, which tends to disrupt the past suspicion and brings the force of purchasers down to moderate. The pattern is anticipated to proceed for no less than five additional years, which relates with the presumption that purchasers are a moderate power (Sheth, 2020). 
v. [bookmark: _Toc82103959]Threat of Substitutes (Moderate)
The athletic apparel market in the UK has various items that can fill in alternative for Nike. These can be divided into two classes: items that are arranged on execution and athleisure products – active apparel for intermittent competitors and for easy-going use. The previous is offered by Nike's rivals and has close indistinguishable relative cost and execution attributes. In addition, the exchanging cost identified with this class is low (Sheth, 2020). In this way, the threat of substitutes is moderate to high. Imitation of appearance, and copycat organizations make a genuine threat since their quality is considered adequate for most of clients while their cost is impressively lower. In this manner, in case of India, the accessibility, execution, and exchanging cost of substitutes make a solid threat for Nike (Pattacini, 2018). 
[bookmark: _Toc82103960]Advantages of Porter’s Five Forces Model
According to Bruijl (2018) it is considered to be an advantage of the Porter’s five forces model that it aids the organisation in terms of being intact with the actions of its rivals and managing the competition in the industry in an effective manner. By the implication of effective strategies, the organisation can maintain its position in the market by evaluating the situation in a thorough manner. 
[bookmark: _Toc82103961]Disadvantages of Porter’s Five Forces Model
The weakness of Porter’s five forces model is that it considers just above components, and it overlooks different elements which might have bearing on the climate in which the organization is working (Bruijl, 2018).
[bookmark: _Toc82103962]Recommendations for Nike of Porter’s Five Forces Model
By leading the investigation of the footwear market in the UK and India it can be said say that the qualities of Nike can be utilized to use its competitive benefit. By utilizing the recommended system, the organization is relied upon to accomplish a benefit over Adidas over the long haul and beat it in deals and market inclusion. On the other hand, the system will permit it to reduce a portion of the threats distinguished and add to the prosperity of the elaborate partners, further boosting its standing, and match its stock with the normal interest made by the anticipated development of the footwear market
5. [bookmark: _Toc82103963] SWOT analysis of Nike business: India VS UK
The main purpose of SWOT Analysis Framework is to analyse the Strengths, Weaknesses, Opportunities and Threats that are affecting the internal environment of the organisation. This framework is helpful in terms of analysing the situation and afterwards undertaking the required actions and designing strategic plan to implement in order to reduce the threats by overcoming the weaknesses and attaining opportunities by utilising the strengths of the organisation respectively (Phadermrod, 2019). 
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[bookmark: _Toc82103964]Strengths
In UK, Nike is known to have strong brand awareness and is the most renowned brand in the world. Similarly, in case of India, the brand name is also unique, and the swoosh symbol is easily recognized (Alina, 2020). Nike has been capable of capturing 31% of the global footwear market in athletics. In UK, it is the most competitive athletic footwear brand with recent innovative products whereas in India it attracts mostly premium audience. Nike has a huge customer base in India and UK and a high stable revenue is generated in UK but in India the market has been emerging (Li et al., 2020). Due to Covid-19 the company has faced certain downfalls but is now recovering its position in both the markets. In UK, the company is concerned for overcoming the environmental issues of the community and aims towards finding modern solutions. On the other hand, in India, there is a benefit of low manufacturing cost as most of the footwear by Nike is produced in the foreign countries and the company is now turning its production towards India. Currently, the manufacturing processes are taken place in India, China, Vietnam, Argentina, and Italy etc. (Lordena, 2017). 
[bookmark: _Toc82103965]Weaknesses 
In terms of India, Nike is mainly targeted for its poor labour conditions which include child labour, forced labour, poor working conditions and low wages which are known to be unsafe for individuals (Alina, 2020). As for the UK, the retailers have a much stronger hold, and the retail sector weakens Nike’s position due to its sensitivity towards pricing. About 65% of the products by Nike are sold to the retailers or wholesalers directly and the retailers are the main customers (Sheth, 2020). As for the operations of both the countries, the income statements of Nike’s are proven to be a success, but the balance sheets portray a different image because the company faces financial threats and is in a long term debt which has now reached to about 10 billion dollars. There is high dependency upon the US market and even after global establishment, the company relies upon the sales and revenue generation from the US market (Standaert, 2021). 
[bookmark: _Toc82103966]Opportunities  
India is one of the emerging markets for Nike and creates an exceptional opportunity for Nike. The market in India is flourishing gradually and Nike can take full advantage of this situation. In both the countries, India and UK, Nike has been able to produce a wide range of products but there is still a lot more to do in terms of innovation (Standaert, 2021). Although the company has extended its product range to health and fitness, investment towards wearable technology can also help increase the product variety and range. In its UK operations, Nike can further acquire the artificial intelligence initiations, by utilising its financial resources, it can extend its operation of ‘Celect’, a predictive analysis platform to further expand its online sales abilities along with the shopping experience of the customers (Sheth, 2020). The image below shows the customer direct strategy, which is accelerated by Nike, it means that the company is shifting its main focus towards the digital businesses and concerned towards closing the physical stores. It also shows how the pandemic has shaped the business in both the UK and India. 
[image: https://bstrategyhub.com/wp-content/uploads/2020/10/23008-1024x1024.jpeg]
Figure: Nike’s Customer Direct Strategy
Source: Statista, 2020
[bookmark: _Toc82103967]Threats
In India, Nike mainly must deal with the counterfeit products, and it significantly affects the reputation and revenue of the company (Loredana, 2017). The risks of counterfeit products have become higher over the years and there is a wide range of retailers that tend to offer the counterfeit products of Nike at lower rates (Sheth, 2020). In UK, the company is facing intense competition as Nike is observed to dominate the athletic industry and the brands emerging recently are potential threats towards the organisation. In order to stay strong in the competition, Nike tends to cater the needs of the athletes by tailored approach (Standaert, 2021). Both the UK and India are affected by the currency foreign exchange risks and as the brand operates globally, the financial earnings of Nike are in the US dollars that tends to affect the revenue due to being exposed to volatility against the other currencies. 
[bookmark: _Toc82103968]Advantages and Disadvantages of SWOT Model 
The main advantage of SWOT analysis is that the model utilizes the approach of brainstorming to identify the external and internal factors which are unfavourable or favourable to the organizational achievement and the same approach is utilized for the purpose of analysing the strategic planning, competitive analysis or even business development (Phadermrod, 2019). In SWOT analysis, both the quantitative and qualitative analysis is utilized which means that there is access to a wide range of data from different sources that tends to improve the policy making and also enhances the decision-making process (Alina, 2020). In terms of disadvantages, SWOT analysis allows only a one-dimensional approach that categorizes each issue into one attribute i.e., Strength, weakness, opportunity, and threat, consequently, each aspect then shows one influence upon the problem being analysed. Due to this, the model is not considered to produce strong data. 
[bookmark: _Toc82103969]Nike’s Global Financial Performance
According to the Nike, Inc. Reports of the Fiscal year 2021 the global financial performance of the company is described below:
“Fourth quarter reported revenues were $12.3 billion, up 96 percent compared to prior year and increasing 21 percent compared to the fourth quarter of 2019. The full year reported revenues increased 19 percent to $44.5 billion. The NIKE Direct fourth quarter sales were increased 73 percent to $4.5 billion. The gross margin for the fourth quarter increased 850 basis points to 45.8 percent. As for the diluted earnings per share for the fourth quarter, it was $0.93 and for the full year was $3.56.”
6. [bookmark: _Toc82103970]STP Marketing Strategy Model
The STP marketing strategy model can be defined as a significant methodology used by businesses to promote its products and services in an effective manner, with showcasing pioneers crediting it for proficient and sorted correspondences practice. 
STP or Segmentation, Targeting and positioning mainly centres on choosing integral factors or products of business, viability of business and positioning or showcasing each product accordingly. 
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Figure: Six Steps of determining the STP
Source: Kotler et al., 2005
The main purpose of using the STP marketing model is to create marketing correspondence plans and to assist the advertising area to focus upon suggestions and convey messages to the customer bases to draw them towards the products and services accordingly. 
[bookmark: _Toc82103971]Marketing Segmentation 
The first step of STP is known as market segmentation. In this step, the main objective is to create different customer segments which are specific in terms of attributes (Alina, 2020). The three primary kinds of segmentation may include, geographic, demographic, and psychographic.
Geographic: Diving the customer base dependent on country, district, state, and region. In case of Nike in UK, the products are customised for both the genders and new designs are introduced every now and then. However, the technological wearables in terms of watches, heart monitors and shoes are designed more specifically for UK region rather than India. This is because the purchase rate of such goods in India is low. In case of Nike in India, the products designed are more specifically for males as the sportsmanship is more dominant in terms of masculine members of the society (Sheth, 2020). 
Demographic: Dividing the customer base dependent on age, sex, schooling level and occupation. In case of Nike in UK, as this segment is based upon the age and gender, Nike targets both the genders in this country and prioritises women wear for sports (Sheth, 2020). The age targeted most is the teenage-middle age but a huge variety for children is also introduced. In case of Nike in India, the similar approach is utilised in case of age, but the apparel and shoes are mostly manufactured for male gender. 
Psychographic: Dividing the customer base dependent on "who" the potential client is Lifestyle, sentiments, practices and so on. In case of Nike in UK, the lifestyle is basically modern and moving towards technology and desires innovation, for that purpose, Nike designs the most exclusive and latest technological products for the country (Alina, 2020). 
On the other hand, in case of Nike in India, the standard and high-quality products are introduced to the customers with standard to low prices in order to develop a customer base. Considering the economic situation of the company, Nike tries to develop a good relationship with the customers in India by introducing products at lower rates than usual (Bouredji et al., 2021).  
[bookmark: _Toc82103972]Targeting 
Market targeting process mainly involves the organisation utilising the strategies which aim towards acknowledging the customers of their existence. One of the main strategies which is utilised by Nike is by acquiring or liaising with the sportsmen that are well known so that the people can be interested in the products which are displayed by them (Baliyan, 2021). Such as, by naming the Jordan shoes after Michael Jordon is one of the greatest examples set by Nike in increasing customer base and targeting people that are fans of Michael Jordan.
Undifferentiated Marketing 
Undifferentiated marketing is known to be a strategy which is used by an organization to focus upon the common characteristics and not the ones that differ. In case of Nike in UK and India, this mass marketing strategy is used only to produce the athletic shoes or random shoes as per their mission statement which states that having a body means that a person is athletic (Baliyan, 2021). 
Differentiated Marketing 
The differentiated marketing is known as segmented marketing which is widely used by Nike in the UK and also plans to initiate in India in the coming years. In this type of marketing, Nike settles upon one segment and few others that aids them with best opportunities (Sheth, 2020). Such as, the segments utilised in India are gender and age, where both genders are targeted for children wear. In case of UK, women are targeted that are interested in sports to create special offers that can appeal them in a successful manner. 
Concentrated Marketing 
It is a marketing segmentation strategy where a company mainly concentrated upon the resources and efforts to serve one segment in the market. It is also known as Niche marketing. In UK and India, this type of marketing is not utilised by Nike (Baliyan, 2021).
[bookmark: _Toc82103973]Market Positioning
Market positioning is a part of marking. Being insightful in terms of positioning is significant with regards to noticing a strategic advantage on the lookout (Bouredji et al., 2021). The discernments and criticism of the customers can tend to influence the situating of a brand on the lookout. Nike is positioned as a premium brand in both the UK and India, it aims in selling expensive and well-designed shoes. 
[bookmark: _Toc82103974]Advantages and Disadvantages of STP Model
The advantages of using the STP model include that the brand communication becomes more empathetic and personal, the marketing mix tends to become more crystalised and gives high return on investment (Bouredji et al., 2021). Whereas the market research along with the product innovation tends to become highly effective as it is acknowledged who to ask feedback and advice from. On the other hand, the disadvantages of STP model include those different channels of distribution may be required by the company to reach different customer segments.
7. [bookmark: _Toc82103975]Marketing mix elements (7ps)   
The marketing mix can be defined as the combination of elements that can be used for the purpose off promoting the products and services. Specified marketing tactics can be made by using the elements of the marketing mix (Bouredji et al., 2021). 
It is known to be an essential marketing theory and helps in achieving highest return on investments for the company. 
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Figure: Marketing Mix elements
Source: (Bouredji et al., 2021)
a. [bookmark: _Toc82103976]Product
There is a wide range of products that is offered by Nike in both the UK and India. Some of the most prominent products include, Shoes, Nike Pro, Tops and T-shirts, Shorts, Accessories and Equipment, swimwear and surfing gears and Jackets as well etc (Baliyan, 2021). In terms of making the products available in India and UK, in case of India, the sports shoes are the most prominent among the customers and the celebrity figures in the country, the football tops for men are also among the best-sellers. As for the UK, the Jordan shoes are considered to be the best-sellers along with the sneakers. Jordan and sneakers being the premium shoes and expensive does not fulfil the psychographic needs of customers in India as it is not much used in public in common and thus cannot become a part of lifestyle (Silva, 2019). The product variety is almost similar for both the countries UK and India by Nike in terms of shoes and apparels but when it comes to technological gears, these are mainly available in the UK, along with the ‘tech-packs’ and sustainability material clothing.
b. [bookmark: _Toc82103977]Price
This factor is considered to be a critical differentiator for Nike as it has an ability to charge more cost than its rivals. The products are known to be premium, and customers enjoy the premium pricing factor. This factor is favourable in UK and less favourable in India due to fluctuating economic conditions. Nike being the premium brand sets a high price for the UK customers and depends upon the revenue generation (Jiang, 2019). As for India, in order to first develop a strong customer base, the shoes are sold on a lower price to attract a high range of customers. However, the quality is not compromised despite of the prices. 
c. [bookmark: _Toc82103978]Place
Nike has a strong supply and distribution network in both UK and India and has global presence as well. Across the world, there are 1096 stores that are managed, and the company is achieving further growth in India (Bouredji et al., 2020). 
[bookmark: _Toc82103979]Market Entry Methods 
The market entry method used by India is by licensing agreement. The company initiated a seven-year license agreement with the Sierra Industrial Enterprises and it was later turned into a fully owned subsidiary of the parent company of the US. Nike welcomed the decision of the government on the foreign direct investment strategy in terms of single brand retail in India (Bouredji et al., 2020). As for the UK, the market entry method used franchising and foreign direct investment. It involves shipping the products directly to the foreign market. The advantages of licensing include mainly not requiring incurring the expenses of promoting, packaging, producing and also selling the products whereas the disadvantages include losing control over the products, also including selling, packaging, and promotions (Jiang, 2019). Furthermore, the factors affecting the market entry method such as licensing include market size, market growth, production and shipping costs and government regulations as well. On the other hand, there are certain advantages of franchising which include brand recognition, lower rate of failure and buying power whereas the disadvantages include issues pertaining to growth management, managing the training and support and loss of control (Phadermrod et al., 2019). The market position and having a loyal customer base are the most influential factors of franchising market entry method. Silva (2019) states that franchising is one of an effective methods of market entry as the organisation already has an established market position which can be further flourished in a proper manner. 
[bookmark: _Toc82103980]Types of Market Coverage
Mainly, there are three kinds of market coverage which includes intensive distribution, selective distribution and exclusive distribution. 
Intensive distribution is known as the type of market coverage that has a promoting system based upon small or big vendors or stores. In this case, the organisation mainly offers its products to other stores so that the customers can discover the products wherever they like (Silva, 2019).
Selective distribution involves selling of products to selected outlets in specific areas. (Silva, 2019). Nike utilises this strategy for distribution in both the countries as it allows to generate revenues through physical stores and outlets and creates a physical image of the brand (Dupree, 2020). 
Exclusive distribution is a type of market coverage strategy where the organisation approves only one wholesaler to carry out sales of its products. Thus, the wholesaler is then known as a sole vendor who is approved for selling the specific products (Alina, 2020).
The main distribution strategy which is used by Nike since the pandemic of 2020 is the direct-to-consumer strategy that is being used in both India and the UK and allows to communicate directly with the client and ensure client satisfaction to an optimal level.
d. [bookmark: _Toc82103981]Promotion
There is a difference in the slogan and logo of Nike which allows distinct identification of its products. The investment in CSR in India and UK has allowed the company to develop a positive image. In India, the traditional marketing was being used at the start but now both means of marketing are being used in an effective manner i.e., traditional, and digital (Phadermrod et al., 2019). The promotional strategies of Nike are mostly similar in both the countries, however, the culture and themes used are different in the marketing promotional process. In India, Nike has grown the use of its digital channels of marketing for the promotion of its goods and services and it has been utilising the digital video marketing strategy to introduce and promote its products in an effective manner. In UK, the same strategy is used i.e., promotional, and educational videos (Silva, 2019). The promotional videos mainly include sports personalities and athletes such as Michael Jordon. These videos are known to be very effective and thus are appreciated to be successful marketing strategies. 
e. [bookmark: _Toc82103982]People
Nike involving a CSR program has maximised its reputation in the industry and its provision of competitive salaries has enabled it to attain a strong position. The company invests in career growth and in case of India, the company has provided trainings and career growth opportunities to its employees (Pattacini, 2018). 
f. [bookmark: _Toc82103983]Process
The production processes of Nike are outsourced to external suppliers, and it helps the company to primarily focus upon innovation and growth. The value chain of the company has faster growth and smooth output (Pattacini, 2018). The customer complaint process is similar in both the countries. In order to make any complaints, the customers are required to visit the complaint department website by Nike, or the customers can also tweet their concerns on twitter social media platform which are readily addressed by the company. 
g. [bookmark: _Toc82103984]Physical Evidence
Considering the global presence of Nike across the globe, Nike is a physical business and when navigating its business system, even the packaging of the company is physical evidence along with most of the aspects (Phadermrod et al., 2019). The websites in both countries, the UK and India, plays a major role for its revenue generation and being physical evidence. Due to the pandemic of 2020, Covid-19, Nike is now more focused towards its digital platform and plans to engage the customers directly by new strategic plan where the physical outlets may no longer be used and only the digital approach would be utilised by the company for selling and marketing respectively (Dupree, 2020). 
8. [bookmark: _Toc82103985]Directional development strategy
The directional development strategy is utilised by the companies to attain growth with novel products and services in order to increase the revenue. Nike uses vertical development strategy for the production of its products and when carrying out deals with the suppliers, retailers and producers. This strategy particularly helps Nike to get advantage over its suppliers (Jiang, 2019). Considering that Nike utilises the vertical development strategy, they can "increment item separation or decrease industry rivalry when it (1) works with interests in proficiency upgrading, specific resources, (2) secures item quality, and (3) results motel further developed planning".  Albeit vertical reconciliation has its advantages, it additionally gets an opportunity to crumble; "when an organization chooses to leave businesses, either in reverse or forward in the business esteem chain, to its centre industry to build profitability" (Silva, 2019). 
On the other hand, Nike still can't seem to experience vertical deterioration yet considering it would expand their expense structure they are probably staying away from this chance. Nike gives items to its discount shops, leader stores, and retailers. They utilize vertical incorporation to sell a greater scope of their items at their lead stores and give limits at the discount shops. Nike has taken numerous wounds at vertical mix; however, it is accepted accept a right endeavour at flat mix would likewise set them on the correct way. Making new items and brands is a model on even joining, as expressed before it is accepted that they would see benefits from entering the headphone and earphone market (Phadermrod et al., 2019). Nike would have a chance to enter a new market and perhaps incorporate this new innovation with their current innovation to make a new sound item that would fulfil clients’ needs a lot (Jiang, 2019).
9. [bookmark: _Toc82103986]Ansoff matrix
The Ansoff Matrix is mainly defined as the Product, Services or Market Expansion Grid and allows an organisation to plan their strategies for the purpose of growth. It helps in calculating the growth and sustainability of the company (Dawes, 2018). 
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Figure: Ansoff Growth Matrix
Source: (Hussain et al., 2013)
[image: Diagram

Description automatically generated]
Figure:
Source: (Loredana, 2017)
[bookmark: _Toc82103987]Market Penetration
Market Penetration is basically known as the secondary growth strategy which allows Nike to enhance its sales revenues in the market it currently operates. As Nike has significant existence in the market, selling to its current customer is not such difficult and thus a secondary intensive strategy for growth (Silva, 2019). For example, in case of India, the company is penetrating the intense competitive market by using the cost leadership approach and has been increasing its market penetration by means of productivity. In terms of UK, the company is selling its shoes and various other products at a lower price because the customers would attract this pricing and the market share can increase of the company (Stangl, 2021). 
[bookmark: _Toc82103988]Market Development
The market development is considered to be the supporting growth strategy for Nike which allows it to enter new markets for the purpose of increasing sales. Due to the current dominant position of Nike in the market, this strategy is only supporting and not primary (Jiang, 2019). For example, Nike planning to generate revenues by expanding into the emerging markets of India, Middle East and Africa is a strategic objective that can lead towards market development. However, in case of the UK, Nike plans to engage with the customers by a digital platform and focus more upon the digital growth due to the pandemic so that the company can interact more efficiently with the customers and execute the strategy of introducing innovative goods and services on its platform (Silva, 2019). 
[bookmark: _Toc82103989]Product Development 
The fundamental intensive growth strategy of Nike is product development. It includes product innovation and using cutting edge technologies for the purpose of designing sports shoes, equipment, and apparel respectively (Stangl, 2021). In context of both UK and India, the mission statement of Nike mainly focuses upon the execution of innovative and creative products and services like tailor made shoes and different designs of shoes etc., despite of the fluctuation in the buying behaviour, new designs and innovation attracts customers. 
[bookmark: _Toc82103990]Diversification
This strategy is considered to be the least significant when it comes to Nike’s growth. However, this strategy can provide support to Nike by introducing differentiation and entering new industries to generate revenue (Jiang, 2019). For example, in case of UK, Nike has expanded its operations in different markets such as apparel and sports goods and introduced different new items in its products mix. However, in terms of India, Stangl (2021) states that the production is currently mainly based upon sports shoes, but the company plans to invest in the apparel industry in India as well so that the chances of financial risks are reduced through the entry into new markets.
10. [bookmark: _Toc82103991]BCG matrix
The BCG Matrix is a growth-share matrix, a planning tool which utilises graphical representations of the products and services of the company to decide whether it requires to sell, keep, or invest more (Mohajan, 2017).
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Figure: BCG Matrix
Source: (Madsen, 2017)
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Figure: BCG Matrix for Nike
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11. [bookmark: _Toc82103992]TOWS Matrix
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Figure: TOWS Matrix for Nike, UK and India
12. [bookmark: _Toc82103993]Conclusion
By offering the most noteworthy utility to purchasers, Nike has had the option to control the piece of the pie in the foot attire industry, and consequently one of its principle competitive benefits is its image value. During the 1990s, Nike had executed an expense authority strategy to recapture piece of the pie it had incredibly lost. Today, it has had the option to effectively execute the two angles, which is uncommon. A competitive benefit of Nike is that it doesn't claim any industrial facilities for creation, rather re-appropriates activities to many production lines in nations like China and keeps up with exceptionally close store network control. Through its inventory network the executives, it can bring down expenses of creation, while keeping up with its elevated expectations. Furthermore, it likewise brings down its stock danger, since, supposing that a pattern in the market transforms it can change stock in a quicker manner. Another fundamental benefit that it has is its eager R&D and item improvement. Nike works in around 180 nations and is capable continually present new product offerings with fruitful development. The utilization of unmistakable competitors adds to its image picture. One of Nike's most important asset/abilities are its monetary ones. Nike has a reliable in general income development and profit pay-out to investors. It also has a lot of held profit extra as it's ready to foster top line athletic items.
13. [bookmark: _Toc82103994]Recommendation
For Nike, the recommendations include, on corporate level systems in India, the decisions key directors should make includes (1) To choose the business and enterprises in which an organization ought to contend; (2) To choose which esteem creation practices are required to be carried out and (3) to take decisions regarding entering, forming mergers, or leave organizations to amplify long term revenues respectively. In case of UK, Nike is known to exploit this making significant changes in its Value Chian. In India, Nike "has made a proposition to the Department of Industrial Policy and Promotion under the business and industry service to set up completely possessed stores in India. Specialists say the application by Nike is an indication of more prominent responsibility of the brand to the Indian market. Completely claimed stores offer significantly more command over quality, shopper experience, and offer opportunity to the brand to pick areas for stores". Making such an establishment implies Nike "doesn't have to bear the improvement expenses and dangers related with opening up an unfamiliar market all alone, for the franchisee commonly expects those expenses and dangers". It will help in increasing the brand recognition across the globe for minimal cost. Whereas, it is considered that the detriment for Nike for expanding in India is no presence of value control. However, in order to eliminate quality compromise and any issues regarding it, it is required by Nike to screen such activities and create quality control protocols. 
In context of the UK, considering that Nike has control or dependency upon the US market they can go with a global strategy to increase their development. Nike utilizes trading to "acknowledge considerable size of economies from its worldwide deals volume". Nike provides assembling map which presents where the products are being produced and what are the materials that are utilised and the number of production plants being used. As of now, Nike is creating completed merchandise in 41 nations with more than 500 production lines. Nike fares and imports their items to get to "minimal expense yet profoundly talented work" 
Albeit minimal expense is another business level strategy, Nike doesn't take an interest. Nike items are excellent, and clients will address the costs due to the worth of confidence they find in the items. Nike gives this picture that each item is specific for the client deprived through Nike ID (the shoe personalization include) and other customization alternatives. To give such provisions Nike puts a great deal into innovative work to remain in front of the opposition and keep awake to date with innovation development.
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Strengths
Incase of UK,
« Reliable physical resource base evenly
distributed across the world;
« Closcly mainfained and updated quality of
products (Li et al., 2020);
« Established and up-to-date R&D department,
« Partnerships with celebrities, athletes, and
publicity persons;
Incase of India,
« Use of innovative technologies throughout the
value chain (Loredana, 2017);
* Versatile marketing sirategics
« Partnerships with celebrities, athletes, and
publicity persons;
« Robust distribution chai

Opportunities
Incase of UK,

« Predicted expansion of the sporiswear market
inthe UK.

« The increasing popularity of active sports as
an essential component of well-being and
lifestyle;

Incase of India,

« Production and distribution chain’s capacity
for improvement via automatisation and
optimization of the processes (Loredana,
2017):

« The growing role of the direct-to-customer
model,

‘Weaknesses
Incase of UK,
« Strong dependence on refail dstribution channcls
(Standaert, 2021);
+ Highly competitive market with one formidable
opponent (Adidas);
Incase of India,
Relatively high price (Loredana, 2017);
An increasing number of intemational operations
regulations (Sheth, 2020):
Dependence on the income of the target audience,

Threats
In case of UK,
o The emergence of highly flexible new entrants
who leverage opportunities of the contemporary
market undetected by the Five Forces model (e.g.
Under Armour):
In case of India,
o Impact of large-scale economic crises:
«  Currency fluctuations (Li et al., 2020):
« Further improvements of counterfeit products and
copycat businesses (Standaert, 2021).
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