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[bookmark: _Toc48314898]Introduction
The following report is based on analyzing the external environment of Nike to understand the influence of various factors on the companyand the various forces that influences the organization while evaluating the role of marketing that plays a significant part for the organization. 
[bookmark: _Toc48314899]Business overview
Founded by Phil Knight Bill Bowerman and established in the year of 1964, Nike is an American brand that works on a multinational basis designing and manufacturing footwear, clothes, etc and selling and marketing the same across countries (Kozinets, 2017). The mission of the Nike Inc is to ensure that they are able to create extravagant innovation in the field of sports, ensure sustainability, build a global team with cultural diversification and hence, create an impact on the society they work. Further, Nike’s vision statement indicates to bring innovation to inspire athletes of the world. 
[bookmark: _Toc48314900]Main Body
[bookmark: _Toc48314901]PESTEL Analysis for understanding external environment of business
Political: a stable political environment is required for a business to operate in any country and the political scenario of the country needs to favour the business market. Significantly, Nike has its manufacturing unit in the US and the Asia; however, it had to spend $750,000 for lobbying  for ensuring favourable political condition (Rastogi, and Trivedi, 2016). In terms of UK, the most recent issue that it might face is the Brexit whereby political instability is highly possible in the future. 
Economic: A favourable economic condition for Nike involves stable currency and adequate financial situation of the country hence, not facing losses. From 2011 to 2015, Nike has improved its revenue by 10 billion for $30.9 billion in the international market. However, while operating in a country like the UK that is to exit the European Union, economic recession is bound to happen which may create unfavourable conditions for Nike.
Socio-Cultural: social factors in terms of lifestyle affect brands while cultural factors also influence them. Athletic brands like Nike not only provide products for athletes but also in terms of fashion and design attracting many customers. On the other hand, the influence of cultural factors leads to different marketing campaigns by the brand in different countries. If seen in the context of the UK, athletes and people in general prefer the brand because of its popularity and different styles that it offers and hence, based on socio-cultural factors, Nike has a favourable business environment in the UK as in other countries it operates. 
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Technological: technological developments has played its role in terms of enhancing the business environment of brands whereby marketing, inventory, sourcing and outsourcing are the management issues that has made significant developments. Effectively, Nike induces outsourcing to its suppliers while it is affected by the inventory and distribution due to technology. Social media has served as extensive way of marketing for Nike in terms of accessing its customers worldwide with 27 million followers in Facebook highlighting its popularity. 
Environmental: sustainable development has emerged as a concerning issue whereby Nike has ensured its CSR by changing and implementing business policies that favours the environment, the athletes as well as the business. Significantly, it has induced suppliers to ensure that they provide with environmental-friendly products and thus, link sustainability with product innovation as their organizational strategy (Fozer, et al., 2017). The policies for sustainable organization and products are favourable in terms of its implementation in all its manufacturing units and through all its suppliers. Hence, any country it markets or establishes into, Nike would ensure sustainability effectively. 
Legal: law is an important factor that affects the businesses significantly while working within any country. Effectively, the western countries like the UK or France tend to have better laws in terms of businesses than China or India, that require time to amend their laws for foreign establishments proving to be hindrance for the businesses. The labour laws of the UK in terms of workers’ protection and safety as well as laws related to maintenance of product quality favours the business of Nike quite significantly. 
[bookmark: _Toc48314902]Porter’s Five Forces Analysis of Nike
Bargaining Power of Suppliers: there are many suppliers for Nike in the world,whereby the presence of individual suppliers do not form a great force against Nike. The company has established significant standards that the suppliers need to follow while it may switch from one supplier to another in case any of them do not adhere to these standards. Hence, the bargaining power of the suppliers of Nike has a low force. 
Bargaining Power of Buyers: the customers of Nike may switch to other brands like Puma, Reebok or Adidas in terms of ensuring a low cost factor which acts as a moderate force due to product style and performance that the others do not have (Jiang, 2019). Effectively, in terms of cost of the product, customers may shift to other brands exerting a moderate force while in terms of design and performance customers prefer and are loyal to Nike ensuring weaker force in this term. Thus, bargaining power of the buyers is low to moderate. 
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Threat of substitutes: in terms of substitutes, there are many brands that may produce and manufacture similar products while the products are priced significantly lower than Nike, working as a moderate force of threat. However, the design and performance of Nike may not be substituted by other brands neither can its quality be substituted which exerts a moderate force. Hence, threat of substitutes for Nike in terms of overall scenario may be termed as moderate. 
Threat of New Entrants: In terms of establishing a business’s, the investment may not be too high for the new entrants. However, in terms of ensuring greater supply chain, quality of the products, marketing, distribution channels, workers, etc includes a lot of time that seems difficult to build. Moreover, Nike has a global brand image and reaching the stage of competing with Nike requires a lot of time given the brand’s position in the market. Hence, threat of new entrants for Nike is considerably low (ÖNEREN, et al., 2017).
Threat of Rivalry: in terms of rivalry in the field of sports Nike has several competitors that may seem as strong rivals to the brand for instance, Adidas, Under Armour, etc. The industry does not have stronger players than these and tend to be saturated while te competition is so high that the brand are relatively competing to gain larger market share than the other. Hence, competitive rivalry for Nike stands as a strong force. 

[bookmark: _Toc48314903]SWOT Analysis of Nike


	Strengths
	Weaknesses

	· Nike’s brand image in the global platform is very strong. 
· It is driven by innovation of its products ensuring quality and performance. 
· The network of distribution of Nike products are spread across the world. 
	· Nike’s presence as a brand in the developing nations are limited. 
· It has significantly faced issues about labour and production facilities. 


	Opportunities 
	Threats 

	· Nike has great opportunity in terms of ensuring its labour facilities while enhancing their employment practices effectively. 
· Furthermore, developing countries in the Asian and African regions are developing economies where market share is large and capturing the same would be an opportunity (Abad-Santos, 2018). 
· Developing their strategy of product mix is significantly necessary. 
	· Competition is significantly high for Nike in the market whereby Adidas and Under Armour are great competitors in terms of products and performance.
· Moreover, these brand could outshine Nike due to the rapid expansion of technology in the market. 
· Imitation of the products is highly possible whereby poor patent laws may lead to imitating of Nike products in the developing countries, posing a threat to the brand. 



[bookmark: _Toc48314904]Analyzing Nike in terms of Market Segmentation, Targeting and Positioning
Segmentation: Nike segments the market based on demographic, psychographic, geographic and behavioural factors. Accordingly, demographic segment of Nike includes customers from 11-45 years of age while also focusing to provide products for both men and women. Significantly, in psychographic terms, Nike approaches customers involved in athletic lifestyle as well as keen for fashion. Nike understands customers’ sentiments regarding quality products and makes them feel extravagant by its products and ensures customer engagement (Bolon, et al., 2018). Nike in geographical ways, campaigns in USA, Asia, Europe, Australia and Africa with focus on urban population. 
Targeting: in terms of the various market segments that Nike approaches, the target market for the brand remains customers associated as professional athletes ensuring to serve through niche markets sports products. Significantly, their products are available online and further has the option of customising their shoes and apparels. Furthermore, market tactics of the Nike in terms of targeting customers also include sponsoring of events and through athletes hence, ensuring a larger market share. 
Positioning: Nike positions itself as the leader of sports and athletic brand providing wide range of products with effective quality and performance for its customers. Moreover, through its promotional campaigns with athletes and celebrities, it ensures its reliability to the customers. it entitles the Brand with the achievements of the professionals in their field ensuring that the product is trustworthy as well as provides magnificent performance.  Hence, Nike expands itself as the most trustworthy sports brand that also offers fashion, comfort and performance. 
[bookmark: _Toc48314905]4Ps of Marketing Mix
Product: Nike ensures to sell out a wide range of products that includes shoes, apparels and even accessories. Significantly, the sports brand ensures that athletic performance should reflect from footwear along with clothes and accessories used by the professionals. Hence, Nike offers shoes for sports and fashion while apparels like jerseys and shorts. Effectively, the company has other brands under itself including Converse and Hurley. 
Price: the pricing strategy of the Nike includes value-based pricing strategy that identifies the price of the shoes, apparels and equipments based on the consumers’ perception of the product value while the maximum price that customers desire to pay (Resnick, et al., 2016). Significantly, premium pricing strategy of Nike includes products that are high in value and quality, endorsed by celebrities and hence, priced based on their premium quality and performance. 
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Place: Nike has its own retail stores that includes all sorts of products that the brand manufactures and designs that are available across the world. Wal-Mart is one of the biggest retailers of Nike products along with other regional stores. Nike also has its online web stores while the brand operates in many areas based on their own stores owned by the company. Significantly, the online stores of Nike along with other online brands of shopping sells their products. 
Promotion: Nike utilizes many channels to promote its products and brand that includes advertising channels, personal selling and even direct marketing through mails. The sales promotion of the company accounts for seasonal discounts and offers that helps the brand gain more significance (Arab, 2018). Further, the brand has maintained its public relations by providing funds and financial support to other brands significantly and has ensured to promote its products through community network creation as an important aspect of brand promotion tactics. 
[bookmark: _Toc48314906]Recommendation
Nike in terms of a global brand has gained huge significance while recommending an effective strategy in terms of its marketing practices in future. Accordingly, within the framework of Ansoff Matrix, it can be identified that with the use of extensive Integrated Marketing Communication (IMC), Nike as a leading brand could use the strategy of Market Penetration whereby the company would require to enter the existing markets with its existing products(Cleberg, 2019). Significantly, utilizing the market development strategy as well by entering into new markets with their existing products like the developing regions of Africa and Asia, Nike would be able to gain significant market share even in the developing economies of these countries and further, inspire and innovate through their products ensuring to gain higher customer loyalty and engagement. 
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[bookmark: _Toc48314907]Conclusion
Hence, it can be concluded that the external market environment in terms of socio-cultural, technological, environmental and legal aspects favours Nike effectively while it requires a more stable political and economic scenario in case it aspires to enter into the UK or developing economic nations. Further, the SWOT analysis has evaluated the strengths, opportunities while the market segment, and targeting determines it marketing tactics. However, recommendation of the marketing strategy would further strengthen its position and eradicate the weaknesses and possible threats as well.  
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