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Executive summary
This report highlights the business perspective of Nike before and after the COVID-19 outbreak. Moreover, the business perception of Nike has been defined with different aspects such as internal and external analysis of marketing. The appraisal of Nike business strategies has been related to the business justification as per the study requirement. In addition, the industry life cycle has been introduced in the context of Nike. Apart from that, depending on the PEST analysis for external expansion, some of the recommendations have been provided in this report also. 
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[bookmark: _Toc88751984]1.0 Introduction
Due to the coronavirus pandemic, the entire rate of production for Nike has been disrupted in Vietnam and their overall factories. The company has refused to supply from their suppliers in terms of storage system issues. Moreover, due to this pandemic, Nike has lost some of the potential suppliers in the worldwide region (BBC news, 2021). On the other hand, the business and marketing operation has been suspended due to coronavirus spreading. 
In addition, this study demonstrates the different types of business perspectives in the context of Nike to determine their internal as well as external business scenario. Porter's five forces helps to examine internal organisational analysis, and PEST analysis helps to determine the external factors related to Nike business. In order to determine business threats and their opportunities criteria, this study also provides a business life cycle. In other words, depending on the threats, some recommendations have been interpreted in this research as per the requirements.
[bookmark: _Toc88751985]2.0 Internal Analysis of Nike
[bookmark: _Toc88751986]2.1 Porter’s Five Forces
	Five forces
	Descriptions

	Buyers power
	Due to the high impact of coronavirus in the last year, buyers have started to buy their essential commodities daily. As a result, Nike has faced a 73% of reduction in customers' engagement with their fashion products. As proposed by Varelas and Georgopoulos (2017), in this regard, they have lost $35 billion of business revenue in the previous year. As per the rate of production, their suppliers have stopped delivering products to Nike with such an amount of loss. Moreover, the business impact has disrupted the entire business of Nike with the practical life impact of coronavirus.

	Suppliers power
	Due to the COVID pandemic situation, suppliers are selling products directly to the consumer. In this scenario, Nike has faced a huge loss of business comparison. Moreover, the brand power has been destroyed in the context of Nike that can be related to the business aspects. In addition, the high spreading of the coronavirus has disrupted the supply chain and its effects on medium quality products. In this regard, the recent disruption in the business formation is affected by the supplier's ability in the marketplace. As per the observation of Pervan et al. (2018), the evidential elements of Nike helps suppliers to encourage their customers and customers are buying products from Nike suppliers directly. It affects the 38% of additional loss in the business term of supply chain disruption for Nike. 

	New entrants
	Medium and small players in this fashion industry impact the Nike business with some new brands. Moreover, retailers are launching their new e-commerce sector due to strong competition in the pandemic time. This service provides contactless delivery of the product, which affects the business perspective of Nike as well. As illustrated by Ferras‐Hernandez and Nylund (2019), moreover, tracking on Google has shown the estimated loss of Nike is about $45 billion in 2021. The estimated amount of Google forecast has been proven in the recent year with the new entrant ability in this fashion industry. As a result, Nike is facing strong competitors in the market, such as Amazon.

	Threats of substitutes
	In terms of the Covid pandemic, people are trying to survive their life with less expenditure but not with a luxurious lifestyle. As a result, potential customers of Nike are choosing other brands with fewer amounts after the first wave of coronavirus. As described by Olasiuk (2017), it affects 73% of the sales percentage of Nike in an operational business manner. Customers loyalty has been broken in part due to out of stock, private labelling, price sensitivity and production choice. These are the criteria attracted by customers in terms of other business organisations' business profiles. 

	Power of rivalry
	With high competition after pandemic time, more companies are doing their business promotion with various business channels. Moreover, agreeing on the pricing of Nike helps other companies to make their business markets a new rivalry. As per the observation of Varelas and Georgopoulos (2017), the district promotion of Nike has decreased the sales rate by 28% as compared to the previous time as well. New rivals in the marketplace have affected partnerships with technology, and it does not fulfil the target market sales. As a result, Nike has lost their brand promotion techniques in this recent pandemic time.


Table 1: Porter’s five forces
(Source: Pervan et al. 2018)
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	Analytical perspective
	Description

	Strengths
	· Strong brand image
· The production line is vast
· Brand sustainability
· Diversified workforces

	Weaknesses
	· Labour shortage
· Ineffective product mix
· Limited market presence
· Third-party retailers


Table 2: Strengths and weaknesses of Nike
(Source: Meng et al. 2021)
Strengths
Nike has the largest household brand after the covid pandemic, which helps them to maintain business perspective in the worldwide region. As Abad-Santos (2018) argued, Nike's business description yearly attracts 7.8% of new customers that have been affected by a coronavirus, and it goes up to 5.6%. Moreover, the mentioned organisation has an extensive range of products while they are manufacturing their sportswear products in the marketplace. Brand sustainability is one of the effective strengths for Nike to produce a large range of customer’s benefits after the covid-19 outbreak. In addition, a diversified workforce makes $128 billion in market share (Nike, 2020). In this regard, these elements of the strength have been found in this study with the internal factor analysis in the business perception of Nike. Moreover, after the covid pandemic, it affected the Nike business sales percentage, which is about USD 44.49 billion from their major segments (Liu, 2021).
Weaknesses
The organisation has faced labour shortage as one of the common issues in this industry, which makes a loss of USD 31.40 billion (Nike, 2020). Due to labour shortage, the organisation is facing some issues related to production and manufacturing. Ineffective products mixture helps other companies to define their own business as compared to the Nike business comparison. In this regard, the operational business terms of Nike have been changed, and it directly affects the yearly revenue generation. As mentioned by Meng et al. (2021), during the competition after the pandemic, the Nike business is segmented in only one trade that is a weak entity for the concerned business firm. Limited market presence and appreciation of third party retailers, Nike are losing their potential customers in this market. 
[bookmark: _Toc88751988]2.3 Nike’s Performance
Sales
The business share of Nike as a sportswear company in the market maintains an all-time high trading business perception. On the other hand, quarterly sales of Nike have been trading as one of the effective business perceptions as compared to other companies in the same trade. Some investigation shows that Nike is navigating the industry with pandemic effects as a digital power in the US market. Moreover, the organisation shares rose within the valuable percentage of 7.7% that hitting the amount of $147.95 (Nike, 2020). 
Profit
Business capitalisation after coronavirus spreading, Nike has faced a $228 billion growth rate in the sportswear industry (BBC news, 2021). The share value has been doubled just before the pandemic was declared in March, which is one of the significant stages of Nike business strategies. 
After the COVID pandemic outbreak, Nike is fully doing their business in the digital scenario that helps them to recover from marketing loss. The new strategies in the marketplace provide business insights to the mentioned company to enhance the sales rate. As per the statement of Distelhorst et al. (2017), in this regard, the organisation passed 30% of sales from the eCommerce sector as an additional business competence. The development of business growth after the pandemic has been forecasted to be the second-largest sportswear company in 2023. 
[image: ]
Figure 1: Nike business digitalisation growth
(Source: Childs and Jin, 2018)
Employees
Customers shifting mentally have been controlled by them and reach the quarterly growth rate of 7% in a year, which is addressed as $11.2 billion in the global market with satisfied employee's engagement (Nike, 2020). The market needs are being developed by the concerned firm with a developed percentage of 12% to $1.25 billion due to employee satisfaction (Lee et al. 2020). Selling in the market has been developed with the marketing improvement strategies as the internal segmentation of business appraisal for Nike.
[bookmark: _Toc88751989]3.0 External Analysis 
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The business description of Nike has been evaluated in PEST analysis with the guidance of political, economic, social and technological factors for the critical impact of coronavirus spreading (Pangaribuan and Marpaung, 2020). These four aspects have been described below for the mentioned company as follows:
	Factors
	Description

	Political
	· Special value in this corporate
· Low-interest rate
· International tax argument

	Economical
	· Low-cost labour
· Deep pocket finance
· Development in the less economically strong countries

	Social
	· Public relation
· Health consciousness (Irwan and FebriyantoSamani, 2021).
· Production process

	Technological
	· Social media
· Value-based information matrix
· Production and target


Table 3: PEST analysis for Nike
(Source: Savić and Fulanović-Šomođi, 2019)
Political
Special value in the corporate world after the covid pandemic helps to increase the sales growth in the sportswear market. With a low-interest rate of 3.5%, Nike can be paid with less tax from their customers (Nike, 2020). International tax argument provides business insights to Nike in order to fulfil their business gap after the coronavirus pandemic. These critical political factors of Nike help to secure business performance in the US business aspects. Moreover, the organisation is growing with these aspects in the sportswear market with 65.2% of market growth in the international market (Savić and Fulanović-Šomođi, 2019).
Economic
With low-cost labour, such economic factors helped Nike to secure health-related consciousness in the world side scenario. As per the statement of Pangaribuan and Marpaung (2020), the development of “pocket finance” has helped the organisation with justified relation of business with 24% of economic growth in the market. Nike is following the business strategies with less developed countries to maintain their business perception. As a result, the development has been seen as compared to the other region in this business industry growth after the pandemic.
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Figure 2: PEST analysis
(Source: Irwan and FebriyantoSamani, 2021)
Social
Maintenance of public relations with business context can be ensured with the guidance of the business authority of Nike. This has developed the entire scenario of the developed case of business after the covid pandemic. More distinction in the social factors is more likely to be related to the justified analysis of Nike after the covid pandemic. As mentioned by Savić, M. and Frfulanović-Šomođi (2019), the critical impact of coronavirus has made the effectiveness with the business perception of the mentioned company as well. The rate of production is well maintained by Nike to deliver a systemic production after the covid outbreak.
Technological
The organisation has developed their social media platform that allows things to blow up faster. In addition, Nike is doing their business by building trust with potential customers that can be an effective use of the “double-edged sword” strategy. Furthermore, business optimisation of valuable opportunities in this business market helps to solve supply chain issues with the help of technical factors. As described by Quan (2021), targeting the market with production, Nike has enabled value-based information metrics as per the advantages in terms of technology.
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	Analytical perspective
	Description

	Threats
	· Counterfeiting
· Aggressive competition
· Sports and outdoor activities suspension by government

	Opportunities
	· Growth of industry
· Opportunities in the new market
· Digital trends growing


Table 4: Threats and opportunities of Nike
(Source: Wooten and Rank-Christman, 2019)
Threats
The popular and essential goods in the market are counterfeiting with the rate of production with Nike as a well-known brand. Global trade includes a high rate of fake production in this market that can happen for Nike with a 22% decrease in the marketplace (Wooten and Rank-Christman, 2019). The scenario of the fake goods is extending as the global trade as the potential threats in the market, which has been extended as the industry growth rate. Financial competition in the market has been demolished with market leadership for Nike in this industry, which promotes a large range of marketing shares. Financial competition in the market share as compared to Puma and Adidas has decreased by 57% in the context of Nike in this marketplace (Nike, 2020).
Opportunities
In this sector, the growth has been increased by 3.5% on a year-by-year basis to define the opportunities elements of Nike. As mentioned by Zhang (2018), moreover, the development of the organisation in terms of opportunities has been increased from USD 1.8 trillion to USD 1.9 trillion. Newmarket entrance opportunities are one of the plus points for Nike in order to maintain business perception as well. The incremental rate of growing trends in the digital industry growth has been passed with the online medium. The development in this market is developed with current market trends after the covid-19 outbreak. In the words of Wooten and Rank-Christman (2019), a pandemic increases online sales that also affect the total sales rate from 16% to 19%. These are the opportunity elements with a high sales growth rate with the business perspective of Nike in the sportswear industry.
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The entire industry life cycle is being made with the help of various stages of industrial development. The basic scenario of this industry is dependent on the four stages, which are given below as follows:
Introduction stages
The production appraisal in the market has been developed with the industry trends in the context of Nike. As mentioned by Mestre and Cooper (2017), this stage of the industry life cycle has been related to the infancy of the business generation for process segmentation of the industry relation as well. The proposed relation of the initial stage has been introduced with Nike business development strategies.
Growth stage
In this stage, the industry-related justification comes with the finding as well as company design strategies. In this regard, the difference between the growth stages and the introduction stage is controlled by the competitor's production rate. As illustrated by Moorhouse and Moorhouse (2017), the requirements had been included with the industry requirement as per the offering of customised packages as well.
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Figure 3: Industry life cycle
(Source: Moorhouse and Moorhouse, 2017)
Maturity stage
In this current stage, the industry needs to be related to changing nature of the latest technology. The profit developed in this time has been related with the sales percentage with the profit maximisation process as well. Moreover, applications of customers have been resolved in this stage as per the industry requirement for the mentioned company.
Decline stage
This stage is investing as the industry needs for the companies additional changes as per the latest technologies. Moreover, in this stage, the production survival is related to the sales, production and business suffering (Curtis and Hansson, 2019). In addition, this scenario is correlated with marketing development that can be suffered by the sportswear industry.
[bookmark: _Toc88751993]4.0 Recommendation
Long-term business scenarios have been related to the best quality concern and the development of Nike business as well as marketing strategies. Considering the entire context it can be recommended that by following the below solutions, Nike can maintain their business sales proportion effectively.
Use of latest technologies
Customers of this industry are now becoming more fashions and user friendly to the technologies. In this regard, Nike can use the latest and innovative technologies to make strong competencies in the market. The business competition can be obtained with the latest technologies as per the use of new techniques (Fu et al. 2018). Nike can invest a huge amount in their research and development department to increase product durability and the brand name of the company.

Figure 4: Recommendation
(Source: Created by the learner)
Tailor-made products availability
In this recent time, customers are accessing the internet to fulfil their daily needs, which makes their priority at the first element. Nike can ensure customers their products with contactless delivery options that can be effective with comparison quality. Brand loyalty has been maintained by applying such types of requirement fulfilment as per the delivered options to the customers. In this regard, the availability of tailor-made products can be helpful for Nike to make proper increments in this industry.
Use of business promotional strategies
Using different types of promotional strategies by Nike can be helpful for them to discover more significance in this market. Moreover, the organisation needs to be innovative in their usages as per the promotional business relation (Curtis and Hansson, 2019). As a result, Nike can create beneficial business insights towards the increment. The use of the internet is one of the platforms for Nike promotional, strategic business as per the study requirements.
These are the recommended solution strategies for Nike that can help them increase sales growth in the marketplace. The estimated development can be obtained with the justified solution elements in the context of Nike. 
[bookmark: _Toc88751994]5.0 Conclusion
Due to the Covid pandemic, the whole pace of creation for Nike has been disturbed in Vietnam and their general processing plants. The organisation would not supply from their providers as far as capacity framework issues. Besides, because of this pandemic, Nike has lost a portion of the expected providers in the overall area. Then again, the business and advertising activity has been suspended due to Covid spreading. 
Furthermore, this review exhibits the various kinds of business points of view with regards to Nike to decide their inward just as outer business situation. Porter’s five forces assist with analysing hierarchical inner examination, and PEST investigation assists with deciding the outside factors identified with Nike business. In order to decide business dangers and their chances standards, this concentration likewise gives a business life cycle. Overall, contingent upon the dangers a few proposals have been deciphered in this exploration according to the prerequisites.
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