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[bookmark: _Toc141665875]Executive Summary
The marketing initiatives, strategic positioning, and market challenges faced by Nike Inc. in the international sportswear market are examined in this critical evaluation report. A renowned multinational corporation, Nike is well-known for its cutting-edge athletic footwear, clothing, and accessories.
The report opens with a thorough overview of the company before highlighting the importance of marketing to Nike and its strong brand identity, emotional connections with customers and successful marketing tactics. The SWOT analysis identifies the strengths, weaknesses, opportunities, and threats of the company, while a PESTEL analysis examines the macro environmental factors affecting Nike in depth. Young adults, athletes and sports enthusiasts form the target market, which Nike successfully reaches through traditional and digital media platforms. Profitability, brand value, customer satisfaction and sustainability initiatives are some important success indicators. Future development strategies are discussed in the report's conclusion, focusing on innovation, brand protection, sustainability and ethical behavior.
Following these suggestions will help Nike maintain its market dominance and widespread success.
1. [bookmark: _Toc141665876]Introduction
Marketing is essential for establishing a company's brand, promoting sales and building customer loyalty (Shoemaker & Lewis, 1999). By understanding how a company allocates its resources to marketing, adapting to the macro and micro marketing environment, identifying and capturing target markets, choosing communication channels and evaluating the success of campaigns, it will gain important insights into the company's marketing strategy (Chaffey & Ellis-Chadwick, 2019).
In this critical evaluation report, we examine deeper into each aspects of Nike's marketing initiatives to judge their effectiveness and how they affect the company's success from its marketing strategy as a whole.
1.1 [bookmark: _Toc141665877]Nike Inc. Company Overview
Nike Inc. is a well-known American multinational company specializing in the design, sale of athletic footwear and manufacture, apparel, equipment and accessories. Bill Bowerman and Phil Knight founded it in its original form as "Blue Ribbon Sports" on January 25, 1964 (Childs & Jin, 2018). The business change its name to Nike Inc. on 30th May 1971 (Hoffman, et al., 2019).  Near Beaverton, Oregon, USA, is Nike Inc.'s global headquarters is situated. Availability of Nike in the America, the Asia-Pacific region, the Middle East, Africa, and Europe (Ambos, et al., 2010).
The mission of Nike Inc. is to "promote product innovation for athletes worldwide." Countless ideas are being tested to improve athletic performance, reduce injury risk, improve cognition and feel, and provide athletes with state-of-the-art products. (About Us, n.d.). The world's most recognizable symbols, "Swoosh" logo was developed in 1971. The Swoosh symbolizes movement and speed, a focus on Nike athletic innovation and excellence. Further, Nike Inc. has a robust product line that supports a variety of sports and fitness endeavours. The business sell footwear for men, women and children, and athletic sportswear, equipment and accessories. Nike is known for innovative technologies that improve performance and comfort, such as air cushioning and Flyknit fabric (Global Data, n.d.).
The business continuously invests in research and development to produce technologically cutting-edge products that meet the changing needs of consumers and athletes (Tidd & Bessant, 2020). Nike Air cushioning system, Flyknit technology and Dri-FIT moisture wicking material are some of the notable innovations (Sustainability, n.d.).
Nike Inc. has a significant global presence with operations spanning several continents (Carty, 2002). The company markets its products under a number of brands including Hurley International, Nike, Jordan Brand and Converse (a subsidiary) (Kim, M, 2020). Nike engages with customers through its brick and mortar stores (Nike Direct), wholesale alliances and online e-commerce platforms (Faria, 2022).
In the sportswear world, Nike Inc. known for its performance-driven products, innovative designs and effective marketing techniques. Nike continues to set the standard in the athletic and fashion industry with a strong commitment to sustainability and social responsibility.
1.2 [bookmark: _Toc141665878] The Concept and Importance of the Marketing for the Nike Inc.
Global sportswear and athletic footwear manufacturer Nike Inc. has earned a reputation for producing high products, innovation and creating memorable marketing campaigns (Lin, n.d.). Marketing is a key component of a company's business strategy, which includes a series of activities intended to produce, communicate, and provide value to target audiences (Radhakrishnan, 2014). Marketing strategy of Nike is focused on creating a strong brand image, connecting emotionally with consumers, and keeping a competitive edge in the fast-paced sportswear market (Aaker & Joachimsthaler, 2012).
According to Keller and Kotler (2012), Nike's strong brand identity is an important factor in the company's marketing success (Keller & Kotler, 2012). Nike has excelled at both brand positioning and building strong brand associations. The brand taps into emotions to create deeper connections with its audience through storytelling and impactful visuals (Escalas & Bettman, 2005). Nike's "Just Do It" campaign, for example, has inspired millions of people around the world by encouraging a positive outlook and equipping people to face obstacles (Kotler & Armstrong, 2010).
Nike strategically partners with well-known athletes to enhance its brand credibility and image. Kim and Na (2007) discuss the impact of celebrity endorsements on brand perception, emphasizing how Nike's association with elite athletes such as Serena Williams and Michael Jordan has positively influenced consumer attitudes and purchase intentions (Kim & Na, 2007).
Nike interacts with its customers through linking targeted campaigns and digital platforms, building a sense of community and promoting brand loyalty (Phelps, et al., 2004). Another importance aspect is effective marketing strategies. Nike has become the market leader in the sportswear segment thanks to its successful marketing initiatives. Continuous marketing initiatives targeting different consumer segments have helped the brand gain a global audience and penetrate new markets (Moutinho & Hutcheson, 2019). 
1.3 [bookmark: _Toc141665879]The Environmental Analysis of the Nike Inc.
The company's performance, sustainability and overall success are potential outcomes of this analysis, which involves a systematic investigation of both internal and external factors (Epstein & Roy, 2001). 
1.3.1 [bookmark: _Toc141665880]The Macro Analysis of the Nike Inc.
Macro analysis, also refer as PESTEL analysis, is a strategic tool for investigative external macro environmental factors that may have an influence on operation of the organization operations and business environment (Kotler, et al., 2017). 
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[bookmark: _Toc141665891]Figure 1 PESTEL Analysis
Political Factors: These elements relate to the Government stability, trade rules, tax policies and political stability which influence of political institutions and government policies (Perera, 2017). Nike operates in a number of countries around the world and political stability in important markets is critical to smooth operations (Kotler, et al., 2017). For example, trade policies and labor laws can have an impact on Nike's supply chain and product prices. When investigating further it is clear that the Nike's corporate based in United States and thus it benefits from its excellent growth policies (IRS, 2023). Numerous responses from the public have been sparked by Nike's eponymous "Just Do It" campaign (Copeland & Boulianne, 2020).
Economic Factors: Economic considerations concern the overall state of the economy and its impact on organizational operations. Economic conditions can have an impact on consumer spending power, product demand and overall corporate profitability (Porter, 1980). In the third fiscal quarter of 2023, Nike experienced significant growth, generating revenues of US$ 12.4 billion, a significant 14% increase over the previous year (Jones, 2023). Nike allocated a significant budget for advertising and promotion in 2022, amounting to about $3.85 billion (Tighe, 2022). These extensive marketing initiatives have successfully connected with the general public, increasing brand awareness and accelerating Nike's growth path.
Social Factors: The term "social factors" refers to current demographic, social, and cultural trends that may have an impact on a business (Matović, 2020). Nike's marketing campaigns that address sensitive social issues such as male patriarchy and social injustice in an effort to change awareness and influence demonstrate the importance of social factors in the company's (Waymer & Logan, 2021). Additionally, Nike actively embraces corporate social responsibility by implementing initiatives to promote a welcoming and healthy workplace for its staff. In addition, Nike demonstrated its commitment to social responsibility in response to the COVID-19 crisis by donating more than $17 million to pandemic response operations, providing clothing and food to underprivileged international communities (Newcomb, 2020). 
Technological Factors: Technological factors are improvements and innovations in technology that have the potential to affect businesses and industries (Sammut-Bonnici & Galea, 2014). Staying abreast of technological developments is essential if businesses want to stay innovative and competitive. Nike has been able to innovate and create cutting-edge products and digital marketing strategies thanks to technological advancements (Amit & Zott, 2012). The growth of e-commerce, Nike has strategically embraced targeted advertising and online sales methods to reach and engage its broad customer base. The business has also invested in state of the art manufacturing technologies to improve manufacturing flexibility, efficiency and product quality. Nike is committed to reducing environmental pollution and promoting circular economy principles by using 3D printing technology and sustainable materials (Wong, 2022). Additionally, the use of electronic devices has completely changed the way Nike develops its products, resulting in innovations and improvements in its product line. 
Legal Factors: The influence of laws and rules on business operations describes the legal factors (Sammut-Bonnici & Galea, 2014). To avoid legal problems and maintain a good reputation, businesses must comply with legal requirements. The importance of brand image and intellectual property protection is evident from Nike's macro analysis. As part of a highly regulated industry, Nike adhered to labour laws, safety regulations, and intellectual property rights to protect its reputation and avoid legal trouble (Wells, 2009). Nike protects its intellectual property by using copyrights, trademarks, and patents to stop unauthorized use and duplication of its designs and technologies. To ensure compliance and ethical marketing practices, Nike also complies with laws and regulations governing advertisements and promotional tactics (Garner, 2023). 
Environmental Factors: The impact of environmental and environmental issues on business operations are called environmental factors (Sammut-Bonnici & Galea, 2014). According to Nike's micro analysis, the company has implemented sustainability initiatives such as "Move to Zero" to show its commitment to environmentally friendly business practices. By reducing the environmental impact, this initiative not only seeks to protect the future of the sport, but also to improve Nike's brand image (Biron, 2019). 
Considering political, economic, social, technological, environmental and legal aspects, Nike is able to develop strategies that fit the existing situation and encourage long-term success and growth.
[bookmark: _Toc141665881]1.3.2  	The Micro Analysis of the Nike Inc.
Micro analysis is an in depth investigation of specific internal elements that influence a company's performance and operations (Kotler, et al., 2017). To achieve goals and maintain competitiveness in the market, SWOT analysis helps organizations to identify areas for improvement, capitalize on strengths, address weaknesses and make well-informed strategic decisions.
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[bookmark: _Toc141665892]Figure 2 SWOT Analysis
Strength: Strengths are the internal qualities and capabilities that give a business a competitive edge and help it succeed. Strong brand recognition, technical know-how, a skilled workforce, and effective processes are some examples (Kotler & Bowen, 2017). Nike has a strong and well-known brand, known for its cutting-edge products and famous advertising campaigns (Keller & Kotler, 2012). Further, the business makes substantial investments in R&D, which results in ongoing product innovation and technological advancements (Kim & Ko, 2012). Nike net worth is ranked an impressive tenth in the Global Brand Ranking Report (Nike, 2017). With a large network of retail locations and distribution channels, Nike has a significant global footprint and access to diverse markets (Moutinho & Hutcheson, 2019).
Weaknesses: Internal factors known as weaknesses weaken a firm's performance and ability to compete. They may consist of inadequate funding, poor finances, lack of innovation, or ineffective marketing plans (Kotler & Bowen, 2017). Nike relies on outside manufacturers, which can complicate the supply chain and raise quality control issues (Li, et al., 2019). The business has previously been criticized for its supply chain labor practices and environmental impact (Phelps, et al., 2004). Additionally, the business is criticized for its poor working conditions, including claims of child exploitation and forced labor (BBC News, 2020). In addition, 
Opportunities: Opportunities are external forces that a business can use to expand and become better. Emerging markets, technological developments, changing consumer preferences and favourable economic conditions are some examples of these (Kotler & Bowen, 2017). Nike has opportunities to improve its sustainability practices and enhance brand reputation by capitalizing on consumers' growing interest in sustainable products and corporate social responsibility (Firth, et al., 2019). Nike's commitment to product innovation has led to the creation of fabrics that could revolutionize athletic apparel (Kline, 2022). 
Threats: Threats are external forces that pose problems and dangers to the success of a business. These are accentuated by strong indicators, economic downturns, regulatory changes or changes in consumer behavior (Kotler & Bowen, 2017). To maintain its dominance, Nike must increase its marketing budget and focus on product innovation in the face of increasing competition from established brands and fresh competitors (Palmer, 2022). Additionally, given the company's global operations and brand reputation, counterfeiting is a threat to sales and brand reputation (Admin, 2023). 
1.4 [bookmark: _Toc141665882] Target Market of the Nike Inc.
Nike Inc.'s target market consists of diverse individuals who share a passion for athletics, fitness, and sports. The company's primary target market is young adults, athletes, and sports enthusiasts who seek high-performance athletic gear and stylish sportswear (Kotler, et al., 2017). Nike positions itself as a premium brand with broad appeal and aims to serve male and female consumers across different demographics and geographies. Through its marketing campaigns and product offerings, Nike aims to connect with customers who value innovation, quality and style in their sports and daily activities (Moutinho & Hutcheson, 2019).
[bookmark: _Toc141665883]1.5 Selection Media for the Nike Inc.
Nike Inc. It uses a wide range of media platforms to successfully reach its target market. To connect with a large audience and market its products and campaigns, the company invests heavily in digital marketing and social media platforms such as Instagram, Twitter and YouTube (Kotler, et al., 2017). Nike also uses traditional media such as television and print advertisements to enhance its brand image and appeal to a wider audience (Kotler & Bowen, 2017). Nike can reach upscale and geographic consumers by normalizing digital and traditional media, ensuring maximum brand exposure and cementing its position as a top sportswear brand (Moutinho & Hutcheson, 2019).


2. [bookmark: _Toc141665884]Main Findings of the Nike Inc. Analysis
Nike Inc. the analysis provides a thorough understanding of the company's market position, strategic initiatives and challenges by highlighting key insights into the company.
The main conclusions of the PESTEL analysis indicate a good understanding of the company's external business environment. Nike's operations in different nations must take political stability and trade laws into account. Economically, the company's success is a result of strong revenue growth and increased marketing spend. Nike's corporate social responsibility initiatives and socially conscious marketing campaigns help the company's reputation. At the technical level, product development and marketing efficiency are driven by innovation and digital strategy. Legally, maintaining a strong brand reputation requires adherence to labour laws and protection of intellectual property. These elements can help Nike create strategies for long-term growth and success.
The SWOT analysis of gives some important conclusions. Strong brand recognition, innovative products, and significant R&D investments are highlighted as strengths in Nike's SWOT analysis, which is supported by a net worth of GBP 50.2 billion and a strong global brand ranking. Some of the weaknesses are the dependence on external manufacturers that complicate the supply chain and complaints about the impact on the environment and labour practices. Opportunities can be found in emerging markets, improving brand reputation and sustainable practices. Nike can sustain its success and growth in the competitive global market by taking advantage of its strengths and opportunities while addressing its weaknesses and threats.
[bookmark: _Toc141665885]2.2 	Success Measurement Metrics of Nike Inc.
Various key performance indicators (KPIs) are used to measure success in Nike Inc. These KPIs evaluate various aspects of the company's performance. These metrics include profitability, market share, brand value, revenue growth and customer satisfaction. To assess marketing effectiveness, it is also very important to monitor sales and demand for newly launched products, digital engagement and social media reach. Operational success is influenced by supply chain effectiveness, inventory turnover and sustainability initiatives. In addition, it is important to consider metrics for diversity and inclusion, talent retention, and employee engagement when assessing organizational health. 
[bookmark: _Toc141665886]2.2.1 Effectiveness of Marketing Strategies for the Nike Inc.
Brand image and market position of Nike Inc. have been significantly enhanced by the marketing strategies of Consumers around the world embrace the company's innovative products and strong brand recognition, strengthening its competitiveness. Nike's enduring advertising campaigns, such as the "Just Do It" campaign, have helped increase brand recognition and develop customer loyalty. Additionally, clever integration of social issues into marketing has successfully engaged consumers and fostered favourable brand association. Additionally, Nike has been able to reach a large and diverse customer base by reaching out to different demographics and geographies due to its focus on digital marketing and social media platforms. The company's commitment to technological advancement and product innovation has enabled it to dominate a highly competitive market. However, Nike needs to ensure continued effectiveness in addressing its supply chain labour practices and environmental impact issues. Nike can continue to grow and maintain its position as a top global sportswear brand by continuing to leverage its strengths and address potential threats.
[bookmark: _Toc141665887]2.3 Future Development Strategies of the Nike Inc.
Nike is currently dealing with complaints about labour practices in its supply chain, environmental impacts and risks to brand image due to counterfeit goods and patent disputes (BBC News, 2020), (Admin, 2023). Future Nike development strategies should prioritize ethical and sustainable practices while ensuring transparency and accountability throughout the supply chain to address these issues. To reduce its impact on the environment, the business must spend money on environmentally friendly materials and implement circular economy practices (Biron, 2019).
A diverse and inclusive workplace will be promoted as a result of the company's strengthened CSR initiatives (Kotler & Bowen, 2017). Improving brand protection practices and legal compliance can also reduce the risks posed by piracy and patent disputes (Garner, 2023). By emphasizing continuous product innovation and marketing campaigns that connect with social and cultural trends, Nike can maintain its competitiveness and increase its global market presence.


3. [bookmark: _Toc141665888]Conclusion
Finally, through its strategic marketing initiatives, cutting-edge products and strong brand identity, Nike Inc. has successfully established itself as a global leader in the sportswear and athletic footwear industry. Consumers around the world have developed strong connections with the company's marketing initiatives, particularly its emotionally evocative campaigns like "Just Do It," which have improved brand loyalty and market positioning. Additionally, Nike's association with famous athletes enhances its reputation and brand image.
Environmental analysis indicated that a number of macro and micro factors influence Nike's performance and success. The company's ability to adapt to changes in politics, economy, society, technology, environment and law has been crucial to its international expansion. By embracing sustainable practices and addressing labour issues in the supply chain, Nike can ensure a more robust and ethical business approach.
As time goes by, Nike must build on its advantages while addressing its disadvantages and threats. Nike can maintain its success, remain competitive, and become a leader in the sportswear market by prioritizing sustainable practices, encouraging a diverse workplace, and enhancing brand safety efforts.



4. [bookmark: _Toc141665889] Recommendations
To maintain its competitive edge and achieve further growth, Nike Inc. A few key recommendations should be addressed for future developments in the field of marketing.
Reinforces Nike's commitment to environmentally friendly materials and sustainable business practices. Incorporate circular economy principles into the design and manufacture of your products, to minimize impact on the environment and appeal to environmentally conscious consumers. Further Nike can enhance leverage digital marketing by maintaining investment in social media platforms and digital marketing to reach and engage a diverse global audience. Deliver targeted and pertinent content to customers by using data analytics and personalized marketing strategies. 
Further addressing issues related to supply chain labour by ensuring there is transparency and accountability everywhere. Employ fair labour practices and provide safe working conditions for factory workers to enhance a brand's reputation and consumer confidence. Promoting product innovation, prioritize research and development, Nike can create cutting-edge technologies and unique designs to differentiate Nike's products from the competition and adapt to changing consumer preferences. Increase efforts to protect Nike's designs and technologies from copying and unauthorized use. To protect the brand's reputation and position in the market, keep a close eye on violations and take legal action when necessary. Promote inclusion and diversity in marketing initiatives and workplace culture. Represent diverse communities in advertising, to reflect Nike's commitment to appeal to and include a broad audience. By implementing these proposals, Nike will be able to maintain customer loyalty, strengthen its position as a leading global brand, and future success in the fast and cutting edge sports industry.



[bookmark: _Toc141665890]References

Aaker, D. & Joachimsthaler, E., 2012. Brand leadership. Simon and Schuster. s.l.:s.n.
About Us, n.d. NIKE COMPANY. [Online] 
Available at: https://nikecompanyblog.wordpress.com/about-us/
Admin, 2023. "Nike sued for more than $5 million over unlicensed font." World Intellectual Property Review. , s.l.: Retrieved from https://www.worldipreview.com/news/nike-sued-for-more-than-5-million-over-unlicensed-font-24955.
Admin, 2023. Nike SWOT Analysis. [online] The Strategy Story. [Online] 
Available at: https://thestrategystory.com/blog/nike-swot-analysis/#:~:text=Nike%20faces%20competition%20from%20well (Accessed).
Ambos, B., Schlegelmilch, B., Ambos, B. & Schlegelmilch, B., 2010. Learning from the Sport Shoe Industry: Puma Prague, s.l.: The New Role of Regional Management.
Amit, R. & Zott, C., 2012. Creating value through business model innovation.. MIT Sloan Management Review.
Bauck, W., 2019. Despite Much Fanfare, Nike’s New ‘Move to Zero’ Sustainability Campaign Falls Short. [Online] 
Available at: [online] Fashionista. Available at: https://fashionista.com/2019/09/nike-move-to-zero-sustainability-campaign (Accessed).
BBC News, 2020. "Nike and Boohoo 'face a world of pain' from US Xinjiang import ban.", s.l.: Retrieved from https://www.bbc.com/news/business-56110998.
Biron, B., 2019. "Nike Launches Circular Design Guide to Promote Sustainable Fashion." Forbes., s.l.: Retrieved from https://www.forbes.com/sites/brookebunyard/2019/04/10/nike-launches-circular-design-guide-to-promote-sustainable-fashion/?sh=2e02b5df4a6f.
Biron, B., 2019. Nike announces climate change ‘Move to Zero’ sustainability campaign - Business Insider. , s.l.: [online] Business Insider. Available at: https://www.businessinsider.com/nike-announces-climate-change-sustainability-campaign-move-to-zero-2019-9 (A.
Carty, V., 2002. Technology and counter-hegemonic movements: The case of Nike Corporation., s.l.: Social Movement Studies.
Chaffey, D. & Ellis-Chadwick, F., 2019. Digital marketing. s.l.:Pearson uk..
Childs, M. & Jin, B., 2018. Nike: An innovation journey. Product innovation in the global fashion industry, s.l.: s.n.
Copeland, L. & Boulianne, S., 2020. Political consumerism: A meta-analysis. International Political Science Review, Volume Available at: https://journals.sagepub.com/doi/pdf/10.1177/0192512120905048 (Accessed)., pp. 43(1), pp. 3-18..
Daft, R., 2015. Management. s.l.:Cengage Learning.
Epstein, M. & Roy, M., 2001. Sustainability in action: Identifying and measuring the key performance drivers. Long range planning, 34(5), pp.585-604.. 
Escalas, J. & Bettman, J., 2005. Self-construal, reference groups, and brand meaning. Journal of Consumer ResearchEscalas, 32(3), 37. Journal of Consumer Research.
Faria, B., 2022. Nike born to be a leader-the e-commerce trend and the end of the affiliation with different wholesale customers. 
Firth, A., Mellor, R., Moore, C. & Lozano‐Torres,, J. L., 2019. Corporate social responsibility and the traditional governance mechanisms of UK SMEs 26(5), 1011-1022.. Corporate Social Responsibility and Environmental Management.
Garner, A., 2023. "The Importance of Brand Image and Intellectual Property Protection Using Copyrights, Trademarks, and Patents." World Intellectual Property Review., s.l.: Retrieved from https://www.worldipreview.com/article/the-importance-of-brand-image-and-i.
Garner, S., 2023. Nike Sued for Allegedly Using Unlicensed Fonts in Advertising & Marketing., s.l.: [online] Footwear News. Available at: https://footwearnews.com/business/legal-news/nike-sued-production-type-unlicensed-fonts-1203411849/ (Accessed)..
Global Data, n.d. NIKE Inc Company profile. [Online] 
Available at: https://www.globaldata.com/company-profile/nike-inc/
Hoffman, A., Gold, N. & Curtin, C., 2019. Nike, Inc.: Late Arrival to the “Athleisure-wear” Trend., s.l.: Rotterdam School of Management, Erasmus University.
IRS, 2023. United States Income Tax Treaties A to Z | Internal Revenue Service. [online] irs.gov, s.l.: Available at: https://www.irs.gov/businesses/international-businesses/united-states-income-tax-treaties-a-to-z (Accessed)..
Jones, R., 2023. Nike revenue increases 14% YoY to US$12.4bn for Q3 2023., s.l.: [online] SportsPro. Available at: https://www.sportspromedia.com/news/nike-revenue-q3-2023-financial-results/?zephr_sso_ott=JnXN9k (Accessed.
Keller, K. & Kotler, P., 2012. Marketing management. (14th ed.) ed. s.l.:Pearson.
Keller, K. & Kotler, P., 2012. Marketing management. (14th ed.) ed. s.l.:Pearson.
Kelner, M., 2019. Nike’s controversial Colin Kaepernick ad campaign its most divisive yet. [Online] 
Available at: [online] the Guardian Available at: https://www.theguardian.com/sport/2018/sep/04/nike-controversial-colin-kaepernick-campaign-divisive (Accessed).
Kim, M, M., 2020. How Phil Knight made Nike a leader in the sport industry: Examining the success factors, s.l.: Sport in Society.
Kim, E. Y. & Na, J. C., 2007. Effects of celebrity athlete endorsement on attitude towards the product: The role of credibility, attractiveness and the concept of congruence. 9(2), 221-232.. International Journal of Sports Marketing & Sponsorship.
Kim, W. & Ko, E., 2012. Do cross-border acquisitions create value for shareholders? The effect of international expansion on stockholder wealth 43(2), 141-157.. Journal of International Business Studies.
Kline, D., 2022. Nike Creates a ‘Game-Changing’ New Innovation. [Online] 
Available at: Available at: https://www.thestreet.com/investing/nike-creates-a-game-changing-new-innovation-forward (Accessed).
Kotler, P. & Armstrong, G., 2010. Principles of marketing. s.l.:Pearson Education India..
Kotler, P. & Bowen, J., 2017. Marketing for hospitality and tourism. (7th ed.) ed. s.l.:Pearson.
Kotler, P., Bowen, J., Makens, J. & Baloglu, S., 2017. Marketing for hospitality and tourism. Pearson. s.l.:Pearson.
Li, J., Wang, H., Liu, Y. & He, L., 2019. An exploration of the influence of brand awareness and image on purchase intention of sportswear from Chinese consumers' perspective. 6(1), 18.. Fashion and Textiles,.
Li, J., Wang, H., Liu, Y. & He, L., 2019. An exploration of the influence of brand awareness and image on purchase intention of sportswear from Chinese consumers' perspective. , 6(1), 18.. Fashion and Textiles.
Lin, C., n.d. A Successful Marketing Strategy for Nike Inc.. s.l.:s.n.
Matović, I., 2020. September. PESTEL analysis of external environment as a success factor of startup business. In ConScienS Conference Proceedings. Scientia Moralitas Research Institute.
Moutinho, L. & Hutcheson, G., 2019. The marketing strategies of sports shoe manufacturers: The US, Europe, Asia, and other countries. In Consumer behavior in sport and events (pp. 283-315)., s.l.: Routledge.
Moutinho, L. & Hutcheson, G., 2019. The marketing strategies of sports shoe manufacturers: The US, Europe, Asia, and other countries. In Consumer behavior in sport and events (pp. 283-315).. s.l.:Routledge.
Newcomb, T., 2020. Nike Announces Additional Round Of COVID-19 Response Donations, Topping $17 Million. , s.l.: [online] Forbes. Available at: https://www.forbes.com/sites/timnewcomb/2020/04/03/the-nike-giving-strategy-as-company-announces-additional-round-of-co.
Nike, 2017. NIKE, Inc. - Investor Relations - Home. [Online] 
Available at: [online] Nike.com. Available at: https://investors.nike.com/Home/default.aspx (Accessed).
Palmer, B., 2022. Adidas Versus Nike Versus. Under Armour: Which for 2019? [online] Investopedia. [Online] 
Available at: https://www.investopedia.com/articles/markets/012616/adidas-vs-nike-vs-under-armour-which-2016-nkeua.asp (Accessed)
Perera, R., 2017. The PESTLE analysis. s.l.:Nerdynaut.
Phelps, J., Lewis, R., Mobilio, L. & Perry, D., 2004. Viral marketing or electronic word-of-mouth advertising: Examining consumer responses and motivations to pass along email 44(4), 333-348.. Journal of Advertising Research.
Phelps, J., Lewis, R., Mobilio, L. & Perry, D., 2004. Viral marketing or electronic word-of-mouth advertising: Examining consumer responses and motivations to pass along email, 44(4), 333-348.. Journal of Advertising Research.
Porter, M., 1980. Industry structure and competitive strategy: Keys to profitability. Financial analysts journal.
Radhakrishnan, S., 2014. The sustainable apparel coalition and the higg index. In Roadmap to sustainable textiles and clothing: Regulatory aspects and sustainability standards of textiles and the clothing supply chain. s.l.:Singapore: Springer Singapore.
Sammut-Bonnici, T. & Galea, D., 2014. PEST analysis. s.l.:s.n.
Shoemaker, S. & Lewis, R., 1999. Customer loyalty: the future of hospitality marketing 18(4), pp.345-370.. International journal of hospitality management.
Singh, A., 2019. Nike Manufacturing and Supply Chain Strategies - Market Realist. [online] Market Realist. [Online] 
Available at: Available at: https://marketrealist.com/2019/10/nike-manufacturing-and-supply-chain-strategies (Accessed).
Stolle, D. & Micheletti, M., 2013. Political Consumerism: Global Responsibility in Action. New York: Cambridge University Press.
Sustainability, n.d. Nike. [Online] 
Available at: https://www.nike.com/sustainability/materials
Tidd, J. & Bessant, J., 2020. Managing innovation: integrating technological, market and organizational change. Issue John Wiley & Sons..
Tighe, D., 2022. Nike ad spend worldwide 2014-2019 | Statista., s.l.: [online] Statista. Available at: https://www.statista.com/statistics/685734/nike-ad-spend/ (Accessed)..
Waymer, D. & Logan, N., 2021. Corporate social advocacy as engagement: Nike’s social justice communication. , s.l.: Public Relations Review: Available at: https://www.sciencedirect.com/science/article/pii/S0363811120301326 (Accessed)..
Wells, A., 2009. Intellectual property law. s.l.:Oxford University Press.
Wong, P., 2022. Nike’s D2C E-Commerce Strategy for Hitting 50% Digital Penetration., s.l.: [online] Headless E-Commerce Platform | fabric. Available at: https://fabric.inc/blog/nike-ecommerce-strategy/ (Accessed)..


image2.jpeg




image3.jpeg
Weaknesses

Threats





image1.jpeg




