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Task 1
Element 1: Business idea, Products/Services, Objectives & USP
Nike has always been a well-known sports brand, established only a few decades ago, but it has surpassed many established competitors. Among so many sports brands nowadays, Nike can even be described as standing out and being the favourite sports brand among young people (Li,D, 2023). Nike is founded on a business idea that goes beyond the simple production of athletic goods; it is built on the belief that sport has the power to transform lives, communities, and cultures. This philosophy has shaped Nike’s evolution from its origins as Blue Ribbon Sports in 1964 into one of the world’s most influential athletic brands. The company’s core idea is to design products that enhance human performance while simultaneously inspiring personal ambition and emotional connection. This dual focus on functional excellence and cultural resonance has been central to Nike’s global expansion and enduring relevance (Childs & Jin, 2016). Nike’s business idea is therefore not merely commercial but aspirational, positioning the brand as a catalyst for achievement and self‑expression.
Nike’s product portfolio is strategically organised into several flagship categories, including performance footwear, sports apparel, and athletic equipment. These categories are not simply collections of products, but carefully curated ecosystems designed to meet the needs of diverse consumer groups. Nike Running, Nike Basketball, Jordan Brand, Nike Training, and Nike Sportswear each serve distinct communities, from elite athletes seeking performance optimisation to lifestyle consumers who incorporate sportswear into everyday fashion. Nike’s product strategy emphasises innovation, comfort, and style, supported by advanced technologies such as Nike Air, Flyknit, ZoomX, and Dri‑FIT. These innovations differentiate Nike’s products through measurable performance benefits and reinforce the company’s reputation as an industry leader in technological advancement (Morgan et al., 2019). The integration of digital fashion, such as the RTFKT x Nike collaboration, further demonstrates Nike’s commitment to innovation and sustainability through modular design and virtual apparel (Marquês et al., 2023).
Nike’s short-term objectives reflect its strategic response to rapid changes in consumer behaviour and market dynamics. The company aims to strengthen its digital ecosystem by expanding direct to consumer (DTC) channels, improving mobile app functionality, and enhancing personalised shopping experiences. Platforms such as Nike.com, the Nike App, SNKRS, and Nike Training Club enable the company to engage consumers directly, bypassing traditional retail intermediaries. Short term goals also include improving supply chain efficiency through automation, predictive analytics, and long-term supplier partnerships. These objectives align with broader research showing that globalised supply chains require resilience strategies to maintain operational stability in the face of disruptions (Ivanov et al., 2021).
Long‑term objectives reflect Nike’s ambition to achieve industry leadership in sustainability, global expansion, and digital transformation. The company aims to reduce carbon emissions across its value chain, increase the use of recycled materials, and transition toward circular product design. These sustainability goals align with consumer expectations, particularly among younger demographics who prioritise environmental responsibility (Marquês et al., 2023). Nike also seeks to maintain global dominance in athletic footwear and apparel by expanding into emerging markets, strengthening brand loyalty, and investing in advanced manufacturing technologies. The company’s long term digital strategy includes integrating artificial intelligence, data analytics, and virtual product experiences into its consumer engagement model.
Nike’s Unique Selling Point (USP) lies in its ability to combine performance innovation with powerful emotional branding. While technological advancements such as Fly knit and Air Max differentiate Nike’s products through functional benefits, the company’s true USP is its brand identity. Nike’s branding is built on inspirational storytelling, athlete endorsements, and culturally resonant campaigns. The Just Do It slogan has become a global symbol of empowerment, encouraging consumers to overcome personal barriers and pursue their goals. Recent research shows that Nike has begun “revoicing” it's iconic messaging to align with contemporary values of mental well-being, inclusivity, and authenticity (Ind et al., 2026). This evolution demonstrates Nike’s ability to maintain cultural relevance while adapting its brand voice to emerging social expectations.
Nike’s USP is further strengthened by its integration of digital engagement strategies. Gamification features within Nike Run Club (NRC) have been shown to significantly improve brand attitude and customer loyalty by encouraging users to track progress, compete with peers, and engage with personalised fitness content (Sari et al., 2023). This digital ecosystem reinforces Nike’s brand identity by connecting consumers to a community of athletes and fitness enthusiasts, thereby enhancing emotional attachment and long-term loyalty.
Nike’s business idea, product strategy, objectives, and USP collectively position the company as a global leader in sportswear innovation and cultural influence. Its ability to combine performance technology with emotionally resonant branding continues to differentiate Nike in a highly competitive market, ensuring its relevance across generations and markets.

Element 2: Business Environment & Competitor Analysis 
Nike operates within a complex and dynamic business environment shaped by internal capabilities, external pressures, and evolving consumer expectations. A SWOT analysis provides insight into the company’s strategic position and highlights the factors influencing its competitive advantage.
Nike’s strengths include its globally recognised brand, extensive innovation capabilities, and strong financial performance. The company’s brand equity is among the highest in the sportswear industry, supported by long-term athlete endorsements, iconic marketing campaigns, and a reputation for quality (Schmeltz & Kjeldgaard, 2024). Nike’s innovation capabilities are reinforced by its investment in research and development, advanced materials, and performance technologies. These strengths enable Nike to maintain leadership in product innovation and brand influence. Nike’s strong brand influence brings great many loyal consumers, and it has mastered ingenious and creative advertising skills to convey corporate culture to the masses to capture the minds of consumers (Zheng, K, 2022). 
Weaknesses include reliance on outsourced manufacturing, exposure to supply chain disruptions, and reputational risks related to labour practices. Nike’s manufacturing model depends heavily on suppliers in Asia, making the company vulnerable to geopolitical tensions, transportation delays, and global crises. Research on global supply chains highlights that companies with highly dispersed manufacturing networks face heightened exposure to disruption, requiring resilience strategies to maintain operational stability (Ivanov et al., 2021). Nike has attempted to mitigate these risks through long-term supplier partnerships and performance-based factory ratings, but vulnerabilities remain. Apart from that, some shoes are limited edition and could not meet the needs of more consumers (Zheng, K, 2022). 
Opportunities arise from growing demand for athleisure wear, expansion into emerging markets, and increasing consumer interest in sustainable products. The athleisure trend has blurred the boundaries between sportswear and everyday fashion, creating new market segments for Nike to target. Emerging markets such as China, India, and Brazil offer significant growth potential due to rising disposable incomes and increasing interest in fitness culture. Sustainability presents another major opportunity, as consumers increasingly prefer brands that demonstrate environmental responsibility. Nike’s investments in recycled materials, circular design, and digital fashion (e.g., RTFKT x Nike) position the company to capitalise on this trend (Marquês et al., 2023). In addition, the rapid growth of social media users offers a chance for Nike to continue its successful online advertising on social media.
Threats include intense competition, fluctuating raw material costs, and economic uncertainty affecting consumer spending. The sportswear industry is highly competitive, with brands constantly innovating to capture market share. The rapid growth of its competitors poses a new market threat to Nike itself. For example, the market in China, the second-largest market after the United States, is declining, especially in the recent two years, Chinese people begin to pursue national fashion brands like Anta and Li Ning, which produce cheaper goods with high quality and delicate design style (Zheng, K, 2022). Economic downturns can reduce discretionary spending, affecting demand for premium sportswear products.
Nike faces competition from both direct and indirect rivals. Direct competitors include Adidas and Puma. Adidas offers performance driven footwear and apparel with strong global presence and a reputation for innovation. Its Boost technology and collaborations with designers and celebrities have strengthened its market position. Puma, while smaller, competes in both athletic and lifestyle segments, appealing to consumers seeking stylish yet functional sportswear.
Indirect competitors include Lululemon and New Balance. Lululemon competes in the premium athleisure market, offering high-quality apparel that appeals to fitness-oriented consumers. Its strong community-based marketing and focus on wellness present a challenge to Nike’s lifestyle segment. New Balance appeals to consumers seeking comfort focused footwear and has gained popularity through its emphasis on domestic manufacturing.
Nike’s competitive advantage is reinforced by its branding strategy. Research shows that Nike’s activist branding, particularly through its partnership with Wieden Kennedy, has strengthened its moral competency and authenticity in brand activism (Schmeltz & Kjeldgaard, 2024). Campaigns addressing social justice, mental health, and inclusivity have enhanced Nike’s cultural relevance and differentiated it from competitors.
Nike’s business environment is therefore characterised by strong internal capabilities, significant external opportunities, and notable competitive pressures. The company’s ability to innovate, adapt, and maintain cultural relevance remains central to its long-term success.




Element 3: 4 Ps, Market Segmentation & Marketing Strategies 
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Nike’s market segmentation strategy is multifaceted, targeting consumers based on demographic, psychographic, and behavioural characteristics. Demographically, Nike appeals to individuals aged 15–45 who engage in sports or adopt an active lifestyle. Psychographically, Nike targets consumers motivated by self-improvement, performance, and personal expression. Behaviourally, the company focuses on customers who demonstrate brand loyalty, frequent purchases, and engagement with digital platforms.
Research on consumer behaviour shows that purchasing decisions for Nike products are strongly influenced by personal norms, values, and reference groups. A causal analytical study using structural equation modelling found that adolescents purchasing behaviour is shaped by social influence, brand perception, and personal identity (Morgan et al., 2019). This insight reinforces Nike’s focus on community-based engagement and personalised digital experiences.
The 4Ps of marketing illustrate Nike’s strategic approach. In terms of product, Nike emphasises high-quality, innovative footwear and apparel designed to enhance athletic performance. Product innovation extends into digital fashion, with collaborations such as RTFKT x Nike demonstrating how modular design and virtual apparel can support sustainability and consumer engagement (Marquês et al., 2023).
Price strategies vary across product lines. Premium pricing is applied to high-performance and limited-edition items, while competitive pricing is used for mass-market products.
Nike’s place strategy prioritises global distribution through retail stores, ecommerce platforms, and direct to consumer channels. The company’s DTC strategy has become increasingly important, with digital sales growing significantly in recent years (Ivanov et al., 2021).
Promotion strategies rely heavily on digital marketing, athlete endorsements, and emotionally driven campaigns. Nike’s promotional strategy is built on storytelling, cultural relevance, and social engagement. Advertising is one of the significant contributors to Nike's promotional activities, which relies on the company's famous professional athletes, such as Cristiano Ronaldo and Rafael Nadal, and celebrities like Drake and Billie Eilish. In addition, Nike promotes their products via college and high school sports organizations, which have many potential customers. Moreover, Nike periodically delivers discounts to attract customers and generate more sales (Li,D, 2023). Recent research highlights Nike’s shift toward more inclusive and psychologically supportive messaging, reflecting broader cultural changes among younger consumers (Ind et al., 2026).
Nike’s online marketing strategies are central to attracting and retaining customers. Gamification features within Nike Run Club have been shown to significantly improve brand attitude and customer loyalty (Sari et al., 2023). Nike also uses influencer partnerships and user generated content to enhance brand authenticity and reach younger audiences.
Element 4: Financial Planning
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Figure: Nike’s global revenue since 1976 (Source: A Deep Dive into Success Story and Success Factors of Nike) 

Since its inception in 1964, Nike has been an innovation leader in product development, marketing and consumer experience. Due to a dedication to continuous innovation, Nike has been able to sustain a competitive advantage within the athletic apparel and footwear marketplace (Childs, M., Jin, B, 2018).
Nike has demonstrated consistent financial growth since its early years. From its start up stage as Blue Ribbon Sports, the company expanded rapidly through strategic partnerships, product innovation, and global marketing. Nike’s revenue exceeded $21 billion in 2016, reflecting its evolution into a global powerhouse (Childs & Jin, 2016). In recent years, Nike’s revenue has surpassed $50 billion, supported by strong brand equity, effective cost management, and strategic investment in digital transformation.
Nike’s initial funding came from personal savings and small loans, including early support from confounder Phil Knight’s employer and Japanese supplier Onitsuka Tiger. These funds enabled Nike to establish distribution networks, invest in product development, and build brand recognition.
Nike’s financial success is underpinned by its ability to adapt to changing consumer preferences and market conditions. Research on global supply chains highlights that companies with highly dispersed manufacturing networks face heightened exposure to disruption, requiring resilience strategies to maintain operational stability (Ivanov et al., 2021). Nike’s investments in automation, predictive analytics, and supplier partnerships have enhanced its supply chain resilience and supported financial stability.
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