Marketing Assignment.

In this report I will be analysing the internal and external marketing environment of our organisation Nike. This analysis will then help pave the way for a new and improved strategic marketing direction. A quick introduction, Nike is a globally renowned athletic footwear, accessories and equipment manufacturer that has established itself as a leading brand in the world of sports. A brief background on the company, Nike was founded in 1964 by Bill Bowerman and Phil Knight as stated by Carlson (2025). In addition to this Meyer (2024) explains that they initially founded the company as Blue Ribbon Sports but later made the switch to become Nike in 1971. Throughout the years Nike have been the face of sportswear, ranging from sneakers, football boots, everyday gym wear and all kinds of accessories. This has led Nike to have a solid and stable target audience. According to Pereira (2024) this audience is built up of millennials aged 26-41 and generation Z aged 9-25. Both these groups are more inclined towards fitness and active lifestyles. This in term making them ideal customers for Nike’s athletic footwear and clothing. Delving now into Nike’s performance data, Davies (2025) explains that in the year ending March 2024 Nike had a global revenue amounting to $51.36 billion. However, this is only a slight improvement on the previous financial year. In comparison the financial year spanning between 2022 and 2023 the company's overall revenue increased by roughly 10%.


Moving on, I have decided to create some analysis based on the external marketing conditions that are impacting Nike. For example, lets dive into a PESTEL analysis. Nike have a fantastic political stability and economic policies. For example, Makos (2024) writes that the USA (Nike’s country of origin) have fantastic policies for growth. This is a valuable piece of the puzzle to Nike. These include things such as low interest rates as well as well-arranged international tax agreements. However, with every positive there usually has a negative to accompany it. Rowland (2024) counters this by saying trade barriers due to international conflicts can affect Nike. This is true as the current rising tension between USA and China can severely impact Nike’s manufacturing as most of its production is based within China. Hivelr (2023) tackles the economic factors affecting Nike. Economic factors include inflation rates, exchange rates and economic growth. As Nike is a multinational company, they are highly sensitive to currency fluctuations as they can impact the cost of production and the individual pricing of products in various markets. Economic recessions can also reduce consumer spending which again affects Nike massively. 

In a PESTEL analysis, the aspect of social factors is a key component to the analysis. Mohammed (2023) dives deep into the social factors affecting Nike. He writes that the customers of Nike hold significant sway over their own purchasing. Diverse interplay of cultures and approaches to various aspects of life shape Nike’s landscape. When creating messages and marketing for consumers, the understanding of shared beliefs, attitudes and needs are essential to entice all individual customers. Demographic factors play a huge role. These include, population skills, education levels, overall culture and general attitudes. These factors collectively contribute to the decision making of Nike customers. As well as social factors, technological factors also play a part in a strong PESTEL analysis. In today's fast paced technological market, Boardmix (2025) states that to stay ahead of any competition Nike must keep up with the latest tech trends and constant innovation. With rapid advances in technology Nike must embrace change and adapt to new tools and strategies to not only stay relevant but to meet the always evolving customer demands. By prioritising innovation, Nike can better streamline processes, improve efficiency and enhance their overall performance. Embracing technological advancements is key to driving growth, fostering innovation and maintaining a strong market position. 


[bookmark: _Int_DBsrDDV9][bookmark: _Int_ujLPsA0R]There are several environmental factors that affect Nike. According to TSS (2025) environmental factors affecting Nike include... increasing customer awareness of environmental issues has forced Nike to focus on incorporating sustainable materials and practices into its production processes. Climate change also has a significant impact on Nike’s supply chain. Climate change can lead to extreme weather events and transportation disruptions. To improve Nike should develop strategies to mitigate these risks. These could include diversifying their supply chain and investing in renewable energy. Alongside these, governments worldwide are implementing stricter environmental regulations. These regulations address important issues such as climate change and to protect natural recourses. Nike must comply with these regulations which also include emissions standards, waste management guidelines and energy efficiency requirements. Non-compliance can of course lead too strict financial penalties and legal consequences. Finally, there are legal factors that affect Nike. A major issue that has affected Nike in recent times has been protests against child labour. BM&M (2025) informs us that USPS known as United States Against Sweatshops, organised a protest against Nike. This was due to a third-party contractor of Nike who was working out of Vietnam. The children in question were working in very high temperatures, paid the lowest wages and were verbally abused daily. The protest attracted media attention, and it brought very negative marketing to the brands name. 

Hughes (2025) explains that the company faces strong competition from major organisations such as Addidas, Under Armour and Puma as well as emerging brands and private labels. Nike’s competitors focus mostly on innovation, marketing strategies and long-lasting partnerships with current or retired athletes as well as celebrities to push their brand further into the market. Alongside this, the rise of e-commerce platforms has intensified competition within the sports industry. Despite these challenges, Nike’s strong reputation and product quality has helped to maintain their strong leading position in the market. To investigate Nike’s competitive environment deeper, I am going to use porters five forces model. Adding to what I have written above, Rowland (2024) explains that Nike’s competitive rivalry is a strong force. The external factors that create the strong force are, aggressive marketing of sporting goods companies and a low market growth rate. Nike faces aggressive marketing strategies from other companies such as adidas, puma and under armour. In the five forces model this factor does impose a strong force on Nike. Alongside this, the low market growth rate makes the sporting goods industry a challenging business environment. Product substitutes threaten sportswear brands. Garcia (2024) dives deeper into this idea by saying this is a moderate force for Nike. 
She explains that Nike faces competition from other clothing items in the market, as consumers have purchasing power and access to substitutes. The availability of alternatives, such as casual clothing and non-athletic footwear, poses a moderate threat to Nike. Many substitutes offer a moderate price-performance ratio, providing customers with quality and performance that meet their needs. These external factors contribute to a moderate threat of substitution for companies operating in the sporting industry.
[bookmark: _Int_1FlWzVUo]The bargaining power of Nike’s customers is classed as a moderate force according to MBA (2023). In the five forces analysis, the bargaining power of customers can be explained as the force that gives the upper hand to the customer. Customers can easily switch to a rival brand and the effort and cost involved in this is pretty low. Nike can tackle this easily by the fact that the contribution brought in by only a single customer is very small. Furthermore, there is a shortage of substitutes available that offer customers the same functionality that Nike does. The limited number of rivals to buy from puts the customers at a disadvantage hence why the bargaining power of the customers is only a moderate force. 


Nike also have the battle of potential threats from new entrants/companies. Henry (2018) expands on this point by writing the threat of new entrants reflects on how new market players will threaten the existing market. If the industry is profitable and the barriers to enter the industry is low, then new players and companies will be attracted hence the threat of new entrants will be relatively high. Nike can tackle these new threats by developing brand loyalty and working on customer relationship management. They can also invest in research and development activities, alongside creating better customer data and finally introducing new products and services that set strong differentiation basis. Lastly, the potential bargaining power of the suppliers can come as an issue for Nike. Nike’s main products are sportswear and athletic footwear. The production of these products is mainly performed by third party contractors usually based in China or Vietnam. The contractors usually deal with cheap labour which is available Widley in these countries. Therefore, SC (2025) states that the suppliers of the workforce are numerous and highly diverse. These points would indicate a weak bargaining 
power. 


Nike is the world's largest seller of sportswear and is the most recognised sports brand across the globe. In helping them achieve this, Nike have put a huge emphasis on their marketing strategies and their design and research strategies. IPL (2025) expands this point by saying that some of Nike’s key resources are its globally recognised and strong brand reputation as well as an extensive distribution network and having arguably the world's best innovative product design and technology. Alongside this, Nike have a whole set of valuable assets available to them. These include, property rights, such as trademarks. And not to forget the numerous ever growing manufacturing facilities and in person retail stores worldwide. As of the past 5 years Floyd (2022) writes that Nike have 985 brand stores worldwide alongside 700 manufacturing factories in 42 different countries. Nike’s capabilities lie within its marketing expertise and research and development capabilities. However, Nike’s ability to leverage partnerships with athletes and sports teams is crucial to them driving their brand visibility and customer loyalty. Nike’s combination of assets, resources and capabilities enable them to stay on top of the sports industry mountain and drive continued growth into the company.


[bookmark: _Int_7awlwbHk][bookmark: _Int_o388SnJB][bookmark: _Int_xFDfmN98]Nike have many strengths. Being the leading sports brand in the world would certainly accompany the factor of Nike being the number one. For example, let's look at just one of Nike’s strengths. Brand value. In a digital age Nike is in pole position to capitalise on this opportunity. It is one of the most valuable brands in the world. Adding to this it is extremely popular across different global locations and ages. Nike have generated and mostly benefited from the so called casualisation of fashion as a whole. Jurevicius (2025) says that Nike is the highest valued brand in the world. With a valuation of roughly $33.2 billion. In addition to this, Gupta (2025) adds that another strength of Nike's is its millions and millions of customers. These customers loyally follow Nike’s trends and provide compelling customer feedback that helps improve their day-to-day activities. Of course, with positives and strengths there will always be negatives and weaknesses that accompany them. This is no different in terms of Nike. Sheridan (2025) writes that Nike faces several challenges and weaknesses. These include their ongoing labour issues. These issues have occasionally tarnished Nike's reputation especially when it's related to the working conditions in their factories overseas. This causes a weakness as it can negatively affect customers perceptions. Alongside these issues, premium pricing of products can limit certain customers from accessing them. The reliance on specific products could cause risks during economic downturns. With Nike being the leading sporting brand globally, there are numerous opportunities that can and have presented themselves for Nike to capitalise on. For example, RankRed (2025) have expressed my own thoughts by saying Nike can take advantage of the ever-growing women's market. The women’s sportswear market has seen significant growth, and the trend is likely to continue. It is estimated that the women’s sportswear market will reach upwards of $269 billion by the year 2029. This opportunity is perfect for Nike to jump on and capitalise. Another current opportunity that Nike can benefit from is the health and wellness trends that we are seeing break into day-to-day life and society. Nike can capitalise on the increasing fitness and lifestyle product demands. Alongside this, Nike can also collaborate with fitness trainers and health and wellbeing experts to offer guidance and valuable resources and knowledge in this certain area. Just because of Nike’s stance and stature in the sporting industry does not make them impenetrable to threats. One of the main concerns is the reputational risk that Nike suffers due to any counterfeit items. Many distributors globally sell poor and low costing counterfeits branded as Nike. Alongside this threat there comes another. The threat from new and existing companies is a constant threat to Nike, especially as there are many new companies making their way in the sport industry market. Bhasin (2024) adds a final threat Nike face. The ongoing tension between the USA and China is a major threat to Nike. Most of Nike’s manufacturing facilities are located in China, which of course poses a serious threat to the stock that Nike sell. If the manufacturing of the stock decreases, then Nike would be in serious trouble. 
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