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[bookmark: _Toc142980763]Introduction
A wide range of contemporary marketing studies have shown that the current marketing environment is very changeable, turbulent, discontinuous, and even chaotic (Straková et al., 2018). These changes have come as a result of technological innovations, the rise of globalisation, heightened competition, and changes in consumers’ needs and preferences. For instance, Crowther and Aras (2008) have noted that as more companies enter the market, it has become more challenging for businesses, through their marketing departments, to differentiate their products or services, leading to price wars and reduced profit margins. Some of the renowned companies that dominated their respective industry, such as Nike, today find themselves facing challenges such as market saturation and price pressure as a result of the changes in the environment they operate in (Levitt, 2001). To this end, this paper aims to conduct a comprehensive environmental marketing analysis, considering the key external influencing drivers and analysing Nike’s internal environment and the role of marketing within the organisation. Based on the analysis, concrete and actionable recommendations for the future will be provided to help Nike maintain its enhanced competitive advantage.
[bookmark: _Toc142980764]Environmental Marketing Analysis
Also known as environmental analysis, environmental marketing analysis, according to Collins and Shemko (2008), describes the process of assessing and understanding the external factors that can impact a company’s marketing activities and strategies. Collins and Shemko (2008) consider this process to be an essential component of the overall marketing planning process, as it provides valuable insights into the opportunities and threats present in the company’s external environment as well as the strengths associated with the business’ internal environment. As such, the marketing environment can be broadly divided into two categories, namely, the external environment and the internal environment. As illustrated by Indeed (2023), each of these environments consists of various factors that can influence a company’s marketing strategies, decisions, and overall performance. 
[bookmark: _Toc142980765]External Influencing Drivers
	As shown by Akpoviroro and Owotutu (2018), the external environment comprises factors beyond the company’s control and originating from outside the organisation. These factors can have a significant impact on a company’s marketing activities and may present both opportunities and threats. Several tools and frameworks are commonly used to conduct this analysis, including PESTLE analysis, Porter’s Five Forces, consumer surveys and focus groups, and industry reports and publications. In this case, we can ideally use the PESTLE analysis to explore the key external factors or influencing drivers. The figure below highlights the elements that makes up the PESTLE framework for external environment analysis. 
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Figure 1: The Pestle Factors
[bookmark: _Toc142980766]Political factors: (Not Favourable)
As shown by Buye (2021), the political drivers center on the role of governments in shaping businesses and their operations through aspects such as tax policies. For instance, changes in trade policies and tariffs in the countries where Nike operates, including the UK, is likely to result in a shift in Nike’s production costs and pricing strategy, affecting its marketing messaging. Similarly, political instability in key markets may also disrupt Nike’s supply chain, leading to delays in product launches and availability. For instance, Emery (2019) shows that Nike faced higher import tariffs during the U.S.-China trade war, affecting its pricing strategy and competitive positioning in the Chinese market.
[bookmark: _Toc142980767]Economic Factors: (Not Favourable)
	According to Buye (2021), economic factors refer to changes in the economy of a country, region, or the entire world due to factors such as GDP growth and changes in inflation rates and consumer spending. Economic downturns, such as those experienced in some countries in the aftermath of the Covid-19 pandemic, can reduce consumer spending on non-essential items like sportswear, impacting Nike’s sales and marketing efforts (Lindgren and Winberg, 2021). As such, during economic recessions, Nike should ideally consider focusing on marketing campaigns that emphasise value for money and the durability of its products to appeal to cost-conscious consumers. 
[bookmark: _Toc142980768]Social Factors: (Favourable)
	These are factors such as cultural preferences, lifestyle trends, and consumer behaviour that may influence Nike’s marketing strategies and product offerings. As illustrated by Gajjar (2013), understanding social dynamics is crucial for tailoring marketing messages to resonate with target audiences. Nike’s marketing campaigns often feature athletes who represent diversity and inclusivity, aligning with the growing social movement for representation and equal opportunities. Similarly, Kim (2020) notes that the company has launched an “Equality” campaign that is aimed at addressing social issues such as racial discrimination, aligning with the growing demand for brands to take a stand on relevant social issues.
[bookmark: _Toc142980769]Technological Factors: (Favourable)
	From one year to the next one, technological drivers have proven constant, with each technological revolution opening door to new markets and innovative marketing strategies. These rapid technological advancements have been a driving force for Nike’s marketing channels and customer engagement strategies. As illustrated by Evanschitzky et al. (2020), embracing digital technologies enables Nike to effectively reach its tech-savvy target audience. For instance, developing Nike’s mobile apps and online platforms allows personalised marketing communications, such as push notifications for product launches and exclusive offers.
[bookmark: _Toc142980770]Environmental Factors: (Favourable)
These drivers include aspects related to the physical environment and the efforts that are often implemented to protect the environment. Brosdahl and Carpenter (2010) show that there has been a growing environmental awareness among consumers in the textile and apparel industries, and this awareness has been a driving force in the consumers’ preferences, leading to higher demand for sustainable and eco-friendly products. As such, Nike’s efforts in adopting eco-friendly practices and promoting sustainable products are crucial for its brand image. According to Perez et al. (2022), Nike’s “Move to Zero” is among the multiple initiatives at the company aimed at reducing its environmental footprint by using sustainable materials and recycling production waste, appealing to environmentally conscious consumers.
[bookmark: _Toc142980771]Legal Factors: (Neutral)
The legal drivers include the policies and regulations placed by the law to maintain a certain minimum standard when it comes to business operations. Compliance with local and international laws and regulations is essential for Nike’s global operations as any violation of these laws can result in lawsuits that can damage the brand’s reputation and even threaten its existence. For instance, Wattles (2018) shows a situation where Nike faced a lawsuit alleging copyright infringement for using a logo similar to the U.S. Naval Academy’s crest on its clothing, highlighting the importance of intellectual property compliance. As such, intellectual property protection and labour laws are critical considerations in the company’s marketing strategies and tactics. 
[bookmark: _Toc142980772]Porter’s Five Forces
The Porter's Five Forces model, developed by Michael Porter, is a strategic framework used to analyze and evaluate the competitive environment of an industry or market. Bruijl (2018) demonstrates that this model analyzes five key factors which collectively determine the level of competition and profitability in a particular industry. This model provides organizations with an understanding of external factors that affect their business, thus allowing them to make informed decisions to improve their competitive position (Bruijl, 2018). Below is a Porter’s Five Forces model for Nike, categorised as either high, medium, or low, along with a brief explanation for each force.
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Figure 2: Porter’s Five Forces model for Nike
[bookmark: _Toc142980773]Internal Environment and Marketing Role
The internal environment comprises factors that originate within the organisation and are under its control. According to Vanessa (2023), these factors are influenced by the company’s management, resources, capabilities, and overall business strategies. To undertake an internal environmental analysis, one can leverage a wide range of tools and frameworks, including the SWOT analysis, value chain analysis, resource-based view (RBV) analysis, and the VRIO framework. In this case, we will leverage on the SWOT analysis, which as illustrated by Molkoska (2021), entails evaluating the strengths, weaknesses, opportunities, and threats facing an organisation. 
[bookmark: _Toc142980774]Strengths
	Nike has established a strong brand presence due to its long-term success in marketing. Lin (2017) highlights that the company is globally recognised for its high-quality athletic products, innovation, and inspiring marketing campaigns. According to Zhavoronkova (2021), Nike has managed to position itself as a symbol of motivation, creativity, and athleticism, which is apparent in their celebrity endorsements. Another key strength in Nike’s internal environment is based on its product innovation, which is a key driving force in its marketing strategy. According to Kohli (2023), Nike invests heavily in research and development in order to bring new and innovative sportswear and footwear to the market. Their marketing strategy is able to highlight the features and technology of these products, showing how they stand out from the competition by improving performance, comfort, and style. In addition, Nike has a wide-reaching distribution network, which is a major advantage for their marketing campaigns. Danzinger (2018) notes that the company has physical stores, web-based platforms and collaborations with retailers across the globe. This allows Nike to reach a variety of buyers, promote their product, and build brand loyalty and customer purchases.
[bookmark: _Toc142980775]Weaknesses 
	Nike’s susceptibility to market fluctuations and economic changes specific to the North American market is a significant weakness, given its substantial dependence on this region for revenue (Faris, 2020). This reliance exposes the company to risks associated with mature markets, including the potential for market saturation and limited avenues for growth. Another noteworthy weakness lies in Nike’s lack of product diversification, with its primary focus on sportswear and footwear (Gupta, 2023). While the company excels in these categories, the absence of diversification exposes Nike to potential risks if consumer preferences shift or if heightened competition emerges. Besides, Nike’s premium pricing strategy, known for emphasising quality and exclusivity, could also be perceived as a weakness (Mahdi et al., 2015). Although this strategy underscores the brand’s commitment to high-quality and innovative designs, it may deter price-conscious customers. 
[bookmark: _Toc142980776]Opportunities
Nike has many opportunities to grow their competitive edge and their market presence. The increasing focus on sustainable and environmentally friendly goods is a great opportunity for the brand. As customers become more aware of the environment, Nike’s dedication to efforts like “Move to Zero” can be viewed positively by this growing group (Perez et al., 2022). By keeping up with advancements in sustainable materials and production methods, Nike can entice a bigger portion of the eco-friendly demographic. Additionally, the emergence of digital technologies gives Nike plenty of options for their marketing tactics. The company’s adeptness in utilising digital advancements can lead to improved customer engagement with personalised experiences such as mobile applications and web platforms. 
[bookmark: _Toc142980777]Threats
	Despite its strengths, Nike may be subject to certain threats that could affect its market position. The sportswear and footwear industry is becoming increasingly competitive, making it difficult to differentiate products and potentially leading to price wars and lower profit margins. To maintain its status, Nike must regularly introduce new products and campaigns that showcase their distinct features and value. Furthermore, economic downturns like the Covid-19 pandemic could put a strain on Nike’s sales and marketing efforts, as people tend to cut back on non-essential spending (Lindgren and Winberg, 2021). To overcome this, Nike should consider strategies that appeal to cost-conscious customers by offering value for money and durability.
The table below summarises the strengths and weaknesses within Nike’s internal environment, focusing on how marketing plays a vital role in addressing and leveraging these factors for sustained competitiveness.
	Internal Environment
	
	Role of Marketing within Nike

	Strengths
	Strong brand image
	- Leveraging the strong brand image to position itself as a symbol of inspiration, innovation, and athleticism through marketing campaigns.

	
	Product innovation
	- Emphasising product innovation in marketing messages to differentiate from competitors and appeal to consumers seeking top-of-the-line athletic gear.

	
	Extensive distribution network
	- Utilising an extensive distribution network to ensure easy access to Nike products and drive brand loyalty through targeted marketing efforts.

	Weaknesses
	Dependence on the North American market
	- Addressing high dependence on the North American market by expanding into other regions and tailoring marketing campaigns to resonate with local consumers.

	
	Lack of product diversification
	- Overcoming the lack of product diversification by exploring new product categories that align with brand values and engaging in compelling marketing campaigns.

	
	Premium product pricing
	- Balancing premium pricing with competitive strategies to cater to diverse consumer segments and justifying higher costs through marketing the value proposition of Nike products.

	Other elements of the SWOT Analysis

	Opportunities
	Data analytics
	- Embracing digital technologies to enhance customer engagement through personalised experiences using mobile apps, online platforms, and data-driven insights for targeted marketing.

	Threats
	Increased competition
	- Intensifying competition in the sportswear and footwear industry, potentially leading to price wars and reduced profit margins.


Figure 3: Nike’s internal environment

[bookmark: _Toc142980778]Segmentation, Targeting, and Positioning (STP)
Nike, being a global leader in athletic footwear and sportswear, employs a strategic approach to segmentation, targeting, and positioning to effectively cater to its diverse customer base. Nike segments its market based on various factors such as demographic, psychographic, behavioral, and geographic variables. Demographically, Nike serves consumers of all ages, genders, and income brackets, with an emphasis on younger customers who are into sports and an active lifestyle. Psychographically, they cater to those looking for high-grade products, innovation, and a link to a lifestyle brand. As illustrated by Zhu (2022), Nike’s target market largely consists of those who have a strong passion for sports and fitness, including athletes and people who engage in regular physical activities. Additionally, the brand targets those who appreciate fashion and seek fashionable sportswear. For positioning, Nike portrays itself as a brand that stands for creativity, performance, and motivation. As noted by Holt and Cameron (2010), the “Just Do It” motto manifests their positioning technique, encouraging people to go beyond their boundaries and accomplish their objectives. Their affiliation with renowned athletes and celebrities bolsters the brand’s image as a symbol of excellence, athleticism, and fashion.
[bookmark: _Toc142980779]Current Market Mix Strategies
Nike employs a combination of 4Ps (Product, Price, Place, and Promotion) in order to reach its target audience, differentiate its offerings, and gain an advantage over competitors. The company produces a variety of items including athletic footwear, apparel, equipment, and accessories, and is constantly innovating them with advanced technologies and materials for better performance and comfort. Nike prices its products at a premium to reflect its brand value and product quality, and justifies the extra cost by highlighting product innovation, technological advancements, and superior performance. In terms of distribution, Oberoi (2019) shows that Nike utilises both direct and indirect channels, such as its own stores, both physical and online, in order to have control over the brand experience and provide personalised services. The brand’s promotional activities focus on creating emotional connections with consumers through inspiring stories, featuring top athletes, and messages of empowerment. Additionally, Nike uses social media, celebrity endorsements, and partnerships with sports events to engage its target market and keep its visibility strong.
[bookmark: _Toc142980780]Recommendations Conclusion and for the Future
The undertaken environmental marketing analysis for Nike identifies key external influencing drivers and analyses the internal environment with a focus on marketing’s role. A PESTEL framework has been used for the external environment analysis, a SWOT framework for internal environment analysis, and Porter’s Five Forces model in assessing the industry’s competitiveness. These tools collectively provide a holistic view to guide strategic decision-making for Nike, particularly from a marketing perspective. To maintain a competitive advantage, the following actionable recommendations have been proposed.
[bookmark: _Toc142980781]Diversification of Product Portfolio
Nike should consider diversifying its product portfolio beyond sportswear and footwear. Nike should think about broadening their range of products beyond sportswear and footwear. Despite their success in these areas, not having a varied selection of products makes them susceptible to changes in consumer tastes and competition. Introducing athleisure wear, fitness accessories, and lifestyle items could help them reach a larger customer base and decrease their reliance on a single market area. As far as marketing goes, they can put forward campaigns that demonstrate the quality and innovation of their various products. By taking advantage of their already strong brand image and customer loyalty, Nike can successfully communicate the advantages of these new items, luring in old and new customers.
[bookmark: _Toc142980782]Agile Marketing Strategies for Economic Uncertainties
In light of economic downturns having an effect on consumer spending, Nike should consider using agile marketing strategies that are flexible to suit the changing economic environment. As people may focus on getting the most value for their money and finding items that will last, Nike could create marketing campaigns to demonstrate the durability of their products and how they are cost-effective in the long run. The company might think about implementing flexible pricing, deals, and bundles that are affordable, but still show the brand’s high-end image. 
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