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1. INTRODUCTION 


  Bill Bowerman and Phil Knight established the Nike brand in 1964, and the business's headquarters are located in Beaverton, Oregon, in the United States. Nike is a sportswear corporation. The company has established itself as an industry leader in the production of athletic wear, which includes footwear, apparel, athletic equipment, and other items associated with sports. Since the 1970s, Nike has made a concerted effort to increase its share of the global market. These days, it has established itself as a frontrunner in the market for high-performance athletic products. Nike's objective is to provide every Nike user with an opportunity to express themselves and grow their potential, and the company's vision is to bring inspiration and innovation to every athlete in the globe. Nike places a significant emphasis on brand effect as well as brand value as essential drivers of brand development. Nike has increasingly become a cultural symbol in the imagination of the general public as a result of effective emotional branding and marketing. This cultural symbol represents sportsmanship as well as human self-transcendence. As a result of the successful branding and marketing methods that Nike employs, the company has emerged in recent years as one of the most socially responsible businesses found anywhere in the globe. In this report will be analysed Porter 5 Forces, SWOT analysis of the company and will be given recommendations for better performance. 


2. DEFINITION OF MARKETING, MARKETING PROCESS AND STAGES 
  Marketing, more than any other aspect of a company's operations, interacts directly with consumers. Marketing can be defined in its most basic form as the process of actively engaging customers and effectively managing profitable client relationships (Kotler, 2020, p.5). The purpose of marketing is two-fold: first, to acquire new customers by making bold claims of superiority.  Second, to maintain and expand relationships with existing customers by meeting their expectations for value and contentment. In today's world, marketing must be interpreted not in the traditional sense of making a sale, but rather in the modern sense of catering to the requirements of the target market. In order to adhere to the principles of the marketing concept, the corporation must devise a method to determine how to complete unmet client wants. The method of carrying this out can be conceptualised as consisting of the following stages in the marketing process - the Analysis of the Current Situation, Goals, Strategies, and Plans for their Execution and Monitoring. 

[image: A diagram of a marketing process

Description automatically generated]
Fig. 1 Marketing Process Stages (Source: smartsheet.com (2023)

Defining the company's business environment and its place in the competitive landscape is the first step in the process of marketing. After that, the process moves on to determining what aspects of market research, target markets, and marketing objectives are required. After this, a SWOT analysis will be performed to determine the opportunities, threats, strengths, and weaknesses of the situation. The results of the SWOT analysis are then used to inform the development of a strategy, together with a plan for putting that strategy into action. Opportunities and threats are external elements that are outside a company's control but which it must anticipate, evaluate, and take advantage of. Strengths and weaknesses pertain to the firm and its internal environment, whereas opportunities and threats are internal factors that relate to the company and its internal environment. Include only the information that is most essential to the discussion. It is necessary to conduct a marketing audit in order to establish goals that are both attainable and reasonable. Furthermore, the objectives themselves should serve as the basis for establishing how to achieve the goals. The goals of the various markets should determine which products should be sold in which markets. It is essential to differentiate between marketing strategy and marketing objectives when developing a plan for the former (what you want to achieve). The four Ps that make up marketing are Product, which refers to the benefits that the consumer receives, Price, which refers to the price at which the product is offered, Place, which refers to who the customers are and where they are situated, and Promotion, which refers to how the customer may be reached. Booms and Bitner identified three more components to the marketing mix in addition to the traditional four Ps, which are People, Process, and Physical Evidence. These three components characterise the environment in which the product is delivered. The strategy has to detail the resources that will be necessary in order to carry out the activities that have been proposed, with an emphasis on the resources that are not now accessible but will be required in order to meet market penetration goals. Considering the technology, the systems, the human knowledge, the procedures, the requirements for training, and the distribution channels. In order to monitor how well the strategy is being executed, metrics and checkpoints should be utilised. The metrics that are chosen should have a direct connection to the accomplishment of the tasks that were planned. When there is a shift in the environment, it is necessary the plans to be adjusted in order to capitalise on possibilities or protect against danger. Marketing strategy can be effectively planned with the assistance of the marketing process. There is no way to evaluate the efficacy of marketing activities if it is not first defined what success looks like for you. With following this approach step by step, you will be able to construct a marketing plan that includes a goal with intended objectives, quantifiable milestones, and defined techniques.

3. PESTLE ANALYSIS OF NIKE 

  The PESTLE analysis of Nike examines trends in the company's remote or macro-environment in order to make an informed business decision. This environment refers to the marketplaces and the industry that deals in athletic products. The business environment that Nike operates in presents both threats and opportunities, which can be sorted according to the PESTEL framework (which stands for political, economic, social or sociocultural, technical, environmental or ecological, and legal factors). This PESTEL analysis is an example of an external analysis that was conducted on the company that specialises in footwear, apparel, and equipment. Nike's strategic options and the decisions made by corporate management are influenced by elements and trends from the outside world, such as governmental policies. 

3.1 POLITICAL FACTORS 

This component of the analysis examines how government policies affect the external environment of the athletic goods business. Nike's business decisions are influenced by the following political and economic factors: Political climates that are relatively stable in the majority of large markets (opportunity).  International conflicts affect the trade barriers (threat). Economies bolstering their domestic manufacturing sectors with more government assistance (opportunity). The political stability of the majority of the world's most important markets presents a chance for Nike's expansion. This external factor is equivalent, according to the PESTLE research paradigm, to the sporting goods market experiencing little or no interruptions that were instigated by the government. On the other hand, trade obstacles brought up by international conflicts are a source of difficulty for Nike. In this PESTEL analysis of the company that specialises in sports and leisure shoes, trade barriers are regarded to be a threat because of the negative consequences that they have on the performance of multinational businesses. For instance, import limits and tariffs can have the effect of reducing the availability of Nike products on the market in some nations. As a consequence of this, the company's capacity to increase its revenues through the sale of its footwear, equipment, and clothing items and accessories is put in threat by this political aspect. This PESTLE analysis of Nike also considers the possibility of governmental backing for domestic or local production to be an opportunity for the company. This external factor increases the possibility of that some of the company’s procedure that are currently outsourced to shoe manufacturers in Asia will be brought back in-house. It is possible that Nike will adjust its organisational structure or its corporate structure as part of the reshoring process in order to achieve the highest possible level of operational efficiency for domestic or local production. In this PESTEL analysis of the macroenvironment of the sporting goods company, the possible benefits of remodelling are emphasised, taking into consideration the threats and opportunities in the economic and social components of the investigation.

3.2 ECONOMIC FACTOR 

The state of the economy and current trends directly impacts Nike's business performance. This aspect of the PESTLE research model focuses on external factors that have an impact on economies and, as a result, the state of the market for athletic goods. The following economic considerations have an impact on Nike: Increasingly expensive labour in emerging countries is a potential threat. A threat posed by the high expenses of transporting resources and finished goods. A potential threat posed by the Chinese economy's slowdown. In this PESTEL analysis of Nike, rising labour costs are identified as a threat. This is due to the fact that the firm is dependent on low-cost labour for its manufacturing operations. This economic external element can potentially contribute to higher selling prices and sporting goods that are less competitive in the marketplace. Despite this, the Nike brand, which is one of the many advantages that the corporation possesses, might help to keep the business competitive. The business of sporting products is exposed to risk due to rising expenses of shipping. This external component contributes to the costs incurred by the company in the production of its shoes, apparel, and equipment. These two economic considerations highlight the benefits of reshoring, with new procedures in the administration of Nike's operations. Another economic factor identified by this PESTLE analysis as a threat to Nike is the slowing Chinese economy. China is a significant source of growth for the athletic goods industry. Nike's expansion potential is hampered by the country's downturn. Nonetheless, the Chinese market continues to be a major development element in the garment and footwear business. 

3.3 SOCIAL FACTOR 

External elements that influence social situations and related behaviours of stakeholders, such as athletes who utilise the company's products, are noted in this dimension. Nike is influenced by the societal external elements listed below: Many countries' populations are ageing, creating an opportunity. Increasing the adoption of healthy lifestyles (opportunity). Increasing consumer demand for homegrown or locally produced items (opportunity). Nike's PESTLE research demonstrates population ageing as a business opportunity. This social external factor reflects changes in the demographics of athletic goods marketplaces. Customer tastes and demand for products such as different types of shoes and garments might alter as a result of demographic shifts. For example, the corporation may create running shoes and leisure equipment that are tailored to the needs of older individuals. In this analysis, Nike's generic competitive advantage approach and intensive growth strategies can enable product development for such an opportunity. Another opportunity relevant to this PESTEL analysis of the sporting goods company's macro-environment is the growing popularity of healthy lifestyles. Customers that live healthy lifestyles are more likely to be physically active. This trend has the potential to raise demand for Nike products such as running shoes. While dealing with this social external element, the corporation can use techniques that promote its products for health and wellness while also improving corporate image. Such a social tendency, according to this analysis, highlights the relevance of Nike's marketing mix or 4P in promoting sports and leisure items as part of a healthy lifestyle. The growing demand for domestic or locally produced items is a social trend that provides opportunities for growth in the footwear, apparel, and equipment industries.  Customers' perceptions of Nike's products are influenced by such social trends. Some American customers, for example, prefer shoes that are largely or entirely manufactured in the United States.

3.4 TECHNOLOGICAL FACTORS
 
Technologies and accompanying trends might bring opportunities or dangers to the industry environment of Nike. These are external elements that influence the technology accessible to the firm as well as the technologies that customers use or anticipate from the sporting goods company. Nike is influenced by the following technological external factors: Buyers' high availability and usage of information technologies (opportunity). Metaverse development (opportunity and threat). Rising e-commerce popularity, particularly in developing markets (opportunity). This analysis looks at technology change as a factor influencing Nike's business situation. The usage of information technologies by customers presents an opportunity for the athletic goods industry. This trend relates to Nike's ability to maximise the utility of information technologies. For example, the corporation can strengthen its distribution tactics for footwear via retail platforms such as Amazon and eBay. Furthermore, the employment of mobile technology by clients is relevant to this PESTLE analysis of the athletic goods company. As clients use mobile devices, Nike's methods, such as mobile apps for reaching target customers, must account for Apple and Google's goals. Another example from this PESTEL research is consumer engagement, such as upgraded shoes coupled with sensors that operate with mobile apps to measure physical activity. In this Nike's PESTLE analysis, the emergence of metaverses is a technical trend that represents opportunities and threats. Companies such as Meta Platforms (previously Facebook) advocate for people and businesses to use the metaverse to communicate with one another through virtual reality and social networking. This external factor is a threat because it has the ability to destabilise the industry environment and increase the intensity of competition, which is already a significant problem.  However, based on this technological trend, upgrading Nike's IT strategy can contribute to business success. Nike expects substantial development in online sales from developing countries. This PESTLE analysis identifies the growing importance of e-commerce in such areas as a chance to grow the business through improved sales performance, supplementing the distribution and sales channels now employed for the company's shoes, apparel, and equipment. While this analysis takes into account the importance of increasing online sales in developing countries can assist maximise sales revenue.

3.5 ENVIRONMENTAL FACTOR 

The PESTLE analysis environmental trends to define the sporting goods business environment in terms of resources, geography, climate, and weather, which influence the transportation and distribution of materials and completed products. Nike is concerned with the following environmental external concerns: Increasing public support for material recycling (opportunity). Customers desire green or sustainable firms (opportunity). Rising renewable energy availability (opportunity). Nike sees public support for recycling as a multifaceted opportunity. For example, the manufacturer could employ recycled materials in some of its shoes to appeal to environmentally conscious shoppers. The same environmental external aspect, together with Nike's corporate social responsibility and stakeholder management methods, presents a potential for brand and corporate image building. In this regard, customers' preference for green enterprises as an opportunity, similar to how public support for material recycling influences the athletic goods industry. Conversely, based on the increasing availability of renewable energy, this analysis suggests considerable opportunities for Nike. This ecological trend entails easier access to, and lower costs associated with, employing renewable energy for athletic shoe industry operations. This PESTLE analysis dimension depicts a macro-environment in which Nike's organisational culture or corporate culture can support long-term decisions and practises that benefit the company and its stakeholders.

3.6 LEGAL FACTORS 

Nike operates within regulatory boundaries and meets legal criteria related to the company's operations in various markets. The external factors in this component of the PESTEL study characterise legal options in the athletic goods industry. The following legal external elements are present in Nike's macro-environment: Rising minimum wages have an impact on manufacturing (threat). Increasing consumer protections gradually (threat and opportunity). More stringent labour laws (opportunity and threat). greater salaries and wages might pose a danger to businesses, such as greater manufacturing costs and associated pricing, which can make Nike shoes less competitive. This legal tendency is significant in the sites of factories where the company's products are manufactured. As a result, labour costs affecting outsourced activities are a strategic issue in this dimension of Nike. As a result of expanded consumer protections, the athletic goods company's expenses may rise. This legal element poses a cost challenge to Nike. However, in this dimension of the shoes and equipment company, the same component provides a positive environment. Nike, for example, may simply adjust to new consumer protections in order to meet legislation, develop customer relationships, and strengthen its brand image. As a result, the PESTEL analysis dimension identifies legal opportunities that the athletic goods company may easily handle. More stringent employment restrictions are both a threat and an opportunity. This legal external element poses a threat to the firm in the form of additional regulations for manufacturing, distributing, or selling goods such as shoes and clothing. However, the same legal trend allows Nike to strengthen its business procedures, policies, and standards in order to comply with new employment laws and regulations. In this PESTEL analysis, such an opportunity gives the sporting goods firm with possibility for enhancing its legal department and addressing personnel concerns.


4. PORTER 5 FORCES 
In this Five Forces analysis, Nike is assessed in terms of the intensity of Competitive rivalry, Bargaining power of buyers and customers, Bargaining power of suppliers, Threat of substitutes and Threat of new entrants. These five forces are competitive forces based on external variables that impact the strategy of athletic goods company.



4.1 COMPETITIVE RIVALRY 
Market share is determined by competition among sportswear companies. This component of the Five Forces analysis demonstrates how competition affects the industrial environment and the performance of sports shoe and equipment companies. In Nike's example, the following external elements combine to generate a powerful force of competitive rivalry. Sporting goods companies have a high level of marketing aggressiveness (strong force). A large number of shoe, equipment, and clothing enterprises of varying sizes (strong force). Market growth rate is slow (strong force). Nike competes with aggressive marketing techniques from Adidas, Puma, Under Armour, New Balance and ASICS. The sports shoe, apparel, and equipment market are saturated with many large, medium, and small enterprises. According to Michael Porter's Five Forces analysis model, this external element exerts a significant force on Nike Inc. Furthermore, the athletic goods industry is a strategically hard business environment due to the low market growth rate associated with market saturation.

4.2 BARGAINIG POWER
Nike's sales performance is influenced by its customers. This component of the Five Forces analysis demonstrates how buyers or customers affect corporate competitiveness in the industry environment. The following external variables contribute to Nike customers' limited bargaining power. Buyer switching costs are low to high (moderate force). Nike's sporting items have a moderate availability of substitutes (moderate force). Buyer concentration is low (weak force). Customers can easily buy from Nike's competitors due to low to moderate switching costs. Customers can also buy non-athletic footwear instead of buying from the company due to the moderate availability of substitutes. This external factor equates to purchasers' modest negotiating power over Nike's business in the Five Forces analysis paradigm. Customers' access to brick-and-mortar and e-commerce enterprises strengthens their bargaining power. However, the low buyer concentration represents the modest size of individual buyers and their sportswear purchases, which diminishes buyers' impact on Nike and leads to the overall moderate bargaining power of customers in this Five Forces analysis.

4.3 BARGAINIG POWER 
Sportswear companies' access to materials is influenced by suppliers. This section of the Five Forces research looks at the impact of suppliers on athletic goods companies. In Nike's situation, the following external variables contribute to suppliers' low bargaining power. Sporting goods manufacturing has a high supply availability (weak force). Nike has a low to moderate supplier concentration (weak force). A reasonable number of vendors are available (moderate force). High supply availability reduces suppliers' bargaining power over the company's access to materials. Furthermore, the low to moderate supplier concentration means that many suppliers are minor in relation to the supply chain of the athletic goods giant. The Five Forces research approach connects these external issues to Nike's business environment's weak supplier force. The moderate quantity of suppliers, on the other hand, equates to their moderate bargaining leverage over athletic goods businesses. The combination of these variables results in Nike's suppliers having little negotiation leverage. This component of the Five Forces analysis demonstrates that supplier power is a low-priority problem for the sports shoe and clothing industry. Nike's organisational structure, often known as its corporate structure, has an impact on supply chain management and how suppliers utilise their negotiation power against the corporation. Improving Nike's corporate citizenship status may boost relationships with suppliers who may seek to improve their own corporate social responsibility status in partnership with the company.

4.4 THREAT OF SUBSTITUTES 
Nike's market share may be reduced by substitutes. Substitution is a contributor to the weakening of enterprises in the athletic goods sector environment, according to the Five Forces analysis model. The following external elements contribute to Nike's modest force of substitution threat. Modest access to substitute shoes, clothing, and equipment (moderate force). Substitutes with a moderate price-performance ratio (moderate force). Buyer switching costs between athletic products and replacements are low to moderate (moderate force). Customers have alternatives to Nike, such as non-athletic footwear and casual apparel, due to the moderate availability of substitutes. Furthermore, many substitutes have a modest price-performance ratio, which means that alternative shoes and outfits have significant quality and performance that customers like. These two external factors, according to the Five Forces analysis approach, provide a moderate danger of substitution to enterprises competing in the athletic goods market. Furthermore, the low to moderate switching costs indicate that buyers can easily transition from Nike products to replacements. As a result of the combination of external forces in this section of the Five Forces analysis, the threat of substitution is a moderate force on the athletic goods company. In this aspect, Nike's operations management product design component focuses on product improvement to meet the threat of replacements.

4.5 THREAT OF NEW ENTRANTS 
Nike's industry environment is disrupted by new entries or competitors. This component of the Five Forces analysis determines the competitive influence of new entrants in the sports shoes, apparel, and equipment industry. The following external factors provide a moderate threat of new entrants to Nike. The high cost of brand development (weak force). High economies of scale in the production of athletic goods (weak force). Access to distribution channels at a high level (strong force). Strong brands, such as Nike, are expensive to build, with brand development activities frequently requiring advertising and sponsorship. Furthermore, substantial economies of scale in the manufacturing of sporting products limit the rise of new entrants. These two external factors are obstacles that decrease the threat of new entry against Nike and its competitors in the Five Forces analysis model. New entrants, on the other hand, can gain access to advertising and distribution channels for their sporting items. New businesses, for example, can distribute their products via Amazon and eBay. Reach target clients via applications on Apple's App Store and Google Play, and advertise via Facebook, Google, and other networks. The combination of external factors in this component of the Five Forces analysis results in a moderate threat of new entry for Nike.


  
5. CONCLUSION AND RECOMMENDATIONS 

  Nike has become one of the world's most socially conscious brands in the modern period, owing to its customer-focused brand value proposition and unique marketing techniques. Nike's brand value proposition is to provide its clients with accessible, innovative, trendy, and high-performance shoes in all sports. Nike's effective emotional branding has resulted in a strong emotional resonance for its audience and the formation of a prominent brand cognition. Nike's major audience consists of professional athletes and young people. Nike has greater marketing capabilities as compared to other sports businesses. Nike used two main marketing methods to expand new markets and build brand awareness: inviting influential celebrities to support the company and building various brand stories for different segment markets. Nike has been committed to digital marketing in recent years, utilising social media to establish various virtual communities and then strengthen emotional interaction with its customers at any time and from any location, which has played a significant role in increasing customer loyalty to the brand (Joshi & Nema, 2015). Nonetheless, Nike has encountered great obstacles in enhancing the market competitiveness of its products and stimulating the purchasing intention of various customer groups, particularly in light of the ongoing Covid-19 pandemic. As a result, certain recommendations are made to address these issues. It is difficult to deny that strategically investing in technology is critical to sustaining Nike's industry-leading position because the corporation can acquire a significant edge in the sports footwear and clothing market. There is little doubt that the sooner Nike implements cutting-edge technology, the better its chances of capitalising on market prospects. As a result, Nike must stay up with the rapidly changing market dynamics brought forth by technological advancement. Meanwhile, the corporation must encourage endogeneity of innovation by changing organisational culture and speeding up its digital transition. More importantly, Nike is a superb storyteller since the corporation excels at developing unique brand tales and ads. Nike, in general, engages with its fans all over the world by telling diverse sports stories that can form an emotional tie between the brand and its customers (Nakhil, 2019). This is why Nike has sponsored numerous well-known athletes, including Cristiano Ronaldo, to tell the brand's tales. Nike can use more anti-pandemic stories into advertising in the context of the Covid-19 pandemic to demonstrate corporate social responsibility and develop a trustworthy brand image. Furthermore, with their diversified interests and demands, millennial consumers have become Nike's primary target group. As a result, in order to increase their buy intention, Nike must understand their demands and build more compelling stories based on their consumption characteristics. Furthermore, Nike can use precision marketing to its customers by developing a customer profile, which will allow the company to more effectively communicate its value offer to its target demographic. 
In fact, precision marketing promotes brand distinctiveness and provides a better client experience (Zhu & Gao, 2019). However, in the athletic footwear and clothing business, it is difficult for companies to apply precision marketing for every segment market since one product cannot match all client wants without imposing significant development and manufacturing costs on the organisation. As a result, it is more ideal for sports firms to use targeted marketing to certain groups with similar portraits.
Nike can make significant efforts to provide distinct offerings in order to attract different market segments and thus enhance corporate profitability in order to provide the finest experience for more customers.
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