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1. Introduction
According to Kumar and Paul (2019), Nike is a high-involvement product associated with fashion, fitness, and lifestyle choices. The objective of this report is to evaluate Nike's marketing techniques in the Indian and American markets. The report will focus on market segmentation, targeting, positioning, and the marketing mix's four components. This report aims to analyze Nike's marketing strategies in India and the USA, including market segmentation, targeting, positioning (STP), and the 4 Ps of the marketing mix. The report will critically evaluate the effectiveness of Nike's marketing strategies in achieving its business objectives.
2. Background
Nike was founded in 1964 as Blue Ribbon Sports and rebranded as Nike in 1971 (Kotler et al., 2022). The company expanded its product line to include clothing and accessories in the 1980s and established a global presence in the 1990s (Kumar & Paul, 2019). Nike's marketing campaigns, such as "Just Do It" and endorsement deals with high-profile athletes, including Michael Jordan and Tiger Woods, helped establish the brand as a symbol of success, performance, and innovation (Kotler et al., 2022).
Despite facing challenges in labour practices and ethical standards, Nike has implemented initiatives to promote sustainability and social responsibility (Kumar & Paul, 2019). Currently, Nike is recognized as a renowned brand worldwide, offering a range of products such as athletic footwear, apparel, accessories, and equipment. In the fiscal year of 2021, Nike generated a revenue of $44.5 billion according to the company's report in 2022.
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                                                             Figure 1: History of Nike
3. ANALYSIS of NIKE Macro Environment
Nike's business operations are influenced by a constantly changing macro-environment that is impacted by multiple factors, such as political, economic, social, technological, environmental, and legal factors (Kotler et al., 2022). To assess the impact of these external factors on the organizati on, a PESTEL analysis is used as a framework. The analysis enables Nike to understand the macro-environmental factors and their potential impact on the business, allowing them to make informed strategic decisions. This evaluation enables a company to better understand the opportunities and challenges it may face. In this report, we will conduct a PESTEL analysis of Nike to identify the external factors impacting the company.
                               [image: ]

                                                     Figure 2: Micro and Macro Environment
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                                                  Figure 3: (PESTEL ANALYSIS OF NIKE, 2022)
3.1. Political Factors
Nike operates in various countries and is subject to the political factors of those countries. As stated in a Market Realist report from 2019, political instability, governmental regulations, and trade policies can affect a company's operations and financial success. For example, trade wars and tariffs can increase the cost of production and affect the company's supply chain.
For example: In the USA, Nike may face political pressure regarding labor practices and manufacturing conditions in countries where their products are produced. In India, the government's policies on foreign investment and import/export regulations can affect Nike's operations. Favorable or unfavorable: It can be both favorable and unfavorable as the political factors can either support or hinder the company's operations and financial success.
3.2. Economic Factors
Grefen (2021) states that global economic conditions impact the demand and supply of Nike's products. Inflation, exchange, and interest rates can impact the company's sales and profitability. Additionally, consumer spending habits can affect the demand for Nike products.
For example: In the USA, Nike's sales may be affected by changes in the economy, such as recessions or fluctuations in exchange rates. In India, consumer spending habits and the country's economic growth can affect the demand for Nike products. Favorable or unfavorable: It can be both favorable and unfavorable as economic conditions can impact the demand and supply of Nike's products, affecting its sales and profitability.
3.3. Social Factors
Nike's marketing campaigns and brand image are influenced by social factors such as consumer trends, lifestyle choices, and cultural values. Nike has effectively utilized social media platforms to interact with its desired audience and establish brand recognition. However, social issues such as labour practices, ethical concerns, and sustainability have also impacted the company's reputation (Hogg et al., 2019).
For example: In the USA, Nike's marketing campaigns and brand image may be influenced by consumer trends and lifestyle choices. In India, cultural values and attitudes towards foreign brands can impact Nike's market share. Favorable or unfavorable: It can be both favorable and unfavorable as social factors can either positively or negatively impact Nike's reputation and financial success.
3.4. Technological Factors
Nike places significant emphasis on research and development to produce innovative products that improve athletic performance. The company also uses technology to optimize its supply chain and improve the customer experience. However, technology advancements such as 3D printing and e-commerce have disrupted traditional business models, and Nike needs to adapt to stay competitive.
For example: In the USA, technology advancements such as e-commerce may benefit Nike's sales and distribution. In India, the adoption of new technologies and internet penetration may pose a challenge to Nike's traditional distribution channels. Favorable or unfavorable: It can be both favorable and unfavorable as technological advancements can either benefit or disrupt traditional business models, requiring Nike to adapt to stay competitive.
3.5. Environmental Factors
Environmental sustainability is a critical concern for Nike, and the company has implemented several initiatives to reduce its carbon footprint and promote sustainable practices. Nike's customers are increasingly environmentally conscious, and the company's sustainability efforts can positively impact its brand image (Coates, 2019).
For Example: In the USA, Nike's sustainability initiatives may align with the increasing environmental awareness among consumers. In India, the lack of environmental regulations and awareness may pose a challenge to Nike's sustainability efforts. Favorable or unfavorable: It can be both favorable and unfavorable as environmental sustainability initiatives can either positively impact Nike's brand image or be hindered by local environmental regulations.
3.6. Legal Factors
Nike must adhere to several legal requirements and regulations, including laws related to employment, intellectual property, and product safety. Legal issues such as trademark infringement, product liability, and copyright infringement can impact the company's reputation and financial performance. Nike must ensure that it complies with all applicable laws and regulations (Zhao et al., 2021).
For example: In the USA, Nike must comply with intellectual property laws to protect its brand and products. In India, legal issues related to employment and product safety can impact Nike's operations and reputation. Favorable or unfavorable: It can be both favorable and unfavorable as legal requirements can either protect or harm Nike's brand image and financial performance.
4. Hofstede Culture Dimensions Module
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                                  Figure 4: Hofstede Country Comparison of US and India
4.1. Hofstede Country Comparison of US and India
Hofstede's cultural dimensions model identifies six dimensions that can help understand the cultural differences between countries. Which can be discussed as follows:
Power Distance
India’s high-power distance is reflected in various aspects of society, including the education system, workplace, and government (Hossain and Kumar, 2019). For example, in the education system, students are expected to show respect and deference to their teachers and professors, and questioning their authority is not encouraged. In the workplace, managers are expected to make decisions and direct the work of their subordinates, and employees are expected to follow their instructions without questioning them. 
However, the United States has a low score on this dimension, indicating that individuals expect to be treated equally, regardless of their position in society. There is less emphasis on hierarchy and social status, and people tend to be more egalitarian (House et al., 2019).
Individualism
In Indian culture, collectivism is highly valued, as indicated by its low score on this dimension. People are more likely to prioritize group harmony and relationships over individual goals, and decision-making is often made in a group context (Kumar and Nair, 2019).
The United States has a high score on this dimension, which means that individuals prioritize their personal goals over group harmony. There is a focus on individual achievement and personal success, and people tend to be more competitive and independent (Hofstede, 2019).
Masculinity
As per Hofstede's model, the dimension of Masculinity does not apply to India. This aspect pertains to how much importance a community places on being aggressive, competitive, and achieving material success compared to fostering, collaborating, and improving the quality of life. However, it is important to note that India's cultural values may still emphasize traits traditionally associated with masculinity, such as dominance, strength, and achievement (Luo et al., 2020). Nevertheless, Hofstede's model suggests that India's cultural values may emphasize these traits to a different extent than other cultures, with a high score on the Masculinity index.
The United States has a moderate score on this dimension, which means there is some emphasis on traditionally masculine traits such as assertiveness and ambition. However, there is also a growing recognition of the importance of work-life balance and emotional intelligence (Minkov and Hofstede, 2020).

Uncertainty Avoidance
In the context of this dimension, India is characterized by a low score, indicating that people in Indian society tend to be more comfortable with ambiguity and uncertainty. There is less need for formal rules and regulations, and people tend to be more flexible and open to change (Dey and Singh, 2021).
People in the United States tend to have a lower tolerance for ambiguity and uncertainty due to their high score on this dimension. There is a desire for clear rules and guidelines, and people may feel uncomfortable with ambiguity and risk-taking (Hofstede and Minkov, 2019).
Long-Term Orientation
Hofstede's cultural dimensions model defines long-term orientation as a cultural characteristic that emphasizes persistence and prioritizes long-term planning in achieving objectives. However, Hofstede did not originally include India in his research for this dimension. Later studies suggest that India has a moderate to high score on this dimension, indicating a focus on future-oriented goals and a willingness to delay gratification for long-term success. Indian society values traditions, respect for elders, and adherence to social norms, all of which can be linked to a long-term orientation (Tripathi and Mukherjee, 2020). India's emphasis on education and its historical focus on spirituality and philosophical inquiry also suggests a culture that values long-term thinking.
The United States has a moderate score on this dimension, focusing on short-term and long-term goals. There is a balance between immediate gratification and planning for the future (Bond et al., 2019).
Indulgence
According to Hofstede's model, India has a low score on the indulgence dimension, which suggests that society is more restrained in enjoying life's pleasures and having fun. This dimension also implies that people tend to be more restrained and stricter in their behaviour and attitudes toward enjoying life's pleasures. However, it is important to note that Hofstede's model was based on data collected in the 1970s and 1980s, and India has undergone significant cultural changes since then, particularly in urban areas (Reddy et al., 2020). Thus, the model's accuracy in capturing current cultural traits in India may need to be improved.
The United States has a high score on this dimension, which means that there is a high degree of tolerance for individual behaviour and expression. There is a focus on personal freedom and self-expression, and people tend to be more open to new experiences and ideas (Hofstede and Minkov, 2021).
4.2. Advantages and Disadvantages of the Hofstede model
Advantages
· Culture: According to Hofstede (2019), the Hofstede model highlights the importance of culture in shaping behaviour and values. By understanding cultural differences, individuals and organizations can avoid misunderstandings and build stronger relationships with people from different cultures.
· Comparative analysis: The Hofstede model allows for comparisons between different cultures, providing insights into how cultures differ in terms of values, beliefs, and behaviours (Trompenaars and Hampden-Turner, 2020).
· Practical uses: The model has practical uses in business, such as helping organizations to design cross-cultural training programs or adapt their marketing strategies to different cultural contexts (Wong et al., 2021).
Disadvantages
· Oversimplification: Critics argue that the Hofstede model oversimplifies cultural differences and fails to capture the complexity and nuances of each culture. The model reduces culture to a set of dimensions, which may not accurately reflect the cultural reality (Søndergaard, 2019).
· Contextless: The model does not take into account the context in which cultural differences emerge. It assumes that cultural differences are fixed and static, ignoring that cultures constantly evolve and adapt to changing circumstances (Kedia and Mukherji, 2020).
· Cultural biases: The model has been criticized for being biased towards Western culture, reflecting Hofstede's own cultural biases and assumptions. This bias may lead to a misunderstanding of non-Western cultures or a failure to appreciate the diversity within each culture (Liu and Lin, 2021).
4.3. Similarities and Differences 
In terms of political factors, both India and the United States are subject to governmental regulations and trade policies, which can impact Nike's operations and financial success. Both countries are also affected by economic factors such as inflation, exchange rates, and consumer spending habits that can influence demand for Nike's products. Furthermore, social factors such as consumer trends and cultural values can influence Nike's marketing campaigns and brand image in both countries (Chhabra et al., 2023).
However, there are also differences between the two countries. The United States is a more politically stable country, while India experiences political instability at times. Additionally, the economic factors impacting the two countries may differ, as India is a developing country with a lower GDP compared to the United States. The two countries also have different social factors influencing Nike's operations; for instance, India may have a more traditional culture that values certain products differently than the United States. Finally, environmental factors such as sustainability initiatives may be less developed in India compared to the United States (Lamb et al., 2022).
In terms of technological factors, both India and the United States are rapidly adopting and utilizing technology. However, there may be differences in the degree to which technology is used in the supply chain and customer experience in each country. Finally, legal factors such as employment and product safety laws may differ between the two countries, requiring Nike to adapt to each country's legal environment (Triandis, 2019).
5. Attractiveness analysis of Nike on the US & India market
5.1. Porter's Five Forces
Porter's Five Forces model is a framework utilized to examine the competitive dynamics within a given industry or market. It consists of five forces that include the threat of new entrants, the bargaining power of buyers and suppliers, the threat of substitute products, the and competitive rivalry's intensity (Liu et al., 2020).
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                                                        Figure 5:  (Porter's Five Forces, 2022)
5.2. US and Indian Market
The threat of new entrants
Li and Liang (2019) state that the athletic footwear and apparel market in the United States is fiercely competitive, with Nike, Adidas, and Under Armour being dominant. Nevertheless, new entrants remain a significant threat, as low barriers to entry and low-cost manufacturing in other countries are available (Chen et al., 2020).
For example: New entrants can enter the market with low barriers to entry and low-cost manufacturing in other countries.
The Indian market has relatively low barriers to entry, which increases the threat of new entrants. Many domestic and international brands compete in the Indian footwear and apparel market. However, Nike's strong brand reputation and established distribution network could provide a barrier to entry for new competitors (Hajdini et al., 2020).
For example: The Indian market has relatively low barriers to entry, which increases the threat of new entrants. Nike's strong brand reputation and established distribution network could provide a barrier to entry for new competitors.


Bargaining power of suppliers
Nike has significant bargaining power over its suppliers, as it is one of the largest buyers of materials and components for athletic footwear and apparel (Gao et al., 2021). However, the bargaining power of suppliers can increase if there is a shortage of materials or components or if there is a significant increase in demand (Chen et al., 2020).
For example: Nike has significant bargaining power over its suppliers due to its large size, but the bargaining power of suppliers can increase if there is a shortage of materials or components.
Nike relies on a global supply chain, which includes suppliers in India. Suppliers in India hold a significant bargaining power as the market has a vast number of suppliers to choose from. However, Nike's strong brand and reputation could provide leverage in negotiating with suppliers (Kathuria, 2019).
For example: Suppliers in India hold a significant bargaining power due to the vast number of suppliers to choose from. However, Nike's strong brand and reputation could provide leverage in negotiating with suppliers.
Bargaining power of buyers
 Buyers in the US market have high bargaining power, as there are several alternatives available to them (Kim and Lee, 2020). They can choose from various brands and retailers and switch to alternative products or brands if they are dissatisfied with Nike's products or pricing (Zhang and Chen, 2021).
For Example: Buyers have high bargaining power as they have several alternatives available to them.
The bargaining power of buyers in India could be higher due to the limited availability of high-quality footwear and apparel brands. However, customers in India are price-sensitive and tend to favour brands that offer products at affordable prices (Chakraborty & Lala, 2020).
For example: The bargaining power of buyers in India could be higher due to the limited availability of high-quality footwear and apparel brands, but customers in India are price-sensitive and tend to favour brands that offer products at affordable prices.
The threat of substitute products
The US athletic footwear and apparel market has several substitute products, including casual footwear and apparel (Gao et al., 2021). Additionally, other sports brands like Adidas, Under Armour, and Puma offer similar products to Nike, creating a high edition in the market.
For example: There are several substitute products available, including casual footwear and apparel, and other sports brands like Adidas, Under Armour, and Puma.
The threat of substitute products in India is high due to the presence of many local and international brands in the market. Nike faces competition from various footwear and apparel brands, including those offering lower-priced alternatives (Hajdini et al., 2020).
For example: The threat of substitute products in India is high due to the presence of many local and international brands in the market, including those offering lower-priced alternatives.
Rivalry among existing competitors
The rivalry among existing competitors in the US market is intense, with Nike facing stiff competition from other established players like Adidas and Under Armour. The market is saturated, with limited growth opportunities, and companies must differentiate themselves through innovation, quality, and marketing to gain a competitive advantage (Kim and Lee, 2020).
For example: The rivalry among existing competitors is intense, with limited growth opportunities, and companies must differentiate themselves through innovation, quality, and marketing.
The competition among existing competitors in the Indian footwear and apparel market is intense. Nike faces competition from domestic and international brands and must compete on factors such as price, quality, and marketing to maintain its market share (Kathuria, 2019).
For example: The competition among existing competitors is intense, and Nike faces competition from domestic and international brands and must compete on factors such as price, quality, and marketing to maintain its market share.
5.3. Similarities and Differences of Porter's Model:
Similarities
· High competition: Nike faces high competition in both the US and Indian markets, indicating that numerous players in the market are vying for consumer attention and revenue (Kumar & Sharma, 2019).
· The threat of substitute products: The US and Indian markets pose a threat of substitute products for Nike. This means that alternative products may offer similar features and benefits to Nike's products (Kumar & Sharma, 2019).
Differences
· Bargaining power of suppliers: Nike has stronger bargaining power in the US market than in India. This indicates that suppliers have less power to influence the pricing and quality of Nike's products in the US market than in the Indian market (Kumar & Sharma, 2019).
· The threat of new entrants: The threat of new entrants is lower in India than in the US market. This suggests that there are barriers to entry in the Indian market that make it relatively more difficult for new players to enter and compete with established companies like Nike. In contrast, the US market may have higher competition from new entrants (Park & Kim, 2021).
5.4. Advantages of applying Porter's Five Forces
Porter's Five Forces model can help companies like Nike identify their industry's competitive forces and develop strategies to mitigate their impact. The model can help Nike to identify potential threats and opportunities in the market and make informed business decisions (Mikhalkina and Cabantous (2019). In addition to helping companies like Nike identify competitive forces and develop strategies, Porter's Five Forces model also assists in the assessment of a company's current position in the market. Companies can better understand their competitors' relative strengths and weaknesses by analyzing the industry and market dynamics. This knowledge can inform strategic decision-making, such as resource allocation, investment prioritization, and product development. Moreover, Porter's Five Forces model is a widely recognized and accepted tool in the business world, making it easier for companies to communicate their competitive analysis and strategy to stakeholders and investors.
5.5. Disadvantages of porter's Five Forces Model 
One disadvantage of Porter's Five Forces model is that it may need to fully account for the dynamic and complex nature of the market. It may also need to be more balanced with the competitive forces and need to consider the impact of other external factors, such as technological advancements and regulatory changes (Zhang and Yang, 2020). Additionally, the model may only be suitable for some industries or markets. Another disadvantage of Porter's Five Forces model is that it must account for the forces’ interplay. For instance, the strong bargaining power of suppliers can result in a high cost of inputs, which can lead to a high bargaining power of buyers who may opt for cheaper substitute products. Moreover, the model may need to take into account the impact of strategic alliances and partnerships between companies, which can alter the balance of competitive forces in the market (Lee and Lee (2021). Lastly, the model may require a significant amount of time and resources to conduct the analysis, and the results may need to be more accurate due to the subjective nature of some of the factors.
6. SWOT analysis of Nike in the US and India
SWOT analysis is a technique that enables the assessment of a firm's internal and external environment by examining its strengths, weaknesses, opportunities, and threats. Valuable insights can be obtained by conducting a SWOT analysis of Nike in both the US and India.                             
Table 1: SWOT analysis of Nike in the US and India:
	
	US
	India

	Strength
	Strong brand recognition 
	Strong brand recognition and reputation worldwide

	
	Effective marketing campaigns.
	Growing middle class with disposable income for premium sportswear

	
	Strong distribution channels.
	Strong distribution channels.

	Weaknesses
	Dependence on a few key product lines
	Limited awareness 

	
	High production costs
	Difficulty in maintaining affordable pricing

	
	Inconsistent product quality
	Inconsistent product quality

	
	Ethical concerns related to labour practices in overseas factories
	

	Opportunities
	New products for revenue diversification
	New markets for revenue diversification

	
	Technology for better product design and distribution
	Technology for better product design and distribution

	
	Partnerships with athletes/brands for wider reach
	Collaborating with Indian celebrities to increase brand awareness


	
	
	

	Threats
	Changing consumer preferences 
	Cultural differences 

	
	Counterfeit products and trademark infringement affecting brand reputation

	Lack of infrastructure for sports and fitness activities 

	
	Increasing pressure to address social and environmental issues in the supply chain
	Economic and political instability affecting business operations

	
	
	


6.1. Similarities and Differences in SWOT analysis of Nike in the US & India
6.1.1. Similarities in SWOT analysis of Nike in the US and India
· Strong brand recognition and reputation worldwide 
· High competition from other sports apparel brands
· Dependence on overseas manufacturing and supply chain operations
· Pressure to address social and environmental issues in the supply chain
6.1.2. Differences in SWOT analysis of Nike in the US and India
· Opportunities in the US market focus on expanding into new regions and developing sustainable products, while opportunities in India focus on localizing products and investing in local manufacturing and supply chain operations (Nike, 2020).
· Threats in the US market include changing consumer preferences towards casual and lifestyle-oriented apparel. In contrast, threats in India include a lack of infrastructure for sports and fitness activities and economic and political instability (Li and Li, 202).
· Strengths in the US market include a diversified product portfolio and strong financial performance. In contrast, strengths in India include a growing middle class with disposable income for premium sportswear and collaborations with Indian athletes and sports teams to increase brand visibility (Saxena and Singhal, 2020).
· Weaknesses in the US market include limited customization options for consumers, while weaknesses in India include limited physical retail presence and difficulty maintaining affordable pricing for Indian consumers (Johnson, 2020).
7. Nike Marketing Mix Element & Market Segmentation Strategy
7.1. Market Segmentation of Nike
Nike's market segmentation strategy focuses on targeting consumers based on their interests and behaviours rather than demographic factors such as age, gender, or income. The company divides its target market into various segments based on running, basketball, football, and training activities (Balaji et al. (2020).
                                                  Table 2: Market Segmentation of Nike
	Market Segmentation of Nike
	Targeting
	Positioning

	Targets consumers based on interests and behaviours related to activities such as running, basketball, football, and training
	Differentiated targeting strategy in the US and Indian markets
	Positions itself as a premium sports brand that offers high-quality, innovative products and experiences

	
	Targets athletes and sports enthusiasts in the US
	Positions itself as a performance brand that empowers athletes to perform at their best in the US

	
	Targets both athletes and non-athletes who value style and comfort in India
	Positions itself as a lifestyle brand that offers fashionable and comfortable clothing and footwear that can be worn both during sports and daily activities in India



7.1.1. Nike Targeting
According to Laroche et al. (2019), Nike uses a differentiated targeting strategy in both the US and Indian markets, where it tailors its marketing mix elements to cater to the needs and preferences of each segment. For example, in the US, Nike targets athletes and sports enthusiasts, while in India, it targets athletes and non-athletes who value style and comfort.
7.1.2. Nike Positioning
As Rathore and Tariq (2020) reported, Nike positions itself as a premium sports brand that offers its customers high-quality, innovative products and experiences. In the US, the company positions itself as a performance brand that empowers athletes to perform at their best. In contrast, in India, Nike positions itself as a lifestyle brand offering fashionable and comfortable clothing and footwear that can be worn during sports and daily activities.
           [image: ]
                                                      Figure 6: Perceptual map for Nike
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	                                      Figure 7: Market Segmentation of Nike
7.2. Similarities & Differences in both Markets:
In terms of similarities, Nike uses a similar market segmentation, targeting, and positioning strategy in the US and India. However, there are differences in the execution of these strategies due to differences in consumer preferences, cultural norms, and economic factors (Kumar and Thakur, 2020). For example, in India, Nike has to consider the price sensitivity of the market and the importance of local cultural trends and customs when designing its marketing mix elements. At the same time, in the US, it can focus more on promoting its high-performance products and collaborating with famous athletes and sports teams.
Table 3:
	Similarities
	Differences

	Similar market segmentation, targeting, and positioning strategy
	Differences in execution due to consumer preferences, cultural norms, and economic factors

	Highly competitive markets
	Consideration of price sensitivity and local cultural trends in India

	Pressure to address social and environmental issues in the supply chain
	Focus on high-performance products and athlete collaborations in the US

	Use of athlete and team collaborations to increase brand visibility
	Adaptations in regulations, policies, and distribution strategies



8. Marketing Mix
8.1. Compared the US and India Marketing Mix Elements:
According to Jain and Sharma (2019), Nike's marketing mix consists of four main elements: product, price, place, and promotion. Nike's marketing mix strategy in the US and India has similarities and differences.
8.1.1. Product 
· Similarity 
Nike offers a variety of sports apparel and footwear products for both men and women in both countries (Haque, 2019).
· Differences
The product line may differ slightly based on target market preferences (Jain & Sharma, 2019).
For example: In the US, Nike offers a range of products for different sports such as basketball, running, and football. In India, they also offer products for cricket and field hockey.
8.1.2. Price 
· Similarity 
The price of Nike products varies based on factors such as material quality, design, and target market. 
· Differences
However, there may be some price differences in both markets due to the difference in disposable income and cost of living (Haque, 2019).
For example: Nike's pricing strategy includes premium pricing for their high-end products, such as limited-edition sneakers or performance-focused apparel. However, they also offer products at lower price points to appeal to a wider range of customers.
8.1.3. Place
· Similarity
Nike operates through various channels in both markets, including Nike stores, retail stores, and online channels. 
· Differences
However, the location of stores may differ based on the target market, such as shopping malls in the US and local markets in India (Jain and Sharma, 2019).
For example: Nike has both physical and online retail channels in both markets. In the US, they have a large number of standalone Nike stores as well as partnerships with major retailers such as Foot Locker. In India, they have fewer standalone stores but have partnered with retailers such as Myntra and Amazon.
8.1.4. Promotion
· Similarity
Nike uses various promotional activities in both markets, such as celebrity endorsements, sponsorships, and advertising (Haque, 2019). 
· Differences
However, the promotional mix may differ based on cultural and social preferences.
For example: In addition to celebrity endorsements and sponsorships, Nike also uses social media to promote their products, such as creating viral campaigns on Instagram and TikTok.
‎8.1.5.‎ People
 • Similarity: Nike focuses on hiring and training employees who have a passion for sports and a deep ‎understanding of the brand (Jain and Sharma, 2019).‎
 • Differences: However, the customer service experience may differ based on cultural and social preferences. 
For ‎example, in India, personal relationships and respect for authority may be more important, so Nike ‎employees may focus more on building rapport with customers (Haque, 2019).‎ 


‎8.1.6.‎ Process 
• Similarity:  Nike's process for producing and delivering products is similar in both countries, following ‎industry-standard best practices for quality control and supply chain management (Jain and Sharma, ‎‎2019).‎ 
• Differences:  However, there may be differences in the delivery process, such as the use of third-party logistics ‎providers in India due to challenges in last-mile delivery in some areas (Haque, 2019).‎ 
For example:  In the US, Nike has a hassle-free return policy that allows customers to return products within a specified time frame for a full refund, while in India, this process may involve more paperwork and procedures.

‎8.1.7.‎ Physical Evidence
 • Similarity: Nike stores and retail outlets in both countries have a consistent brand image and design, creating a ‎unified experience for customers (Jain and Sharma, 2019).‎
 • Differences: However, the design may differ slightly based on cultural and social preferences. 
For example, ‎Nike stores in India may use brighter colours and more traditional motifs to appeal to local tastes (Haque, ‎2019).‎
In summary, the marketing mix elements of product, price, place, promotion, people, process, and ‎physical evidence are generally similar for Nike in both the US and India. However, there may be ‎differences in each element based on cultural and social preferences, as well as differences in ‎disposable income and cost of living. It is essential for Nike to understand and adapt to these ‎differences to be successful in each market.

8.2. Nike Market Entry Method
	Market Entry Method
	USA
	India

	Direct Investment
	✓ (e.g., flagship stores, Nike Town, Nike Factory Outlets)
	✓ (e.g., exclusive stores, partnerships with retailers)

	Franchising
	✓ (e.g., Nike stores in shopping malls)
	✓ (e.g., Nike outlets in multi-brand stores)

	Joint Venture
	✓ (e.g., partnerships with sports teams and athletes)
	✓ (e.g., partnerships with local manufacturers and distributors)

	Licensing
	✓ (e.g., licensing agreements with universities and sports leagues)
	✓ (e.g., licensing agreements with local brands)


Table 4
8.3. Advantage and Disadvantages of chosen Entry Method 
8.3.1. Market Entry Method: Direct Investment
Advantages:
· Provides complete control over the business operations, allowing the company to make decisions based on their own strategies and goals
· Builds brand image and awareness through flagship stores and outlets, which can help in attracting new customers and retaining existing ones
· Enables the company to have a direct relationship with customers, which can provide valuable insights into their preferences and behavior
· Increases profitability by eliminating intermediaries in the supply chain
Disadvantages:
· High capital investment is required to set up and maintain flagship stores and outlets, which can increase the financial risk for the company
· Direct investment requires a significant amount of time and resources to establish a presence in the market, making it a slow process
· Legal and regulatory requirements for foreign investment can be complex and time-consuming
· Cultural differences and language barriers may pose challenges in understanding local customers and business practices
8.3.2. Market Entry Method: Franchising

Advantages:
· Low capital investment is required to set up a franchise, as the franchisee bears most of the costs
· Franchising allows for rapid expansion, as franchisees can quickly establish the brand in new locations
· Provides a local presence and understanding of the market, as franchisees are often from the same region
· Reduces the risk of failure, as franchisees have a vested interest in the success of the business
Disadvantages:
· Limited control over franchise operations, which can result in a lack of consistency in customer experience
· Franchisees may not share the same values and goals as the company, leading to conflicts in decision-making
· The company may have to provide extensive training and support to franchisees, which can be time-consuming and costly
· Franchise agreements may require significant legal and regulatory compliance


8.3.3. Market Entry Method: Joint Venture

Advantages:
· Provides access to local knowledge and expertise, which can be valuable in navigating local regulations and business practices
· Shares the financial risk and cost of setting up a business with a local partner
· Provides a way to quickly establish a presence in the market through partnerships with established companies
· Can help in building relationships with local customers and suppliers
Disadvantages:
· Requires careful selection of partners, as conflicts in decision-making can arise
· The company may have limited control over the operations of the joint venture
· The company may have to share profits and decision-making with the local partner, reducing the overall profitability and control of the business
· Cultural differences and language barriers may pose challenges in understanding local customers and business practices
8.3.4. Market Entry Method: Licensing
Advantages:
· Low capital investment is required to set up a licensing agreement, as the licensee bears most of the costs
· Allows the company to leverage local brand recognition and customer loyalty to quickly establish a presence in the market
· Provides a way to test the market without committing significant resources
· Licensing agreements can provide a recurring source of revenue for the company
Disadvantages:
· Limited control over licensing operations, which can result in a lack of consistency in customer experience
· Licensing agreements may require significant legal and regulatory compliance
· The company may have to provide extensive support and training to licensees, which can be time-consuming and costly
· The licensee may not share the same values and goals as the company, leading to conflicts in decision-making.
9. Strategic Plan for Future Growth
Nike has been successful in both the US and Indian markets due to its strong brand image, quality products, and effective marketing strategies. However, to maintain its position as a leader in the industry and continue to grow, Nike must develop a strategic plan for the future.
9.1. Ansoff Matrix 
                             [image: ]
                                                           Figure 9: Ansoff Matrix                           
9.1.1. Market Penetration 
Market penetration is a business expansion strategy that focuses on increasing the market share of existing products or services in the current market through various marketing techniques. Nike can continue penetrating the market by increasing its advertising and promotion efforts and expanding its distribution channels (Kumar & Rajan, 2019).
9.1.2. ‎Product Development 
Product development is a strategic approach to business expansion, which entails developing new products for already existing markets. Nike can continue developing new products to meet consumers' changing needs and preferences. For example, Nike could develop more sustainable products to appeal to environmentally conscious consumers (Giovanardi & Peroni, 2021).
9.1.3. Market Development 
Market development is a business growth strategy involving entering new markets with a company’s current products. Nike can use this strategy by expanding into new international markets, particularly in Asia and Europe, where there is a rising demand for athletic footwear and apparel (Kumar & Rajan, 2019)
9.2. Recommendation
1. Expansion into new markets: It is recommended that Nike expand its presence in new global markets, particularly in Asia and Europe, where the demand for athletic apparel and footwear is increasing. This expansion will enable Nike to diversify its sources of revenue and reduce its reliance on the US market, as suggested by Kumar and Rajan (2019).
2. Innovation: To remain competitive, Nike should keep investing in research and development to develop new and innovative products that improve athletic performance (as per Nike, 2022). The company should also focus on sustainability and ethical practices, which are becoming increasingly important to consumers.
3. E-commerce: Nike should continue to invest in its e-commerce platform to make it more user-friendly and accessible to customers. The company should also consider partnering with popular e-commerce platforms in emerging markets to increase its online presence.
4. Partnerships: Nike should continue to form strategic partnerships with other companies and organizations to expand its reach and influence. This could include partnerships with sports teams, athletes, and other brands in complementary industries.
5. Focus on direct-to-consumer: Nike should focus on its direct-to-consumer business, which has higher profit margins and allows the company to build stronger relationships with its customers. This could include expanding its Nike by You customization platform and investing in new retail formats such as pop-up stores and community-focused retail spaces (Li & Liang, 2019).
Overall, Nike should continue to focus on its core strengths of innovation, branding, and marketing while also diversifying its revenue streams and focusing on sustainability and ethical practices. By doing so, the company can position itself for long-term growth and success in an increasingly competitive global market.
10. TOWS Matrix 
  The TOWS Matrix is a useful instrument that can assist in formulating strategic plans by harmonizing internal strengths and weaknesses with external opportunities and threats. By utilizing the TOWS Matrix, Nike can develop a strategic plan that optimizes its strengths and opportunities while addressing its weaknesses and threats.                                                            
                                                                  Table 5: TOWS Matrix
       [image: ]






11. Conclusion
In conclusion, the analysis of Nike's marketing strategies in the US and India reveals significant differences and similarities. Despite the different cultures and economic environments, Nike has managed to create a strong brand image and market position in both countries. In terms of the marketing mix, Nike has adopted similar product offerings and promotional strategies but has adapted its pricing and distribution strategies to fit each country's market. Nike's market segmentation and targeting strategies have also been successful in both countries, with a focus on targeting young, urban, and active consumers. However, the analysis also reveals some challenges faced by Nike, particularly in India, where it faces stiff competition from local brands and the need to adapt to the unique cultural and regulatory environment. Additionally, the company's growth strategy in both countries faces potential risks and challenges, particularly in terms of diversification and product development. In general, Nike has effectively implemented its marketing strategies to establish a robust brand identity and capture a significant market share in both the United States and India. Still, the company will need to continue to adapt and innovate to maintain its competitive edge in these dynamic markets.
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