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This essay examines how Nike responds to changes within its business environment, focusing on the ways in which external factors influence its strategies and performance. As one of the most recognisable multinational companies in the sportswear and athletic apparel industry, Nike has built a strong global presence through innovation, branding, and consistent market leadership (Reuters, 2024). Originally established in 1964 as Blue Ribbon Sports and later rebranded in 1971, the company has developed into a dominant force in footwear, apparel, and sports equipment, operating in over 170 countries. Its mission, “to bring inspiration and innovation to every athlete in the world,” highlights a commitment not only to performance and design but also to inclusivity. Nike’s long-term success can largely be attributed to its ability to adapt effectively to a constantly evolving business environment shaped by economic conditions, political influences, technological advancements, and changing social expectations. Continued investment in marketing, athlete endorsements, and product innovation has enabled the company to remain competitive in a fast-moving global market while strengthening its connection with consumers worldwide. 
Nike has been selected as the focus of this study due to its global influence, strong brand identity, and proven ability to evolve over time (Khan, 2013). As a market leader, it provides a useful example of how organisations respond to external pressures such as globalisation, digital transformation, sustainability demands and shifting consumer behaviour. The company has not only maintained its competitive position but has also
Played a significant role in shaping trends within the sportswear industry through innovation and strategic decision making. However, Nike has also faced several challenges, including criticism relating to its supply chain practices, labour conditions, and environmental impact. These issues make it particularly relevant for critical analysis, as they demonstrate both the risks businesses encounter and the importance of responding effectively to external scrutiny. Nike’s efforts to address these concerns while maintaining its reputation reflect a level of resilience and adaptability that warrants closer examination. 
Nike’s extensive global reach means that it is exposed to a wide range of external influences across different markets, making it a strong example for understanding how businesses operate in complex and rapidly changing environments. The company’s ability to balance innovation, profitability, and social responsibility offers valuable insight into contemporary business strategy. By analysing Nike, it becomes possible to better understand how large organisations manage uncertainty, respond to external pressures, and sustain competitive advantage over time. 
This essay will first outline the concept of the business environment and explain the importance of analysing external influences for organisational success. It will then apply key theoretical frameworks, particularly PESTLE analysis, to assess the main factors affecting Nike. Following this, the discussion will evaluate how effectively Nike has responded to these changes through its strategic decisions and organisational practices. The essay will conclude by summarising the key findings and offering recommendations for how Nike can continue to strengthen its position within an increasingly competitive and complex global business environment. 
A business environment refers to the range of internal and external factors that influence how an organisation operates and performs over time (Morrison, 2020). These factors include economic conditions, political influences, technological developments, social trends, legal frameworks, and environmental pressures that shape business activity (Hou, Sun and Lu, 2025). 
While organisations can control internal factors such as management and resources, the external environment is largely uncontrollable and constantly changing (Grant, 2021). For global organisations like Nike, this complexity is increased as the company must operate across different countries with varying economic conditions, cultural expectations, and regulatory requirements (Hill and Hult, 2022). 
Understanding the business environment is essential for effective strategic planning and long-term success (Kotler et al., 2022). By analysing external influences, organisations can identify opportunities for growth and anticipate potential threats before they become significant problems (Kotler et al., 2022). Without this understanding, businesses risk becoming reactive rather than proactive, which can weaken their competitive position and limit their ability to respond to change (World Bank, 2023). For Nike, which operates on a global scale, monitoring and adapting to these external influences is critical for maintaining its leadership position in the sportswear industry (McKinsey & Company, 2023). 
The business environment can be divided into micro and macro components (Morrison, 2020). The micro-environment includes stakeholders such as customers, suppliers, and competitors that directly affect organisational performance (Kotler et al., 2022). The macro-environment includes broader forces such as political changes, economic conditions, technological advancements, and social trends that shape the wider business context (Johnson et al., 2020). According to Grant (2021) businesses cannot control macro-environmental factors, they can develop strategies to respond effectively to them. 
To analyse the external environment, businesses often use theoretical models such as PESTLE analysis (Johnson et al., 2020). This framework examines political, economic, social, technological, legal, and environmental factors, providing a structured way to understand external influences (Morrison, 2020). Porter’s Five Forces model can also be used to analyse competitive pressures within an industry, including the power of buyers, suppliers, and competitors (Porter, 2008). Together, these models provide a comprehensive understanding of both the broader business environment and industry dynamics (Grant, 2021). In practice, these frameworks are particularly valuable because they allow organisations to break down complex external influences into manageable areas of analysis, making it easier to identify key risks and opportunities (Deloitte, 2023). For a company like Nike, combining these models supports more informed decision-making by linking macro-environmental changes with competitive strategy, ultimately helping the organisation remain adaptable in a fast-changing global market (McKinsey & Company, 2023). 
Applying PESTLE analysis to Nike highlights the impact of political factors on its operations. Nike relies heavily on global supply chains, with manufacturing taking place in countries such as Vietnam, China, and Indonesia. OECD (2023) argues that global supply chains are increasingly exposed to geopolitical risks and regulatory changes. Krugman et al. (2022) suggest that this exposes multinational companies like Nike to international trade policies, tariffs, and geopolitical tensions that can affect production costs and supply chain stability. For example, trade disputes between major economies can increase costs and create uncertainty for multinational companies (OECD, 2023). However, stable political environments and favourable trade agreements can also create opportunities for growth and expansion (World Bank, 2023). 
Begg (2020) claims that economic factors are also highly influential for a business like Nike. Consumer spending on sportswear products is closely linked to economic conditions such as income levels, inflation, and economic growth (World Bank, 2023). During periods of economic growth, consumers are more likely to spend on premium brands like Nike, increasing sales and profitability (Statista, 2024). However, during economic downturns or periods of high inflation, discretionary spending decreases, which can negatively impact demand (Deloitte, 2023). Currency fluctuations also present challenges for Nike, as the company operates in multiple international markets and must manage exchange rate risks (Nike, 2024). 
Social factors have played a key role in shaping Nike’s growth and strategy (Kotler et al., 2022). Increasing awareness of health and fitness has driven demand for sportswear products, while the rise of athleisure has expanded Nike’s market beyond traditional sports consumers (McNeill and Moore, 2015). However, changing social expectations have increased pressure on companies to demonstrate ethical practices and sustainability (Joy et al., 2012). Nike has faced criticism regarding labour conditions in its supply chain, which has impacted its brand reputation (The Guardian, 2021). In response, the company has implemented initiatives to improve transparency and corporate responsibility (Nike, 2025). 
Technological factors have also played a crucial role in shaping Nike’s business environment and competitive advantage (Harvard Business Review, 2023). Advances in manufacturing technology have enabled the company to develop innovative products using new materials and production techniques that improve performance and efficiency (McKinsey & Company, 2023). For example, Nike has introduced technologies such as Flyknit and advanced cushioning systems, which have helped differentiate its products from competitors and strengthen its brand identity (Statista, 2024). In addition, digital transformation has significantly influenced how Nike interacts with its customers and manages its operations (Deloitte, 2023). The expansion of e-commerce platforms and mobile applications has allowed Nike to engage directly with consumers, reducing reliance on third-party retailers and increasing control over branding and pricing (Hart, 2026). Data analytics and artificial intelligence have also enabled the company to personalise marketing strategies, improve demand forecasting, and enhance customer experience (Harvard Business Review, 2023). However, rapid technological change presents ongoing challenges, as Nike must continuously invest in innovation to remain competitive in a fast-moving industry (McKinsey & Company, 2023). Furthermore, the increasing importance of digital ecosystems and connected devices means that Nike must continue to integrate technology into both its products and customer experience to remain relevant in the long term (Deloitte, 2023). This includes developing digital platforms that enhance engagement, such as fitness tracking applications and personalised services, which can strengthen customer loyalty and provide valuable data insights (McKinsey & Company, 2023). 
Legal factors are another important aspect of Nike’s external environment, particularly as a multinational organisation operating across multiple jurisdictions (KPMG, 2023). The company must comply with a wide range of laws and regulations related to labour standards, health and safety, consumer protection, and environmental policies (OECD, 2023). Failure to comply with these regulations can result in legal penalties, financial losses, and reputational damage (World Economic Forum, 2023). Intellectual property protection is also critical for Nike, as its brand, logo, and product designs are key assets that contribute to its competitive advantage (KPMG, 2023). Counterfeit products remain a significant issue in the global sportswear industry, potentially affecting both revenue and brand image (OECD, 2023). At the same time, strong legal frameworks can provide opportunities by ensuring fair competition and protecting innovation (KPMG, 2023). 
Environmental factors have become increasingly significant in recent years, as businesses face growing pressure to address climate change and reduce their environmental impact (United Nations, 2024). Nike’s operations, particularly in manufacturing and transportation, contribute to carbon emissions and resource consumption (Bick, Halsey and Ekenga, 2018). In response, the company has introduced sustainability initiatives such as its “Move to Zero” programme, which aims to reduce carbon emissions and waste (Nike, 2025). These initiatives include using recycled materials, improving energy efficiency, and reducing water usage in production processes (PwC, 2024). While sustainability efforts require significant investment, they also present opportunities to enhance brand reputation and attract environmentally conscious consumers (World Bank, 2023). However, meeting sustainability targets remains a challenge, as global supply chains are complex and difficult to control (OECD, 2023). 
Overall, the PESTLE analysis highlights that Nike operates in a highly dynamic and complex business environment influenced by multiple external factors (Grant, 2021). Political and economic uncertainties can disrupt supply chains and impact profitability, while social and technological changes create new opportunities for growth and innovation (McKinsey & Company, 2023). Legal and environmental pressures require ongoing adaptation but also encourage more responsible business practices (Deloitte, 2023). These factors are interconnected, meaning that changes in one area can influence others, further increasing the complexity of Nike’s operating environment (Johnson et al., 2020). 
One of the key challenges for Nike is managing the complexity of its global operations and supply chain (OECD, 2023). Operating in multiple countries requires the company to navigate different regulatory frameworks, cultural expectations, and economic conditions, which can complicate decision-making processes (Hill and Hult, 2022). Supply chain disruptions, whether caused by political tensions, economic instability, or environmental factors, can significantly affect production and distribution (World Bank, 2023). In addition, increasing competition within the sportswear industry requires Nike to continuously innovate and differentiate its products to maintain its market position (Euromonitor, 2024). 
Despite these challenges, Nike also faces significant opportunities for growth and development (Statista, 2024). The expansion of digital platforms has allowed the company to strengthen its direct relationship with consumers, increasing both sales and brand loyalty (Hart, 2026). Emerging markets, particularly in Asia and Latin America, offer further growth potential due to rising incomes and increasing demand for branded products (McKinsey & Company, 2023). Sustainability initiatives also provide opportunities to align with changing consumer values and regulatory expectations, enhancing Nike’s competitive advantage (PwC, 2024).  
Nike has demonstrated strong organisational adaptability through its strategic responses to these environmental changes (Grant, 2021). One of the most significant strategies has been the shift towards a direct-to-consumer model, which allows the company to sell products directly through its own digital platforms and retail stores (Verhoef, Kannan and Inman, 2015). This approach has increased control over branding, pricing, and customer experience, while also improving profit margins by reducing reliance on intermediaries (Deloitte, 2023). The success of this strategy became particularly evident during the COVID-19 pandemic, when digital sales increased significantly due to the closure of physical stores (McKinsey & Company, 2023). 
Innovation has also been a key factor in Nike’s strategic response (Statista, 2024). The company has consistently invested in research and development to create new products and improve performance, reinforcing its reputation as a leader in sports innovation (Harvard Business Review, 2023). This focus on innovation helps Nike maintain a competitive edge in a crowded market and respond effectively to changing consumer preferences (Euromonitor, 2024). 
Sustainability has become another important area of strategic focus for Nike (Nike, 2025).
The company’s efforts to reduce its environmental impact and improve supply chain transparency demonstrate a commitment to corporate social responsibility (Yuan, 2024). These initiatives not only address environmental challenges but also enhance Nike’s brand image and appeal to socially conscious consumers (Nike, 2025). 
Leadership and organisational culture have also contributed to Nike’s adaptability (Grant, 2021). The company promotes a culture of innovation and continuous improvement, encouraging employees to develop new ideas and solutions (Johnson et al., 2020). This approach supports long-term strategic thinking and enables Nike to respond effectively to external changes (Hill and Hult, 2022). 
However, there are areas where Nike’s strategies could be improved (OECD, 2023). The company’s reliance on global supply chains increases its exposure to geopolitical risks and disruptions, highlighting the need for greater diversification (World Bank, 2023). In addition, some of Nike’s responses to ethical and environmental concerns have been criticised as reactive rather than proactive, suggesting that earlier action could have reduced reputational risks (The Guardian, 2021). Furthermore, Nike could strengthen its resilience by investing more heavily in regional production networks, which would reduce dependence on specific countries and improve supply chain flexibility (Krugman et al., 2022). Expanding circular economy initiatives, such as product recycling and resale programmes, could also enhance sustainability performance and reduce environmental impact over time (World Economic Forum, 2023). Additionally, improving transparency through more detailed reporting on labour practices and environmental performance could help build greater trust with consumers and stakeholders (Soltanisehat, 2026). By adopting a more proactive and forward-looking approach, Nike would be better positioned to manage future risks and maintain its competitive advantage in an increasingly complex global environment (Deloitte, 2023). 
Alternative strategies could include diversifying manufacturing locations to reduce dependence on specific regions and improve supply chain resilience (Krugman et al., 2022). Nike could also invest further in circular business models, such as recycling and resale programmes, to strengthen its sustainability efforts (World Economic Forum, 2023). In addition, increasing transparency and accountability within its supply chain could help build greater trust with consumers and stakeholders (PwC, 2024). Furthermore, Nike could expand partnerships with local suppliers in different regions to reduce logistical risks and improve responsiveness to market changes (OECD, 2023). Investing in advanced supply chain technologies, such as automation and real-time data tracking, could also enhance efficiency and reduce disruptions (Deloitte, 2023). Strengthening ethical sourcing policies and regularly auditing suppliers would further improve compliance and reduce reputational risks associated with labour practices (KPMG, 2023). 
Overall, Nike’s response to changes in its business environment has been largely effective, allowing the company to maintain its position as a global leader in the sportswear industry (Zhang, 2025). Its focus on innovation, digital transformation, and sustainability has enabled it to adapt to external pressures and take advantage of new opportunities (McKinsey & Company, 2023). The company’s ability to integrate technology into both its products and customer experience has strengthened its competitive advantage in a rapidly evolving market (Harvard Business Review, 2023). However, continued improvement and a more proactive approach in certain areas will be essential for sustaining long-term success (Deloitte, 2023). 
In conclusion, Nike operates in a complex and constantly changing business environment shaped by political, economic, social, technological, legal, and environmental factors. The company has demonstrated a strong ability to adapt to these changes through strategic initiatives such as digital transformation, product innovation, and sustainability efforts. These strategies have enabled Nike to remain competitive while responding to evolving consumer expectations and industry trends. However, ongoing challenges such as supply chain risks, ethical considerations, and increasing environmental expectations require continuous improvement and more proactive management. Looking ahead, Nike’s long-term success will depend on its ability to balance innovation with responsibility, ensuring that growth is achieved in a sustainable and ethical manner. By continuing to invest in technology, strengthen its supply chain resilience, and align its operations with global sustainability goals, Nike will be well positioned to navigate future uncertainties and maintain its leadership within the global sportswear industry. 
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