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[bookmark: _Toc193411822]Executive Summary 
With the development of the FMCG market, the competition between sports brands is becoming more and more fierce. Although sports brands are trying their best to reduce the unit price of products and improve brand image, the sales and brand influence of sports brand products are gradually declining. What led to this result? This article mainly analyzes and analyzes Nike's strategic position in the sports FMCG brand, as well as Nike's company's pressure on product homogenization. The report also argues that the reasons for the decline of the FMCG industry are also the economic downturn and fierce competition in the industry. The report also further analyzes the direction of the development of the industry represented by Nike, as well as the problems of market development.
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[bookmark: _Toc193411823]1.0 Introduction

This report mainly introduces Nike's strategic development, because Nike has an in-depth analysis of the sportswear market environment, the competitive landscape of the FMCG market, and its own internal resource integration capabilities. Nike's localization, differentiation and sustainability strategy is well positioned to respond to complex market conditions and fierce competition. Among them, the main economic and strategic challenges faced by Nike are the decline in market share and the rise of competitors, inventory management problems caused by the dependence on direct sales channels, opportunities and challenges in emerging markets, and the adjustment of brand positioning and market strategy. Among them, global economic growth or recession directly affects consumers' purchasing power and willingness to spend (Florent, 2020), and the strengthening of the US dollar in 2022 led to a decrease in Nike's revenue in the international market after being converted into US dollars, and exchange rate fluctuations also affected Nike's profit margins. Consumer preferences for eco-friendly and personalized products influence Nike's product strategy (Florent, 2020). Rubber prices rose 15% year-on-year in 2022, and cotton prices rose 20% in 2022, according to Platts data (Platts,2022). Rising raw material costs have led to lower profit margins for Nike. Tariffs and trade barriers affect Nike's global supply chain and market entry, for example, the US-China trade friction has led to a 2% increase in Nike's supply chain costs in the Chinese market (Nike, Inc.,2023). 

[bookmark: _Toc193411824]2.0 PESTEL assesses The Macroeconomic Factors Affecting the FMCG Industry
[bookmark: _Toc193411825]2.1 Political factors
Although FMCG is well established and the value for money of FMCG is at a high standard, trade policies and tariffs are affecting global supply chains, especially the global dependence on Asian manufacturing (Shakur, M.S. et al. 2024). March 3, 2025: Trump again signed an executive order raising tariffs on Chinese FMCG from 10% to 20% (Nike, Inc.,2025), and the US did not reduce imports of Chinese goods. 

[bookmark: _Toc193411826]2.2 Economic Factors
Inflation and currency fluctuations affect production costs and consumer purchasing power, but they also present opportunities for companies to enter emerging markets (Derqui, 2022). Nike has acquired a few digital and technology companies, and through technology integration, Nike can better understand the needs of users such as China and India, optimize the supply chain and improve the personalized shopping experience of consumers, and accelerate market penetration. 

[bookmark: _Toc193411827]2.3 Social factors
Increasing consumer demand for sustainability can impact brand perception, but it is increased consumer health awareness that will drive demand for performance and athleisure apparel (Laura, 2024). According to NPD Group, the market for athleisure apparel has increased by about 30% in the last five years, and according to a McKinsey report, more than 60% of consumers consider health factors when buying sportswear (NPD,2023). 

[bookmark: _Toc193411828]2.4 Technical Factors
While e-commerce and digital marketing have reshaped sales strategies, automation and AI have improved the efficiency of the FMCG supply chain (Kristen, 2024). In 2020, Nike first used machine learning algorithms to analyze historical sales data, market trends, and external factors, and through data calculations, it can more accurately predict consumer demand (Lim, Malhotra and Malhotra 2024). In 2018, Nike was the first to use 3D printing technology and TPU material to print running shoes. 

[bookmark: _Toc193411829]2.5 Environmental Factors
While climate change regulations are driving brands towards sustainable materials and carbon reduction, growing consumer awareness of environmental impact is a key factor in promoting sustainable materials and carbon reduction (Derqui, 2022). In 2022, recycled polyester accounted for about 10% of sportswear materials, and recycled nylon accounted for about 5% of sportswear materials, and Nike's products have also been widely praised since then (Nike, Inc.,2022).

[bookmark: _Toc193411830]2.6 Legal Factors
Labor laws and intellectual property protection laws protect the normal operation of the global FMCG industry, but advertising regulations have changed direction to shape the marketing strategies of the FMCG industry (Shakur, M.S. et al. 2024). In 2018, Nike launched the Just Do It 30th anniversary ad, and although the content of the ad was controversial, the ad conveyed Nike's support for social justice and Nike's sales and brand favorability increased significantly. 

[bookmark: _Toc193411831]3.0 Uses the Porter Model to Assess Nike's Competitive Landscape
[bookmark: _Toc193411832]3.1 Pressure from Industry Competitors
Nike faces stiff competition from emerging brands such as Adidas and Puma. The FMCG industry is characterized by frequent innovation, brand loyalty, and aggressive marketing (Lim, Malhotra and Malhotra 2024). According to Euromonitor, Nike's share of the Chinese athletic footwear and apparel market in 2023 is 23% due to increased competition, a decrease of about 3% from Nike's all-time high (Euromonitor,2023). 

[bookmark: _Toc193411833]3.2 Threat of New Entrants
Brand recognition, economies of scale, and R&D investment in FMCG have created barriers to entry in the industry (Andrew, 2024), however, digital platforms and sustainable fashion trends have enabled niche brands to enter the market (Derqui, 2022). According to Grand View Research, the global athleisure market reached approximately $350 billion in 2021, and Lululemon's sales in 2022 increased by 26% year-on-year to $6.3 billion (Grand View,2023). 

[bookmark: _Toc193411834]3.3 Supplier's Bargaining Power
Corporate diversification reduces reliance on a single supplier, but supply chain disruptions and increasing costs have impacted Nike's sourcing strategy (Lim, Malhotra and Malhotra 2024). According to Nike's FY2023 interim report, the Sino-US trade friction and tariff policy have led to an increase in its supply chain costs in the Chinese market by about 2% (Nike, Inc.,2023).

[bookmark: _Toc193411835]3.4 Bargaining Power of Buyers
The rise of e-commerce has created expectations for brand perception, pricing, and innovation (Lim, Malhotra and Malhotra 2024). According to Nike's in-house, customized product data, sales such as (Nike by You) increased by 25% year-over-year in 2022, and Nike's average order value increased by 15% (Nike, Inc.,2022).

[bookmark: _Toc193411836]3.5 Threat of Substitutes
While brand loyalty influences consumer decision-making, brand loyalty does not eliminate threats (Muslimin, Hidayati and Arsyianto, 2020). According to market research firm NPD, sales of emerging sports brands increased by more than 30% year-on-year in 2022. Allbirds, an eco-friendly sneaker brand, saw a 27% year-on-year increase in sales in 2021 to $270 million (NDP, 2022). 

Key economic trends influencing Nike's strategy include cost pressures due to inflation, with rising costs impacting Nike's pricing strategy (Muslimin, Hidayati and Arsyianto, 2020). Consumer demand for eco-friendly products is driving innovation in materials and circular economy models. Considering that due to e-commerce, AI-driven personalization, and blockchain-driven redefinition, Nike needs to consider retail strategies and diversify supply chain shifts, as well as regional production. 

[bookmark: _Toc193411837]4.0 Evaluate Nike's Resources and Capabilities Through RBV

[bookmark: _Toc193411838]4.1 Tangible Resources
Strong financial strength is a prerequisite for business competitiveness and development (Brent, 2020). With revenues of more than $50 billion and net profits of about $6 billion in 2023 (Nike, Inc.,2023), Nike has ample funding for R&D, marketing, and expansion of its division. Nike has a mature supply chain system around the world, and through diversification and digital transformation, it has increased the flexibility to access information and enter the market. 

[bookmark: _Toc193411839]4.2 Intangible Resources
The brand value of an enterprise is a common embodiment of innovation ability, marketing ability and transformation ability (Mohsin, 2024). The brand value exceeded $30 billion in 2023 (Nike, Inc.,2023). Nike's advertising slogan, "Just Do It," and the iconic Swoosh logo were also influential. Nike has many patents, and these technologies give its products differentiated advantages in terms of performance. Through data from the Nike app and SNKRS platform, Nike accumulates consumer data for personalized marketing and product development. 

[bookmark: _Toc193411840]4.3 Organizational Skills
For the FMCG industry, innovation, marketing and digital transformation are the top developments (Campanero and Jain 2023). With about $1.5 billion spent on R&D in 2023 (Nike, Inc.,2023), Nike has maintained brand popularity by partnering with top athletes, sponsoring major events, and social media marketing. Nike's DTC strategy and digital platform enable it to reach consumers directly and improve operational efficiency and customer loyalty. 

[bookmark: _Toc193411841]5.0 Value Chain Analysis: Nike's Operational Efficiency
Although Nike has invested heavily in R&D and design, it has maintained its product competitiveness through innovative technologies (such as Ai 2o0m) and sustainable materials (such as Nike Grind), and in 2022, 3D printing technology-related products (such as Nike ZoomX SuperNature) sales reached about $200 million (Nike, Inc.,2023). Nike's DTC strategy and digital marketing (e.g., Nike App, SNKRS) have significantly improved sales efficiency and customer experience (Mohsin, 2024), with Nike's digital sales reaching approximately $13 billion in fiscal 2023, accounting for 26% of total revenue, up 20% year-over-year (Nike, Inc.,2023). Nike has improved logistics efficiency through smart warehousing and fast delivery services, and in most parts of the UK, most consumers who buy through the Nike app receive their goods within 30 hours. Rising logistics costs and inventory management pressures have created challenges for Nike, but Nike can strengthen customer engagement through its Nike Membership program and community events such as the Nike Training Club.  The number of active users of the Nike app grew by 30% in 2022 to about 100 million (Nike, Inc., 2023). The number of active users of the SNKRS App grew by 25% in 2022. In 2023, the total sales of the SNKRS App exceeded $5 billion, which accounted for 40% of digital revenue (Nike, Inc.,2023). 

[bookmark: _Toc193411842]6.0 Application SWOT/TOWS Analysis of Nike's Pressures and Opportunities
[bookmark: _Toc193411843]6.1 SO Strategy
Nike Group leverages its brand and technology strengths to gain more access to new markets (Li and Yu 2022), for example, to expand its market share in China and India. According to Euromonitor, Nike's share of the Chinese athletic footwear and apparel market in 2022 was about 25%, ranking first (Euromonitor, 2022). According to Statista, Nike's share of the Indian athletic footwear and apparel market in 2022 is about 15% (Statista ,2022). 

[bookmark: _Toc193411844]6.2 WO Strategy
Nike can reduce its dependence on Asian supply chains by localizing its supply chain diversification, while Nike needs to focus on emerging markets and seize market opportunities (Campanero and Jain 2023). Footwear produced in Mexico accounted for 10% of total production in 2022 (Nike, Inc.,2022), as Nike shortened delivery times for the North American market through its Mexican plant. Nike produces high-end footwear (e.g., Air Max, Air Jordan) at its U.S. factories in 2022 and can reach 5% local production (Nike, Inc.,2022). 

[bookmark: _Toc193411845]6.3 ST Strategy
Nike can use DTC strategy and consumer data to respond to competition from new brands and alternatives. In 2023, Nike's DTC sales reached $18.7 billion, accounting for 42% of Nike's total revenue (Nike, Inc.,2023). Sales from digital channels reached $13 billion, accounting for 70% of DTC sales (Nike, Inc.,2023). 

[bookmark: _Toc193411846]6.4 WT Strategy
Nike can optimize inventory management and logistics efficiency, reduce end-of-life impacts in the supply chain, and address environmental pressures through sustainability initiatives. In 2022, Nike's average delivery time was 60 days, most of which was mainly due to supply chain disruptions and logistical delays. In 2023, Nike reduced Nike's average delivery time to 50 days by optimizing its logistics network. Nike has introduced automated warehousing systems globally, and Nike has seen a 20% increase in warehousing efficiency in 2023 (Nike, Inc.,2023). Nike optimized shipping costs through a combination of sea, air, and ground transportation, and Nike reduced its shipping costs by 10% in 2022 (Nike, Inc.,2022).

[bookmark: _Toc193411847]7.0 Using Porter to Determine Nike's Strategic Position
[bookmark: _Toc193411848]7.1 Differentiation Strategy
Although product marketing and brand innovation cannot bring certain feedback to enterprises in a timely manner, the positive impact of brand influence on consumers will exist for a long time (Justin, 2024). Nike creates an emotional connection with consumers through strong brand influence, such as the "Just Do It" slogan and the swoosh logo, and Nike will smoothly convey brand value. Nike's brand value has grown by an average of 8% per year over the past five years (Nike, Inc.,2022), with Nike largely benefiting from product innovation, building emotions with consumers, and brand marketing. Nike continues to introduce innovative products (e.g., Air Max, 3D printed shoes) that differentiate themselves from competitors in terms of performance, design, and sustainability. In 2022, sales of limited-edition sneakers (e.g., Air Jordan, Dunk collections) reached $2 billion (Nike, Inc.,2022). 

[bookmark: _Toc193411849]7.2 Focus Strategy
Market segmentation can help companies open deeper markets, but their ability to harvest market information is much lower than face-to-face communication with consumers (Kristen.K. 2024). In 2022, Nike's sales of professional sports products reached $6 billion, up 10% year-over-year. Nike focuses on high-value customers through direct-to-consumer (DTC) channels to provide consumers with personalized experiences and exclusive products. In 2022, Nike's DTC sales reached $18.7 billion, accounting for 42% of total revenue (Nike, Inc.,2022). The number of active users of the Nike app and SNKRS app increased by 30% and 25%, respectively (Nike, Inc.,2022). 

[bookmark: _Toc193411850]8.0 Discuss Nike's Growth Strategy with Ansoff
[bookmark: _Toc193411851]8.1 Analyze Nike's Growth Strategy From a Market Penetration Perspective
Nike needs to grow by increasing its share of the existing market and consumer loyalty (Li and Yu 2022). Nike offers exclusive products and personalized services through Nike Membership to increase repeat purchases. According to Nike's 2022 financial report, Nike by You has a 40% repurchase rate, which is 20% higher than the average order value (AOV) compared to non-customized products (Nike, Inc.,). Roll out promotions at key sales points to attract more consumers. During Black Friday 2022, Nike's sales in the North American market reached $1.5 billion, up 20% from the previous year (Nike, Inc.,2022). 

[bookmark: _Toc193411852]8.2 Analyze Nike's Growth Strategy From a Market Development Perspective
Nike needs to invest more in emerging markets such as India and Southeast Asia and attract consumers by localizing its products. Nike launched athleisure footwear (e.g. Nike Air Max, Nike Blazer) in the Southeast Asian market, and in 2022, sales of athleisure products in the Southeast Asian market reached $300 million (Nike, Inc.,2022), a year-on-year increase of 20%. Nike needed to expand its sales network to reach more consumers through e-commerce and localized stores. In 2023, Nike's e-commerce sales reached $13 billion, accounting for 26% of total revenue, and digital channels accounted for 70% of total e-commerce revenue (Nike, Inc.,2023). 

[bookmark: _Toc193411853]8.3 Analyze Nike's Growth Strategy from a Product Development Perspective
Nike continues to introduce innovative products (such as smart shoes and shoes with eco-friendly materials) to meet consumer demand for performance and sustainability. In 2022, sales of smart shoes and wearable technology-related products reached about $500 million (Nike, Inc.,2022). In 2022, Nike's sales of eco-friendly products exceeded $4 billion, accounting for about 8% of total revenue (Nike, Inc.,2022). 

[bookmark: _Toc193411854]8.4 Analyze Nike's Growth Strategy from a Diverse Perspective
Nike's entry into new markets requires increasing revenue and diversifying growth by exploring monetization opportunities in digital services and subscription models (Sebastian and Pramana 2022). In 2022, Nike App sales reached $5 billion, accounting for 40% of digital revenue (Nike, Inc.,2022). In 2022, membership sales reached $25 billion, with membership sales accounting for 50% of total revenue (Nike, Inc.,2022). 
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Nike reduced its necessary carbon emissions by about 30% in 2022, and Nike reduced costs by using recycled chemical materials (e.g., Nike Grind, recycled polyester), with sales of Nike's eco-friendly products reaching $4 billion in 2022, accounting for 8% of total revenue. Nike reduced raw material waste through circular design, with sales of Nike design-related products reaching $500 million in 2022, and Nike enhancing consumer engagement through community events such as Nike Run Club, Nike Training Club, and sales of related products reaching $1.8 billion in 2022 (Nike, 2022).In 2022, Nike demonstrated to the public that Nike's transparency score was at the top of the industry rankings through its annual Impact Report (Nike, 2022). 

Nike's sustainability initiatives have boosted the brand's image and attracted more consumers (Octavia and Setiawan, 2021). In 2022, Nike's brand value reached $30 billion, an increase of about 8% from the previous year. Although Nike has caused controversy over labor rights issues, Nike's handling of the results can also be accepted by consumers and workers. Nike's eco-friendly products and circular design philosophy have differentiated advantages in the market, and Nike's eco-friendly product sales increased by 25% year-on-year in 2022 (Nike, 2022). Nike's sustainability program has boosted its market competitiveness and reached $50 billion in revenue in 2022, however, the operating costs of Nike's sustainability program in 2022 increased by about 5% compared to last year (Nike, 2022). 






[bookmark: _Toc193411856]Conclusion
Rethinking the importance of strategic management for Nike's sustainable business environment is reflected in innovation-driven, community engagement, individual consumer needs and the circular economy. By implementing a sustainable development strategy, Nike can not only enhance its brand value, but also effectively solve Nike's labor problems in domestic production through the Nike brand promotion concept. In the future, Nike should continue to invest in technological innovation, resource reuse, and brand value promotion, and Nike will promote the further development of a sustainable business environment through its own brand value. 
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