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[bookmark: _Toc204103803]EXECUTIVE SUMMARY


    This business report analyses Nike's marketing strategy, such as how well it meets the demands of stakeholders, how long it will survive, and how well it competes with other companies. The research uses frameworks including the Triple Bottom Line (Elkington, 1997), PESTLE, and stakeholder theory (Freeman, 1984) to look at how macro and micro environmental variables affect Nike's marketing success.
       Nike has built a lot of brand value by presenting emotional stories, using innovative technologies, and crafting ads that are clear about what they want to achieve. Gen Z and millennials have joined up for programs like "Move to Zero" and worked with sportsmen who care about social concerns. People's views on ethics, being open to everyone, and conserving the environment are changing, and these projects are in line with that (Kotler et al., 2010).
       The audit does indicate, however, that there are big differences between what Nike says it does in its advertising and what it really does. People worry about greenwashing when the supply chain isn't clear, there isn't any independent confirmation of the company's environmental claims, and manufacturing occurs in countries with few restrictions (Sustainability Magazine, 2023; Greenpeace, 2023). Nike claims they care about the environment, but it's not always clear how they do it at every stage of their value chain.
       According to the survey, Nike is the greatest at coming up with new ideas and encouraging people to buy things. But they hurt themselves by not following through on their promises to protect the environment. If Nike wants to be credible and remain ahead of the competition in a market that appreciates values, it has to stop utilising symbols in its ads and start demonstrating how it is genuinely making the system better.

       Using blockchain to make the supply chain more transparent in real time is one of the most important things to achieve.  Other important things to do are to hire outside parties to check on the firm's sustainability, back circular fashion projects, and make sure the company does what it claims it will do.   Nike can become a stronger leader and better satisfy the requirements of a more ethically aware global audience by making its aim clearer and placing sustainable practices at the centre of it.
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[bookmark: _Toc204103806]The Concept and Importance of Marketing at Nike

The Chartered Institute of Marketing (CIM) defines marketing as "the management process responsible for identifying, anticipating and satisfying customer requirements profitably. In the fast-paced and competitive world of business today, marketing has shifted from only selling things to becoming a key element of developing brand identity, maintaining customers, and driving long-term innovation (Kotler et al., 2019). Nike Inc. is a great illustration of this transformation. The firm makes and sells sports shoes and clothes all around the globe. It doesn't only use regular ads to get the word out. It differentiates out from many competitors because it tells emotive stories, runs campaigns with a purpose, and offers immersive digital experiences (Piskorski, 2020).
Nike is a corporation that employs both competitive and dynamic marketing to change the global sportswear industry instead of just following it.  The fundamental concepts underlying its strategy are emotional branding, lifestyle positioning, and ongoing innovation.  "Just Do It" is more than simply a slogan; it's a strategic tool that tells a tale that motivates people to do it (Keller, 2013).  This branding goes beyond costs and logical features.  It talks about identity, ambition, and cultural relevance, which gives you a competitive advantage that is hard to replicate.
 Nike has a competitive advantage because it builds brand equity via marketing that has a purpose.  Nike is different from other firms because it connects its brand with controversial but essential cultural events, like the Colin Kaepernick campaign.  This demonstrates that the brand is bold and knows its clients very well (Kumar, 2021). This strategy is dangerous, but it indicates that Nike is authentic and aligns with the values of its key clients, particularly younger customers who care about social concerns. Nike's marketing is equally as high-tech. The company employs direct-to-consumer (DTC) channels and mobile applications to not only make each customer's experience unique, but also to collect data-driven insights that help it make its goods better (Chaffey & Ellis-Chadwick, 2019).   This vertical integration makes the business less dependent on intermediaries and more flexible. But more importantly, it turns Nike from a corporation that creates things into a digital-first lifestyle brand that understands what consumers want, gets them involved in the community, and gives them personalised access to information and products in real time.
  Nike's major duty in marketing isn't just to communicate or brand; it's also the strategic engine that drives the company's innovation, tells it how to make new products, and shapes its social stance. Marketing is a key aspect of Nike's business strategy.  It affects how customers feel about your business, how you stand out in the market, and how much money you make over time. Nike uses a mix of competitive strategies and a flexible, adaptive strategy to turn marketing from a business function into a cultural force that influences and reflects society.
[bookmark: _Toc204103807]Competitive & Dynamic Marketing 

Marketing needs to be adaptable and competitive to function and be useful in today's fast-paced corporate sector. Brand positioning is the most important part of marketing that is competitive.    It implies delivering them more value than your competitors do. It does this by using techniques including cost leadership, niche targeting, and differentiation to create a long-term edge (Porter, 2008). Dynamic marketing, on the other hand, means using new strategies and real-time data to stay up with changes in the company, how people behave, and technology (Kotler et al., 2019). Digital technology and analytics (Chaffey and Ellis-Chadwick, 2019) may help businesses change their plans and keep an eye on them. In a market that is always evolving, these strategies help firms remain ahead of the competition, come up with new ideas, and keep customers happy (Baines et al., 2017).

Nike is an excellent example of how to employ competitive and dynamic marketing to remain on top in the global sportswear sector.   The tagline "Just Do It" sums up its competitive marketing, which is built on strong brand positioning, continual innovation, and emotive branding. The phrase makes people feel powerful and desire to reach their objectives (Keller, 2013). The brand's marketing plan is adaptable and employs digital technology to swiftly adapt to what consumers want, particularly Gen Z and millennials, by emphasising social action, sustainability, and inclusivity (Kotler et al., 2019).  Nike is interested in social issues that are important right now, like the one with Colin Kaepernick (Kumar, 2021).
Nike also employs direct-to-consumer marketing and data-driven marketing via mobile apps.  This gives consumers one-of-a-kind experiences and helps businesses connect with them for a long time (Chaffey & Ellis-Chadwick, 2019).   Nike is ahead of Adidas and Under Armour because it can be adaptable. This means it can not only follow trends but also adjust what buyers expect. Nike is at the top of the market because they can separate out from the competition and swiftly adapt to changes in the business.

    People all across the globe know that Nike has a strong brand with advertising that makes people feel something. People recognise that the company gives them authority and helps them perform their best job. This is because exceptional athletes tell others to "Just Do It." Nike has also worked on programs like "Move to Zero" in the past several years to try to be the company that cares the most about the environment. Nike (2023) asserts that the goal of this project is to get rid of all the rubbish and carbon. Some people, on the other hand, claim that these efforts are essentially greenwashing since the company still makes most of its products in impoverished countries with awful working conditions and inadequate environmental legislation (Hickman, 2021; Earth.org, 2024).  Nike's advertising makes it appear like they care about the environment, but research shows that the way the corporation handles its supply chain doesn't back up these claims. Some people think this is largely about marketing and not actual corporate responsibility (Greenpeace, 2023). This difference highlights how crucial it is to pay close attention to Nike's advertising, especially how effectively the business's marketing language matches how the company genuinely functions.
    This article goes into great detail on Nike's current marketing strategies, focusing on sustainability, and both macro and micro environmental factors. It does this using well-known strategic tools including the 7Ps of the Marketing Mix, and the Triple Bottom Line. 
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Nike's marketing strategy is based on a mix of big and little aspects in the world around it.  These outside and inside factors affect strategic choices on product development, market positioning, and efforts to be more environmentally friendly.
[bookmark: _Toc204103809]PESTLE Analysis of the Macro Environment

 The macro-environment is made up of big outside influences that affect Nike's marketing choices:
[bookmark: _Toc204103810] Political and Legal Factors: 

Governments are making rules that are harsher about how businesses affect the environment, how much carbon they release, and how they treat their workers.  These changes in worldwide regulations have had an effect on Nike's commitment to its "Move to Zero" program (Sustainability Magazine, 2023).  Not following the rules might hurt your reputation and perhaps get you in trouble with the law and upset customers.
[bookmark: _Toc204103811] Economic Factors: 

Changes in the global economy, such as inflation and problems with the supply chain, impact both consumers' ability to buy things and how things are delivered.  Nike has to have strong brand equity and value-driven messaging to back up its high prices in areas where people are sensitive to price (Strategic Management Insight, 2023).
[bookmark: _Toc204103812] Social and Cultural Factors: 

People's views on ethical manufacturing and sustainability are changing quickly.  Gen Z and millennials, in particular, want brands that are open, welcoming, and have a clear purpose.  Nike has changed the way it talks about its products to appeal to these principles by including social justice and environmental awareness in its ads (Kotler et al., 2010).
[bookmark: _Toc204103813] Technological Factors: 

Nike's engagement approach has changed because of improvements in digital marketing, AI-powered data analysis, and new products like Flyknit technology.  Nike leverages what it knows about its customers to tailor product and marketing suggestions via its mobile applications and websites (Kotler et al., 2010).
[bookmark: _Toc204103814] Environmental Factors: 

Climate change and more people being aware of how bad things are for the environment have made it necessary to run businesses in a way that is good for the environment.  Nike uses these worries in their advertising to make people feel something and set its brand apart from others (Peattie and Belz, 2010).

 Nike's macro-environment creates both risks and chances overall.  Its proactive marketing approach, especially in terms of sustainability, shows that it is strategically flexible, but the response is less successful because of gaps in implementation.
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 Customers, rivals, and suppliers are all examples of direct stakeholders in the micro-environment.
[bookmark: _Toc204103816] Customers: 

Nike's main customers are very involved, socially conscious, and committed to the company.  In response, Nike has pushed stories of empowerment and sustainability.  For instance, the "You Can't Stop Us" campaign had a worldwide impact, showing the need of unity, inclusion, and purpose beyond just goods (Kotler et al., 2010).
[bookmark: _Toc204103817] Competitors: 

Adidas and Patagonia are two companies that have actively marketed themselves as leaders in sustainability.  This competitive pressure has made Nike come up with new ideas and talk about what it's doing more strongly.  But Nike is still behind in areas like third-party verification and complete transparency, which makes it less successful when compared to other brands (Sustainability Magazine, 2023).
[bookmark: _Toc204103818] Suppliers and Partners:

 Nike depends on a network of outsourced production partners across the world.  This arrangement helps keep costs down, but also makes it harder to keep an eye on things and has raised questions about the moral and environmental effects of the supply chain (Freeman, 1984).  These limits make it hard for the business to completely follow through on its marketing promises.

 Nike's approach to its micro-environment has mostly worked when it comes to brand positioning and engagement.  It uses emotive storytelling, working with influencers, and new technology in its marketing to keep customers loyal and stand out from the competition.  But for the plan to work in the long run, there has to be a link between message and demonstrable results. In conclusion, Nike's marketing strategy has been greatly influenced by both macro and micro environmental issues, notably in terms of sustainability and digital transformation.  The brand has shown that it can respond quickly to changes in the market and get people interested in its products, but its strategy has to shift from high-impact narrative to good operational alignment.  Nike can only keep its leading position and keep customers' confidence in a market that is becoming more aware by doing this.
[bookmark: _Toc204103819]The Green Marketing Mix 

The Green Marketing Mix builds on the classic 7Ps by adding sustainability to each one. This gives an organised technique to figure out whether environmental statements are really part of the product or just for show (Grant, 2008).  The Triple Bottom Line (TBL) paradigm, which Elkington created in 1997, also pushes businesses to think about their performance in terms of more than just money. It asks them to think about their social and environmental effects as well.  When used together, these methods provide us a critical way to look at the truth, depth, and effects of Nike's marketing that focuses on sustainability.
[bookmark: _Toc204103820]Is the Green Marketing Mix real or just a facade?

 At first sight, Nike's "Move to Zero" campaign, which is part of their sustainability story, seems to fit with what customers want: greener goods.  But when you look at this story via the Green Marketing Mix, you can see that there are gaps between what is said and what is done.

[bookmark: _Toc204103821] Product

 Nike does make certain eco-friendly items, such as Flyleather and the Space Hippie series, but they are still only a small part of a much bigger, resource-intensive product line.  The fact that there is no corporate-wide need for sustainable products shows that the corporation is just doing it for show (Nike, 2023).  If sustainability were really important to product creation, these approaches would be used more, not less.
[bookmark: _Toc204103822] Cost

 Nike sells its eco-friendly items at high costs, which makes them more exclusive than accessible.  This price approach raises moral questions: Is sustainability really a priority, or is it just a way to market items with better profit margins?  Jones et al. (2020).  It backs up the claim that Nike's environmental ideals depend on how much money they make.
[bookmark: _Toc204103823] Location

 Nike's worldwide distribution networks make sure that its messages about being environmentally friendly reach a lot of people. However, the company's international logistics and outsourced production have a big negative effect on the environment, which goes against their green promises (Greenpeace, 2023).  In a nutshell, its carbon impact is still mostly outside of itself, both geographically and ethically.
[bookmark: _Toc204103824] Promotion

 Nike is great at marketing, yet this strength makes many question it.  The "Move to Zero" campaign seems good, but it doesn't have strong, independent proof or precise metrics.  Some others say that this sort of marketing might turn into a more advanced kind of greenwashing, which is when companies talk about doing the right thing but don't really change how they do business (Earth.org, 2024).
[bookmark: _Toc204103825] People

 Nike talks about diversity and community support in the Global North, but it doesn't do the same for its supply chain workers in the Global South.  This contradiction shows a clear moral conflict in the brand's story about individuals (Hickman, 2021).  A big problem is that many partner factories don't pay their workers a decent wage or keep them safe.
[bookmark: _Toc204103826] How does it work?

 Nike's internal procedures do entail coming up with new ways to get materials and keep track of carbon.  But there is still not enough openness.  Nike's operations seem purposefully controlled rather than holistically sustainable (O'Rourke, 2022) since there are no public, independent audits or disclosures of their supplier chain. Nike stores and packaging showcase sustainability icons and messaging, yet physical evidence of system-wide transformation is lacking.  Sustainability is sold as a perk, not as a norm, which makes people doubt how serious Nike is about it (Jones et al., 2020).
[bookmark: _Toc204103827]The Triple Bottom Line

Marketing is more than simply selling these days; it's also about conveying a brand's values, moral commitments, and the long-term value it can provide.   John Elkington came up with the Triple Bottom Line (TBL) idea in 1994. It looks at performance by looking at profit, social impact, and environmental sustainability (Elkington, 1997).   This technique is a key aspect of sustainability reporting. It looks at business plans that try to earn money while simultaneously benefiting people and the environment.  Using TBL in marketing reveals that stakeholders' expectations for honesty, responsibility, and moral conduct are shifting.   Nike is a wonderful illustration of this trend. They employ marketing to make people feel connected by emphasising ideas like empowerment, innovation, and sustainability.   But if you look at Nike's marketing via the TBL lens, you could notice both good and bad things.
[bookmark: _Toc204103828] Folks

 Nike's story about social sustainability is mostly based on ads that promote inclusiveness and empowerment. However, these high-profile efforts in consumer-facing markets are undermined by consistent reports of worker exploitation and poor labour rights in supply countries (Hickman, 2021).  This inconsistency brings up a basic moral question: If a firm doesn't care about the rights of the weakest people in its value chain, can it really be sustainable?
[bookmark: _Toc204103829] World

 Nike's environmental advertising makes it seem like the corporation is ready to be an environmental leader.  Yet, the majority of its manufacturing processes occur in countries with minimal environmental enforcement, casting doubt on any real progress toward carbon neutrality (Greenpeace, 2023; Earth.org, 2024).  The lack of emissions data for a given place shows that people are trying to avoid being held accountable.
[bookmark: _Toc204103830] Make money

 There is little doubt Nike has effectively used sustainability to enhance brand equity and profit margins.  But this achievement brings up a major criticism: sustainability is seen as a way to stand out from the competition instead of as a moral duty.  Decisions based on profit always come before systemic change, showing that shareholder interests are still more important than environmental aims (Elkington, 1997).
  Nike’s marketing strategy skilfully constructs the appearance of sustainability, yet under critical examination, it becomes clear that the company prioritises narrative over transformation.  While selected initiatives demonstrate some progress, they are isolated and often strategically marketed rather than structurally embedded.  The combination of the Green Marketing Mix and the Triple Bottom Line reveals that Nike’s sustainability marketing is still shaped more by image management than by ethical business evolution.  To move beyond accusations of greenwashing, Nike must shift from performative sustainability to systemic change—a move that requires not just marketing, but accountability.
[bookmark: _Toc204103831]CONCLUSION

Nike is great at marketing, but it has a number of strategic problems that hurt its credibility and long-term brand loyalty, especially when it comes to marketing for sustainability.
   Nike's ads, such as "Move to Zero," set high standards for sustainability, but it doesn't seem like the company is living up to these promises in its day-to-day work.    Kotter's (1996) change model says that Nike has done a great job of making people feel like they need to act and giving them a vision, but it hasn't given workers and suppliers the authority to act or made sustainability a part of the company's culture.   If the messaging and the improvements in the firm don't match up, it might hurt the brand's credibility.
   Concerns about greenwashing: Critics, such as NGOs and independent watchdogs, worry that Nike's attempts to be more eco-friendly are more for show than for substance.  Sustainability Magazine (2023) said that Nike's claims that it uses recycled materials and makes fewer emissions aren't backed up by strong proof.    People think the company is "greenwashing," which implies they are giving the wrong impression about how good their firm is for the environment (Peattie and Belz, 2010).

   Nike's supply chain is still mostly hidden, so there isn't enough transparency.    Nike has been slower than its rivals, like Patagonia, to let the public see how it does things. Patagonia, for example, releases extensive reports on things like emissions from the supply chain, fair working conditions, and where materials come from (Freeman, 1984).    Without third-party environmental audits, it is very hard to get stakeholders to trust you.
   Nike is great at telling fun stories, but if they rely too much on this skill, they may not pay enough attention to other important business issues. Kotler et al. (2010) believe that companies should stop telling stories and start living them, which means that what they do should match what they say. Nike's advertising typically comes before changes in the company's structure. This might hurt the brand's image among customers who want to do the right thing.
   These problems show that Nike's brand image is not the same as how the company really runs its business.  In a market where honesty, moral leadership, and actions that can be proven are important, this difference might hurt Nike's ability to compete.
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Nike should take the following strategic and practical measures because of the challenges outlined above:
  Use Blockchain to make the supply chain more transparent.
  Nike could utilise blockchain to publish information on where their items originate from, how factories run, and how much pollution they make in real time and without any chance of it being changed.   This new concept is in line with stakeholder theory (Freeman, 1984), which allows consumers and regulators to examine claims regarding sustainability.   Not only would it make the brand more open, but it would also provide it with an advantage in a market that is getting more and more controlled by ESG regulations (Strategic Management Insight, 2023).
  Have outside parties check your sustainability
  If you use independent auditors like the Sustainable Apparel Coalition or B Lab, they may be able to assist you in making sure that your sustainability practices go above and beyond what is required by law.   You may include these official certifications in your marketing to make it more believable.   Third-party validation makes it less likely that companies would greenwash and makes customers feel more confident (Sustainability Magazine, 2023).
  Make Circular Fashion Projects bigger
  Nike could expand programs like "Reuse-A-Shoe" and "Nike Refurbished" and integrate them more closely into marketing and customer loyalty programs. Not only does the circular economy strategy cut down on waste, but it also attracts Gen Z and millennial clients who worry about how their actions affect the environment in the long run (Kotler et al., 2010).   Giving app-based prizes for returns and repairs could make people more likely to use the app.

  Make sure that what you say to people within your company matches what you say to those outside of it.
  Nike needs to make the tales it portrays in its advertising come true. This entails training manufacturing partners about sustainability goals, setting enforceable supplier standards, and adding key performance indicators (KPIs) that are important for ethical sourcing.   Kotter (1996) suggested that change should be based on the culture of the firm. For example, aligning internal procedures with brand values is one way to do this.
  Make KPIs for marketing based on results
 Nike has to rethink how it assesses how well its advertisements are doing. Reach and engagement are not enough.   The Net Promoter Score among ethical consumers, the proportion of customers who purchase sustainable items again, and the amount of emissions that go into creating a product during its lifespan are all useful KPIs to look at.   Kotler et al. (2010) suggest that marketing should look at real-world outcomes that reflect value co-creation, not just impressions.
  Nike can do all of these things with its present budget and capacity to come up with new ideas.   Nike can keep its brand strong and remain ahead of the market for a long time by making openness, responsibility, and engagement of stakeholders part of its marketing plan.
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