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Introduction  
This report analyses the critical factors of culture and efficiency within an organisation. It will examine and include how the organisation's culture impacts organisational efficiency. It will assess the organisation's cultural influences that determine how it attracts and keep clients and remain competitive in the ever-changing business climate. Nike Company is in a fierce battle with its competitors for market dominance; hence, it must revise its aims to stay successful and global in scope. Using SWOT, Pestle and the Hofstede Model, this report will address how Nike Company's management formulates plans to achieve its goals and embraces its internal and external culture to ensure the corporation's success. 

1.0 Critically assess the culture and context of an organisation 
1.1 Culture within an organisation in relation to theorists’ interpretation 
Schein (1983) mentioned that it takes time for organisations to build a culture as individuals adjust to the external environment and solve organisational difficulties. They learn from their experiences and begin implementing methods, and the employees' attitudes collectively shape the organisation's culture. 
Schein considered three stages to a company's culture.
The first level comprises the organisation's visible, audible, and tactile qualities, collectively referred to as artefacts. 
The dress code of employees, office furniture, facilities, employee behaviour, and the mission and vision of the organisation are all examples of artefacts that significantly influence workplace culture. 
Power Distance Hofstede, Hofstede Insights. (2021).
Organisation A (staff)
· No one in organisation A is permitted to wear casual attire. 
· Employees show respect for their supervisors and avoid needless conflicts. 
· The personnel are highly attentive to deadlines and ensure that all assignments are completed within the allotted time frame. 
Organisation B	(management)
· The staff are free to wear anything they choose. 
· Individuals in organisation B are the least concerned with their tasks and spend the most time wandering and conversing. 
· The employees make disparaging comments at work and drag one another into disputes. 
In the scenario described above, personnel of the organisation wear attire that exudes professionalism and carefully adheres to the organisation's regulations. On the other hand, the personnel of organisation B are carefree and do not take their work seriously. Organisation A adheres to a strict professional culture, whereas Organisation B adheres to a weak culture in which employees cannot accept things. This is not to imply that organisation B should be modelled, but rather to illustrate the impact of artefacts. Hofstede Insights. (2021).
 Hofstede's Cultural Model primarily explains the influence of a society's culture on its members' values and the relationship between these values and conduct. It focuses on six essential elements of cultural differences that must be recognised and adhered to in cross-cultural business initiatives. Hofstede Insights. (2021).
 
1.1.1 Values 
In addition to the visible artefacts that contribute to the organisational culture, the company's values, the persons who work there, and the consistent alignment of those values comprise a deeper level. How employees respond to crises and difficulties will determine the company's culture and what individuals believe matters greatly to the organisation. The mentality of the individuals affiliated with a given organisation defines the workplace culture, Baumgartner, N. (2020)
The third level consists of the employees' presumed values, which cannot be quantified but affect the organisation's culture, Schein (1983), Some certain beliefs and facts remain hidden but affect the organisation's culture.  The third level of organisational culture pertains to the interior components of human nature. The organisation adheres to a set of practices that are rarely mentioned but understood on their own. This constitutes the third level of organisational culture. 
Conclusion  
As one of the world's largest manufacturers of athletic footwear, gear, and equipment, Nike continues implementing policies and strategies to foster a corporate culture that fosters company resiliency and competency. The organisational culture of Nike promotes company resiliency and capability. The combination of traditions, habits, values and behavioural expectations among employees constitutes an organisation's culture. For their interactions with clients and coworkers, Nike employees are given a set of instructions, guidelines, and expectations regarding how to perform their duties. This strategy ensures the corporation retains its corporate culture, which contributes in part to the business's success.
As a result, we can conclude that for a company to be successful in the market, it must develop viable strategies to ensure its long-term prosperity. Adopted marketing tactics should align with the business's goal and vision and include the concept of corporate social responsibility so that the techniques used benefit the firm, its workers, and the surrounding community. Nike Company should also take advantage of market prospects, notably in the fashion business, by entirely using its assets to seize these chances. Because of globalisation, contemporary businesses confront intense competition. Thus, organisations like Nike must do market research to stay abreast of all marketing activity, thus establishing market strategies that will assure long-term profitability. Nike should pay special attention to its weakness and turn them into strengths (SWOT).  
 
1.2 Assessment of influencing factors in relation to Nike Organisation 
Nike is a long-established brand; however, the author believes that it has severe weaknesses in manufacturing its products in foreign countries with poor working conditions, affecting the organisation's external environment. Nike's organisational culture includes certain conventions crucial to the company's success and ability to remain competitive. Teather, D. (2005).
According to Paine, L. (2014), the organisation is urged to recall these ideas when undertaking its choices and daily actions. An organisation's core values include the independence of each worker, a person's honesty or integrity, and each employee's different skills and knowledge all of which are essential for an individual's business integration and development. 
Nevertheless, Wazir, B. (2001) indicates that 500,000 worldwide employees still have to deal with poverty, harassment, dismissal, and physical intimidation as part of their challenges from an external environment. This is also seen in several organisations which have exploited staff and paid less than minimum wage (Thomas, D. (2021).
We observe a high Power Distance Index by applying Hofstede's Cultural dimension to Nike.  Mistreanu, S. (2020), indicates that Australian researchers have been tracking the migration of Uighur residents from their homeland in the western region of Xinjiang to other regions of China for months. As a result of the detention of an estimated one million Uighurs and other Turkic Muslim minorities since 2017, the Chinese government is now exporting the punitive practises of Xinjiang's detention camps throughout the country and threatening to entangle global manufacturers and consumers in its ongoing project of cultural genocide. Over eighty thousand have been taken to facilities in China, where they are forced to work on production lines for at least 83 brands, including Nike, (Nike Faces Social Media Storm in China Over Xinjiang Statement, 2021).
The author agrees with Hofstede’s Power distance Index because it measures the extent to which the less powerful members of organisations accept and expect that power is distributed unequally.  Identification that this was also apparent in Nike was identified by Fifield A. (2020) when visiting a shoe factory in Qingdao producing shoes for Nike and found that it resembled a prison with barbed wire, watchtowers, surveillance cameras, and a dedicated police station. She was told Uighur workers at the factory did not come on their own accord, nor could they return home for the holidays. As a result of this Business and & Human Rights Resource Center (2020) investigated Nike about the conditions of labourers in China, and Nike responded (Appendix A) that they have no affairs with the region mentioned and they are "drawing on expert guidance and working with brands and other stakeholders to consider all available approaches to address this situation responsibly". 
 
1.3 Nike in the Western World 
Several assumptions are ingrained in Nike’s organisation’s corporate culture, which they claim to have “inclusivity and an environment of empowerment and respect” (Nike, 2022).  The top management emphasises Nike must remain a flexible corporation that does not neglect emerging market trends. Moreover, Nike should not be pleased with its existing achievements since complacency might ultimately lead to stagnation and performance degradation. It is conceivable to discuss this corporation's cultural artefacts; for example, one may debate its advertising, which can be enlightening, trying to showcase attributes such as a person's desire to pursue achievement, genuineness of conduct, and receptivity to the outside environment (Goleman, 1998). These ideals are essential to the long-term success of this organisation and are the primary details that can be identified. 
Using the Challenge Assumptions (Heynoski and Quinn, 2012) technique to evaluate Nike's corporate culture determines the total views of workers and top managers. In particular, the corporation emphasises organisational transparency, which is essential for a company's long-term viability. In this context, openness refers to the receptivity to emerging economic or market trends. This is essential for the company's culture and the capacity to create innovative products consistently, Nike (2022), Nike Purpose.
Because employees are willing to share their ideas, their assumptions significantly contribute to the company's success. Nevertheless, it also implies that these individuals may not quickly embrace outsiders, mainly if they are unfamiliar with Nike's culture (DuBrin, 2011). Nike's innovative expertise in the garment business directly results from its internal views. However, these qualities might be seen as the root of their weakness as prohibited external environment influences can hinder the significance and impact on Nike’s success. 
Therefore, according to Hofstede, there are cross- cultural differences between Nike in the Western World and factories in China, with two very different approaches. Hofstede's cultural dimensions theory looks at cultural differences from six different points of view: power distance index, individualism-collectivism, masculinity-femininity, long and short term of orientation, indulgence vs. restraint, and uncertainty avoidance. Most of these indicators show a clear two-sidedness, with high and low values at either end of the scale showing how they are different and what they mean. This theory goes into detail about how cultures differ from country to country and what those differences might mean.
Many of these traits are seen in Nike's organisation, but the author believes that Nike in one hand says that, is doing everything it can to ethically work. Nevertheless, the proof of inequality in the workforce is evident.
The power Distancing Index (PDI) refers to inequality between those with and without good power, and this is what we find about Nike; a high PDI score indicates that society accepts an unequal, hierarchical power distribution and that individuals know "their place" within the system. A low PDI score suggests that power is shared and widely dispersed, and unequal power distribution is not tolerated by society. Nike’s PDI score in China is high; however, the PDI is low in the U.K.  and the USA. 
Another indicator that Nike is dividing the workforce is the Individualism versus Collectivism; (IDV)-This relates to the strength of people's ties to others within their community. A high IDV score indicates weak interpersonal connections among non-core "family" members. Here, individuals assume less responsibility for the actions and outcomes of others. Nike’s IDV score in China, the U.K. and the USA is low IDV score.

1.4 The vulnerable culture of Nike's management 
 Nike has an isolated culture (DuBrin, 2011). It implies that a new employee who joins this company may find it challenging to adapt to the new environment; maybe it is more stressful, the evidence of Power distance and individualism v collectivism. This issue is especially pertinent when hiring new business leaders. The issue is that these individuals may be considered outsiders; as a result, their proposals may be overlooked, even though they may significantly enhance the company's operations. Thus, these characteristics might ultimately become a vulnerability to the organisation. Critically as Nike is a worldwide firm operating in several parts of the globe, these identified primary issues must be resolved to maintain a reputable brand and emphasise the variety of its corporate culture. According to Morrison, E. (2014), employees should allow newcomers to voice their thoughts, even if they are critical of prevailing methods.
 Furthermore, Castaner and Oliveira (2020) indicate that the organisation's management should encourage collaboration among personnel from various departments. These collaborations may be situated in multiple locations, and their cooperation can aid in creating new goods and relationships and benefit from multiple cultures to become innovative and inclusive. These modifications are essential since they can improve the company's success. Specifically, this intervention may increase the diffusion of best practices across Nike's many visions. Moreover, Chang, C. (2021) ensure that outsiders can be innovative and creative and pursue new targets and strategies; therefore, the new team players can adapt to the company's needs. This policy can potentially gradually reinforce this corporation's sophisticated organisational culture. 
 
2.0  Evaluate an organisation within its broader environment using appropriate environmental and analysis techniques.  
[bookmark: _Int_HPSRippc] PESTLE with environment added and SWOT analysis based on Nike’s Performance
The two common environmental analysis methods are the PESTLE and SWOT analysis. These approaches help organisations assess their strategic positions based on a wide range of internal and external factors
Nike's PESTLE analysis, Nike's most important market is the United States, with a significant customer base. Additionally, Nike has a substantial manufacturing presence in Vietnam, Indonesia, and Thailand. Trade disputes between the United States and China threatened a 25% tax rise on footwear. To minimise this issue, the corporation has geographically diversified its supply chain. 

Political
Nike is directly impacted by international politics, namely government labour rules. Vietnam, for example, has been accused by various human rights activists and NGOs of repressing labour activists who demand that their government boost minimum salaries and apply the law to workplace violations. According to the Human Rights Watch group, the Vietnamese government is believed to crush and arrested trade union leaders who challenge multinationals like Nike. At least eight independent union activists have been arrested since 2006. Unlike in the U.S., where the headquarters of Nike is and where the government has laws to defend workers' rights, the Vietnamese Labor Code limits strikes and even labour unions.
In its sustainability reports, Nike describes how it cares for its employees and strives to create a pleasant work environment. 
If the government oppresses Nike's employees, the company does not want to appear negatively to its customers, especially those who care about human rights, which may cause unnecessary problems. Additionally, Nike has many admirers in Vietnam who purchase its merchandise. Therefore, Nike ensured that their responses to all of these claims would earn them the respect and confidence of their consumers. They also implemented severe restrictions to prevent child labour, corporal punishment and working in dangerous conditions.
 
Economy
The economy has a significant effect on Nike's operations. Nike, as a multibillion-dollar corporation, has a significant impact on the economies of many countries. If we take Vietnam as an example, according to the World Bank, since 1995,  Nike has made a significant contribution to the country's economy (Bhatnagar et al., 2010). Furthermore, due to the cheap labour in Vietnam compared to the U.S., Nike managed to decrease the production cost of its shoes to remain competitive and attractive to its consumers all over the globe. Nike was accused of running "sweatshops" in Vietnam and other countries like China and Indonesia, employing tens of thousands of people in challenging jobs and paying them just enough to get by. 
 
Social 
[bookmark: _Int_oKn3ebcJ][bookmark: _Int_WEX45B5H]As 'health consciousness' rises globally, more individuals are adopting healthier lifestyles. These individuals will purchase an abundance of athletic apparel, which will make Nike extremely happy.
Conversely, Nike draws considerable criticism for its questionable production methods. In fact, the issue of Nike sweatshops is so prevalent that Wikipedia has devoted an entire article to it

Technology
Technology is among the primary aspects contributing to Nike's success. From the first pair of footwear that Nike co-founder Bill Bowerman made using a waffle iron to improve its traction and performance to the Nike Hyperadapt self-lacing shoes, Nike is attempting to demonstrate to its customers that it will be the leader in improving athletic performance through technological innovation. In addition to relying on technology in its environmental and sustainability initiatives, Nike has ambitious goals to operate all of its factories using renewable energy and clean chemistry to cut waste, limit its carbon footprint, and save water. Nike+ FuelBand is Nike's entry into software and social media. Nike+ customers may use their FuelBand to log their exercises, compete with friends, gain "NikeFuel" points, and publish their goals and accomplishments on the Nike+ social network to compete with the new wearables. As with every Nike product, the objective is to encourage people to achieve better performance levels and become the most excellent versions of themselves. (Moth, 2013).

Legal
Legal Factors that are influencing Nike. Nike has been involved in several legal disputes. In 2015, the U.S. Department of Justice questioned Nike and the Brazilian Football Association's payment and receipt of bribes. Even though the U.S. Department of Justice did not specifically identify Nike, it has been known since Nike's $40 million sponsorship of the Brazilian Football Association in 1996 that the two had partnered (Wilson, 2015). Also, in 1998, consumer activist Marc Kasky filed a complaint against Nike for false advertising and unfair competition for their advertising claims about labour conditions in factories in China, Indonesia, and Vietnam (Stevens, 2003; Rubenstein, 2002). Nike argued that their remarks, even if false, were not commercial speech since they were made in news releases and letters to athletes and not in direct-to-consumer advertising promoting Nike items (Vladeck, 2004). 
Environment
Nike and the Environment are essential to the growth of any business. Nevertheless, it is even more vital for Nike as most of its items are intended for sports, and most activities demand a clean atmosphere. This fact is acknowledged by Nike, which includes it in its website's sustainability section and its annual sustainability report. Mark Parker, the CEO of Nike, said, "If you cannot run outdoors due to air pollution if you do not have clean water to drink, and if you do not have a place to play, then you do not have sport... Our mission is to advance the world through the power of sport. We believe in an equitable, sustainable future where everyone flourishes on a healthy world and a level playing field" Nike (2015). 
Additionally, the firm embraces innovation to discover 13 new manufacturing techniques that reduce environmental waste, particularly in minimising their carbon footprint and water use. In addition to the wind, the firm employs sustainable energy from solar, geothermal, locally generated biomass, and hydro. Using rooftop solar energy, Nike's logistics facility in Taicang, China, has achieved more than 35% renewable energy.
[bookmark: _Int_ljc9RpLl]See SWOT analysis at the appendix A.

3. Critically appraise the cultural and ethical behaviour in one or more organisations. 
3.1 Model Introduction  
 Hofstede and Minkov proposed the six aspects of national culture to comprehend how national culture influences organisational values.   
Hofstede's paradigm is frequently used in marketing, management, psychology, and sociology research. This approach is beneficial for cross-cultural research and comparing cultures across countries. Consequently, this approach may also be used in studies of worldwide marketing and consumer behaviour (Soares, Farhangmehr, & Shoham, 2007).  
 
3.1.2 Nike Power Distance Model Application 
Hofstede's Cultural Model primarily discusses the influence of a society's culture on the values of its members and the relationship between these values and behaviour.
This model will be used for NIKE’s cultural dimensions to comprehend the company's cultural values and conventions, as NIKE is headquartered in the United States. The United States has a low power distance, indicating that it prioritises equal rights within society and government (Hofstede Insights, 2021).
Therefore, it may be asserted that NIKE has a loose hierarchical structure, with minimal power and authority differences between subordinates and superiors. In the organisation, information sharing and consultations frequently occur, whereas informal communication, which is more direct and participatory, is prevalent.
Moreover, the organisation's structure is more democratic than authoritarian, and employees are encouraged to contribute their thoughts and ideas. Employees have less fear of their superiors, and a climate conducive to idea generation and collaboration is prevalent. Superiors and subordinates view each other as equal organisation members with equal rights.
 
3.1.3 Nike Power Distinction 
This model will examine Nike's cultural aspects to comprehend its cultural values and conventions since its headquarters are in the United States. Figure 1 shows that the United States has a low power distance, meaning that equal rights are essential in society and government (Hofstede Insights, 2021). 
Therefore, it may be said that Nike has a flexible hierarchical structure, with minimal power and authority differences between subordinates and superiors. In the organisation, information exchange and discussions often occur, although informal, more direct, participatory communication is prevalent.  
Moreover, the organisation's structure is more democratic than authoritarian, and workers are encouraged to contribute their views and ideas. Employees are less afraid of their bosses, and a climate conducive to idea development and collaboration is prevalent. Superiors and subordinates see each other as equal organisation members with equal rights.  
 
3.2 Individualism is compared to collectivism.  
Individualism is the idea that people should care more about themselves and their immediate families than the rest of the world. 
On the other hand, collectivism describes a society where individuals see themselves as integrated into organisations. They may depend on these organisations to care for them. Expressed, it is a society's "I" vs "we" mentality (Hofstede, 2011).  However, Individualist cultures are more focused on oneself and their immediate family members.  
Individualism may be seen as a component of emotional autonomy and freedom while considering the well-being of oneself and one's close family. An individualistic person may not associate with organisations and focus on their achievements rather than the organisation (or in-group) (Gouveia & Ros, 2000). 
In contrast, collectivist societies tend to have strong, cohesive in-groups, often comprised of extended families. These organisations provide mutual protection in return for unwavering allegiance and harmony. These organisations prioritise strong ties, belonging, and intimacy (Hofstede, 2011).  
Conversely, countries with a high rank in collectivism may emphasise group training, safe working conditions, and the company rather than the individual (Gouveia & Ros, 2000). Therefore, collectivists may be emotionally reliant on their organisations and have a "we" rather than an "I" mentality. This metric is inversely proportional to power distance (Gouveia & Ros, 2000). 
   
3.2.1 Orientation toward the future vs Orientation toward the present  
Long-term Orientation means developing values like patience and thrift that will help you in the long run. In contrast, short-term Orientation is characterised by qualities associated with past and present benefits, such as satisfying social commitments, respecting traditions, and maintaining face (Venaik, Zhu, & Brewer, 2013).  
Companies with a long-term orientation concentrate more on their future objectives and do not anticipate rapid achievements and victories. They strive for long-term prosperity (Vennaik, Zhu, & Brewer, 2013).  Furthermore, the study shows that companies that think about the long term are more likely to be open to new ideas and build long-term H.R. strategies for international joint ventures. 
In contrast, organisations that have chosen a short-term orientation are more concerned with issues such as rights, freedom, accomplishment, and individualism.  
These people tend to be short-sighted and focused on short-term success. They care more about getting quarterly profits than the long-term growth and profitability of the organisation, Hofstede & Minkov, (2010). 
In addition to other East Asian nations, South Korea, Hong Kong, China, Taiwan, Japan, Brazil, and India scored better on this dimension. Several countries saw rapid economic development in the last decades of the 20th century (Hofstede & Minkov, 2010).  
 
3.2.2 Nike's Short-Term Orientation  
Nike, like many other firms in the United States, employs a short-term perspective. This is also because of the constant changes in the outside world and business concerns. 
Although organisations are focused on future development, they are conscious that the external environment may change rapidly; thus, they must be adaptable to have a competitive edge. 
 External factors like politics, competitors, economy, customers, and weather are beyond management's control, but they can significantly impact the organisation's performance and success. On the other hand, internal factors like processes, staff, culture, and financial situation can be controlled.
[bookmark: _Int_jO9rpH7m]External factors are equally important for the stability and profitability of the company, but they cannot be controlled or changed. But leaders establish a flexible environment to manage unforeseen market challenges. 
For example – If the government introduces a new taxation scheme, every company will need competent staff, new procedures, and make some changes to existing processes. The slow response to the scheme could mean many challenges in change management and potential penalties from the government for respective delays.
  
 Conclusion  
Hofstede's cultural model is a potent instrument for analysing the cultural features standard in various cultures. This study may be valuable for understanding cultural values and conventions and laws and regulations and may aid managers in making the best choices for corporate development.  
Understanding other countries' cultural norms and rules of behaviour is crucial for multinational enterprises to comprehend international organisations and clients better. Nike's culture reflects the cultural norms of the country in which it is located. Knowing these cultural norms and beliefs allows the company to look at its competitors and make sound business decisions. The organisation may also improve its understanding of the cultural values of its workers and create a more conducive work environment to encourage its people to perform more effectively. By providing an organisational culture connected with the workers' belief system, the business may significantly minimise employee turnover and improve the intrinsic motivation of its employees. By looking at cultural values and customs in different countries, managers can find out if they have the same cultural norms and levels of acceptance.  
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Appendix

Appendix A
Nike response to Business and & Human Rights Resource Center

March 10, 2020 

Nike remains dedicated to ethical and responsible manufacturing and we are deeply committed to ensuring the people who make our product are respected and valued. While Nike does not directly source products from the Xinjiang Uighur Autonomous Region (XUAR), and does not have relationships with the Haoyuanpeng Clothing Manufacturing, Qingdao Jifa Group, or Esquel facilities in XUAR, we have been conducting ongoing diligence with our suppliers in China to identify and assess potential risks related to employment of people from XUAR. Since last year, Taekwang’s Qingdao facility has not recruited new employees from XUAR and is currently seeking expert advice on the best and most responsible approach to conclude the employment of remaining employees from UAXR. Taekwang has confirmed that their employees from UXAR have the ability to end their contracts at any time without repercussion, and historically many have chosen to do so. Nike is committed to upholding international labor standards and we are continuing to evaluate how to best monitor our compliance standards in light of the complexity of this situation. The Nike Code of Conduct and Code Leadership Standards have requirements prohibiting any type of prison, forced, bonded or indentured labor, including detailed provisions for freedom of movement and prohibitions on discrimination based on ethnic background or religion. We continue to engage with all of our suppliers to evaluate compliance with Nike’s Code of Conduct and Code Leadership Standards. Given this dynamic situation, we are also drawing on expert guidance and working with brands and other stakeholders to consider all available approaches to responsibly address this situation. We have been collaborating with industry associations such as Retail Industry Leaders Association, American Apparel & Footwear Association, National Retail Federation and U.S. Fashion Industry Association and are supportive of the statement released by these organizations on this matter. We will continue to actively collaborate with our partners, stakeholders and other organizations on this issue.

Appendix B
Nike’s Swot
The SWOT analysis is a strategic planning framework that corporate managers may utilise to conduct successful scenario analysis. The Nike SWOT analysis could help them figure out what their strategic strengths and weaknesses are on the inside and what their strategic opportunities and threats are on the outside. 
Nike Inc. can keep its terrifying presence in the business sector by periodically analysing and enhancing its SWOT analysis. Therefore, the Nike SWOT analysis will be beneficial to this organisation. 
 
Strengths  
Due to the memorable, easily heard, and incredibly distinctive nature of its name alone, Nike is one of the most well-known brands in the world. Everyone is familiar with its logo. Nike's brand worth is $42.5 billion, according to Interbrand (2022).   
The organisation has a vast consumer base: Nike has millions of customers who fervently follow Nike's trends, participate in Nike events, and even offer customer feedback. Nike's market cap reached $232 billion in January 2022 due to its enormous popularity. 
Weakness 
Nike has been continuously attacked over the past 20 years due to their foreign countries with poor working conditions. Forced labour, child labour, low pay, and appalling working conditions labelled "unsafe" are some of these problems, indicates Xu, V. (2020). 
Legal issues: According to Fernandez, A. (2018), a former employee recently accused Nike of discriminating against him because of his Croatian origin. Also, in August 2018, four formerly employed women by Nike filed a class-action lawsuit against the business. The women launched a lawsuit against the sportswear manufacturer, alleging that it had broken the Equal Pay Act. The women claimed that the corporation consistently paid men more than women for the same work. These ladies claim that Nike has a terrible workplace atmosphere for women. 
Opportunities  
Emerging Markets: Even though Nike is currently present in many international nations, there are still many prospects for the company. This is because developing economies like Brazil, China, and India are steadily thriving. 
Innovative Things: Nike has created many products, but there is still much room for innovation. Nike has expanded its technological capabilities concerning fitness and wellness. Building creative technology goods start with wearable technology that tracks physical activity. Since athletic clothing is still a relatively unexplored area of the fashion industry, combining technology with it can be advantageous. 
Efficient Integration: Independent manufacturers must manufacture and supply Nike's goods. For a more effective and organised supply chain, the company can buy a few or produce some independently.  
Threats  
Counterfeit Products: According to Sykes, S. (2022), counterfeit products could seriously harm Nike's revenue and reputation. Since the business operates internationally, the chance of receiving counterfeit goods has increased. Several merchandisers and shops sell knockoff Nike goods for less money. Despite using inferior materials, the low-cost goods nonetheless have the Nike logo. This could damage Nike's reputation since consumers may think the company has started making low-quality goods. 
Increased competitive pressure: Despite Nike's dominance in the athletic sector, the corporation nevertheless faces pressures from rival brands and new, emerging ones. Due to increased competition, Nike must spend more money on marketing and advertising. In 2020, Nike spent $3.5 billion, specifically on-demand development and marketing. Nike's best chance of dominating the competition is to create novel items catered explicitly to athletes' requirements.
Note aside: Supercalifragilisticexpialidocious
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