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[bookmark: _Toc123579987]Introduction 
Nike Inc., a global leader in athletic apparel, was founded in the United States. The firm has become the largest specialty retailer of athletic footwear and clothing worldwide. The major goal was to produce low-cost, high-quality footwear for the American market to break the German stranglehold on domestic trade. This company's mission is to always be the most real, connected, and original brand in the market. Nike is estimated to hold a 20% share of the US athletics market and the association with high-profile athletes and teams, such as Barcelona and LeBron James, contributes significantly to the brand's positive reputation (Nike Inc., 2021). This report examines competitive strategies of Nike, Inc., focusing on application of strategic management theories and models. 
[bookmark: _Toc123579988]Company products 
Nike makes a vast range of items, all of which are categorized by the sport for which they were designed. One of Nike's earliest designs was a racing shoe, but the company has since expanded into making athletic footwear for a wide range of sports and activities beyond just running and sprinting. The reason for this is the growing demand for the company's wares. The company's newest offering is the air zoom Yorker line of athletic shoes. Nike has used a number of lightweight technologies in their footwear designs, including Lunar lite foam and Flywire (Dupree, 2020). Nike is a sportswear company that makes products that monitor steps taken, calories burned, and time spent working out. Product differentiation and positioning are at the heart of each successful advertising strategy. One of Nike's main objectives is to deliver products that meet or exceed customer expectations.
[bookmark: _Toc123579989]SWOT analysis 
[bookmark: _Toc123579990]Strengths
· Position of dominance in the market and a solid holdings portfolio
Nike is, without a doubt, one of the major suppliers of athletic footwear in the world. One of the top 30 most valuable brands in the US in 2021, Nike holds more than 40% of total market share. Their dominance in the industry can be attributed to the enduring popularity of well-known labels like Nike, Jordan, Converse, and Hurley. The Jordan line is geared more toward professional basketball players, whereas the Converse line is more like streetwear.
· Pay close attention to R&D efforts
Nike stays at the forefront of its field by investing in cutting-edge research and development that improves athletes' safety and performance. Development of new items often involves discussions with coaching staff, tutors, and athletes themselves. Nike debuted the 23rd version of its Air Jordan basketball sneaker at the beginning of January 2008. The Air Jordan XX3 was promoted as a high-tech, lightweight basketball sneaker, similar to its predecessors. But there was something unique about this Air Jordan model. The $185 XX3 was created with the environment in mind, using used shoes as part of its construction and using as little solvent as possible (Henderson, et al., 2009).
· The use of various media
Nike's items are sold at retail stores, on the company's website, and through the company's logistics network, among other places. They also offer their items through a network of distributors and licensees in addition to the many stores they possess across the world. For those who can't make it to one of Nike's 592 stores, the company also has an online store at www.nike.com. Their inter-strategy has allowed them to reach and help a wider audience.
[bookmark: _Toc123579991]Weaknesses 
· One uses too many contract manufacturers.
Nike imports zero textiles from the United States. Because of this, producers in Asia, India, and Vietnam have little say over the standards of their goods. This indicates that manufacturers who make mistakes will need to increase their quality control workforce.
· Less concern on environment protection 
Nike's concerns regarding the company's supply chain were spurred by scenario modeling on corporate responsibility-related global trends relating to water, health, and energy, as well as growing global concern about climate change. Nike, like the majority of companies, knew that it was significantly dependent on oil for its materials and fossil fuel energy and that it would be vulnerable to high oil costs and impending carbon limitations due to anti-climate change regulations. While doing so, it also posted significant concerns by producing trash and using water and harmful materials (Henderson, et al., 2009).
[bookmark: _Toc123579992]Opportunities
· The market for footwear around the world is booming.
The shoe industry has seen enormous revenue growth during the past few years. Nike, Inc. recorded record revenues in the 2021 fiscal year, up 19% to $44.5 billion. Over 90% of NIKE, Inc.'s revenues come from the Nike Brand, which had growth of 17% on a currency-neutral basis and a rise of 19% overall. The growth of Nike Direct was 30% on a currency-neutral basis, with wholesale revenues increasing by 10% and digital revenues increasing by 60% across all geographies (Nike Inc., 2021). The firm is well-positioned to take advantage of the rising demand for shoes thanks to its great brand investment. Internet retailers have gained popularity as an alternative to traditional stores for many consumers. The fact that Americans are spending more and more money at online retailers shows a steady increase in this trend over the past few years. Similar tendencies have been found in European countries. With the support of Nike's online stores like www.nike.com and www.converse.com, they can capitalize on this trend and boost their market share (Behounek, 2017).
[bookmark: _Toc123579993]Threats 
· The demand for fake goods is growing.
Creating or selling knockoffs under a different brand name without authorization is illegal. Without a doubt, the increasing amount of time people spend online will have some unintended repercussions. It contributed to the globalization of the counterfeiting industry. Increases in copyright infringement in the United States average roughly 25% annually, reflecting the rapid growth of the counterfeit products market.
· Assaulting the Competition
Nike is an industry leader in what is one of the most cutthroat markets in the United States and the rest of the world. Strong rivals include Adidas and PUMA. To maintain its position at the top, Nike must constantly innovate.
· Labor crisis
Although Nike's approach of pursuing international sourcing options to make lower cost products was financially successful, it had seriously damaged the company's reputation. 
Early in the 1990s, Nike came under fire after its overseas labor policies were made public. Nike's contract factories came under increasing fire from activists for their alleged unjust and illegal pay practices, forced overtime, verbal and physical abuse, sexual harassment, interference with unionization, and excessive exposure to dangerous chemicals (Henderson, et al., 2009).
[bookmark: _Toc123579994]PEST analysis
· Political
Nike's U.S. headquarters benefit from low rates and well-coordinated global tax structures. Given Nike's global presence, political issues could affect barter and delivery (Behounek, 2017).
· Economic
Nike's business is most at danger from a worldwide economic slowdown, which might raise labor costs or natural resource prices in the U.S. and Asia, where the company sources its items. Nike's focus on emerging nations like China presents new opportunities at a reduced price (Behounek, 2017).
· Social
Nike products promote a "healthy lifestyle" by focusing on athletes' health. Nike Experiment scientists aim to make their products safer and faster-recovering for athletes. Nike's workplace is often questioned (Behounek, 2017).
· Technological
Nike is active online. Athletes wearing their products online attracts subscribers. 86.2 million Instagram followers for every sport (Behounek, 2017).
[bookmark: _Toc123579995]Nikes’ market and the competition  
[bookmark: _Toc123579996]Porter’s five forces 
· Threats of new entrants
· Nike has better competitive advantages over economies of scale
· Product costs and prices are too high 
· Existing competition is high as it operates in different industries 
However, despite the minimal initial expenditure, new competitors face little hazards because other conditions are difficult to achieve. Sometimes, a new entry can only compete on a regional or niche market level at first. There's more to it than just turning out finished products. Promotion, distribution, and vendor administration
· Bargaining power of buyers
· There are lot of small buyers
· The switch costs are much low, and buyers can easily switch between the substitutes
Customers have little obstacles to crossing over to competing brands of athletic footwear, making it easy for them to abandon Nike. When alternatives are easily accessible, consumers are more likely to shop for products from competing companies due to the increased opportunity to compare features and benefits. However, their impact on the company is mitigated by their small size and low consumer volume. 
· Bargaining power of suppliers
· There are lot of suppliers
· The supply costs are very high
When it comes to Nike's pricing, retailers don't have much control. Their products come from 621 factories in 42 different countries. They have a massive network of suppliers dispersed all over the world. Despite their size, service businesses face less supplier rivalry since they can't assimilate incoming information as quickly as larger corporations can. The distributor, however, would stand to lose a substantial income in such a situation.
· Threat of substitutes 
While there is some competition from discount brands, Nike faces only mild price erosion. because of the high volume of similar products on the market. Nike isn't the only brand of shoes available at lower prices in domestic and foreign markets. They produce low-quality imitations of Nike products. Nike's attention to detail and high-quality construction lessens the risk somewhat. The danger posed by similar goods is minimal, to put it mildly.
· Existing competition 
When it comes to the retail market, Nike has competition from a myriad of other brands. Competition in the market is likely to blame for the flattening sales growth trends of recent years. Nike's growth has slowed due to market saturation and the deep penetration that the competition has wrought. Nike is finding it increasingly challenging to repeat its former growth due to the ferocity of its rivals. It's tough for the company to break through the market because competitors like Adidas, Puma, etc., have been pouring huge sums into their advertising efforts.
[bookmark: _Toc123579997]Resources and the capabilities of Nike  
Nike's success over the years can be attributed in large part to the company's dominant business model. This is within their capabilities because of their resources. More than 73,100 people are employed by Nike over 1,000 retail locations, making it one of the largest enterprises in the world. Nike has almost 700 manufacturing units in 42 different countries. Each product is distributed from one of 57 distribution centers to one of 18,500 accounts and 140,000 general retail doors. Conversely, Nike does not operate any of its own manufacturing facilities for footwear or apparel (Nike Inc., 2021). Nike's extensive partnerships with other brands in the clothing, apparel, and sportswear industries include Off-white, Michael Jordan, and Apple Watch. This has earned the corporation a huge customer base and widespread praise for its wares (Thompson & Strickland, 2006). 
In conclusion, the Nike Sport Research Lab provides a place where scientists and athletes can come together to collaborate. There is a mandatory requirement that all staff members hold a master's degree in sports science. Nike's streamlined management structure helps the company cut costs and increase profits. The corporation recognizes that increasing its investment in research and development is one approach to guarantee that its wares satisfy customer needs. As part of their advertising approach, they frequently employ the use of famous faces to promote their products. Consumers are more inclined to buy their own athletic wear rather than rely on borrowing or bartering. Nike also has great inventory management and a human resources department that places an emphasis on coaching. But Nike's innovative product development skills are what really make them work. Laboratories are home to Nike's team of researchers and designers who aim to produce the ideal blend of performance, style, and comfort (Deng, 2009). Nike also offers exceptional customer service. Since Nike has a lot of assets and knows how to make the most of them, they employ a method called an asset view to maximize output and innovation. It gives you an edge in the market that will last.
[bookmark: _Toc123579998]BCG matrix
Stars: Nike's BCG matrix stars its financial services strategic business unit. It's in a promising market. This SBU contributes significantly to Nike's revenue. Nike should acquire supply chain enterprises to vertically integrate. This Strategic business unit has potential to earn greater revenues (Deng, 2009).
Cash cows: Nike's BCG matrix cash cow is supplier management service. This has generated a lot of income for Nike Inc. Nike Inc's market share is significant, but the entire market is shrinking as corporations control their own suppliers. It should stop investing in this industry and operate it as long as it's profitable (Deng, 2009).
Question marks: Nike's BCG matrix has a question mark for local meals. Recent market trends show people favoring local cuisine. This market is growing rapidly. Nike's market share in this area is low. Nike should invest in R&D to provide unique features. This product development approach will make this critical business unit a cash cow for the organization (Deng, 2009).
Dogs: Plastic bags is a dog in Nike's BCG matrix. This strategic unit has lost money for 5 years. Its market is shrinking due to environmental concerns. It should sell this crucial segment to minimize losses (Deng, 2009).
[bookmark: _Toc123579999]Marketing Environment and Success Strategy
The company's marketing efforts are largely responsible for Nike's achievements. Customers have been attracted to buy Nike goods with the tagline "Just Do It." Famous athletes have also worked with Nike on celebrity endorsement deals. Nike's advertisements have been so successful that they have been honored by the Emmys. The winning ad this year considered the repercussions that the year 2000 would have on an athlete. Amateurs like yourself have benefited from Woods' sponsors just as much as pros like Michelle Wie and Tiger Woods. Nike also supports high school sports by creating online resources for them, just how nikerunning.com supports runners. When competing with companies like Adidas and Reebok, which offer items that are similar to Nike's, Nike has faced some tough opposition. Although Reebok is popular among women, the brand's lackluster marketing has hurt sales. Not like other brands, it doesn't constantly plaster its ads all over the evening news. Nike has used six distinct models, each contributing to a clearer picture of the company's overall framework. This paradigm has been helpful in dealing with external factors like new competitors, alternative solutions, the impact of buyers and suppliers, and rivalry among competitors (Soni, 2014). Nike has been challenged by entrants in the sporting goods market because many other companies in the apparel and accessories sector are capable of producing such goods if given the chance. Nike has cut back on production expenses in response to new competitors. Because of this, costs have changed. However, the threat has been mitigated thanks to regulatory requirements and devoted customers. Furthermore, Nike strives to stay out of its competitors' way of doing business in order to protect its profit margins. Nike Inc. sees the bargaining power of customers as a danger since they can cause the company to cut product prices, which in turn raises costs. It's possible for buyers to make substantial profits through bulk purchases, even though the business itself suffers substantial losses. By maintaining a healthy equilibrium between production and costs, the company has successfully diminished the bargaining leverage of its customers (Bhatti, et al., 2011). This allows Nike to counteract the risk offered by suppliers, who may decide to increase the cost of their inputs. Nike's reliable supply chain can warn the corporation of impending increases in the cost of raw materials before the rest of the market.
[bookmark: _Toc123580000]Drivers towards superior performance
The organization ensures that all levels of management are aware of each other's efforts by encouraging open lines of communication. A company's performance can be directly attributed to the growth and development of its employees, which can be facilitated by training programs. Employees are more willing to give their all and work toward constant development if they feel appreciated and valued. 
If a customer returns a Nike product that does not work, Nike will replace it at no cost to the customer. The management does not have to sign off on any decisions made by the manager. Some other factor that contributes to excellence is good governance, which is putting the organization's aims into action and inspiring others to do the same. The needs of the latter were satisfied thanks to the cooperation of both staff and customers. Institutional practices are pushed to improve as a result of feedback from customers, who express their criteria, and employees, who take action and begin creating goods that fulfill those requirements. In the end, this is beneficial for everyone (Li, et al., 2018). Similarly, a company's customer-centricity is fueled by the depth of its relationships with its clientele. It involves gauging how customers feel about specific product lines and addressing their complaints as soon as they arise. If a business is able to maintain positive connections with its clientele, everyone benefits. Nike has also used process concentration to boost their performance. 
The success of the game relies on it accomplishing the set objectives. Having a good working relationship with your suppliers is also essential to increasing productivity. Shared resources and more efficiency might result from working together with vendors to optimize processes. Nike uses a variety of communication strategies to build trust and encourage open minds among its many stakeholder groups. When communication is open between all levels of a company, it's much simpler to take employees' suggestions into account. Nike has been so successful because of the innovative and creative atmosphere that has been fostered there. This result is the result of a combination of factors, including a revised organizational structure and the introduction of innovative new products. Furthermore, Nike has been proactive in its approach to resource management. When the patient's unique qualities are safeguarded, their worth increases. Additionally, Nike is driven by achievement and performance analysis. It has employed a fair grading system to monitor operational efficiency in relation to the company's stated aims (Business Bliss Consultants FZE, 2021). The company also monitors the market to see what others are doing and collects information from present and potential clients. It uses the information to prepare for the future, establish objectives over a specified time frame, and assemble novel ideas from other organizations. Nike also uses corporate citizenship as a mechanism for interacting with the social structure and a driver for the company's commitment to excellent quality. Nike's support of youth sports events in the community and the distribution of Nike-branded jerseys are both outstanding examples of this.
[bookmark: _Toc123580001]Strategic management tools  
Strategic management has been used by Nike, Inc. to assess the company's current standing and predict how it should develop over the coming years. Improved resources have been made available to management for strategic planning of the company's future. Perceptions of the organization's aims and objectives, strategy design, strategy implementation, environmental analysis, and strategy evaluation are all components of strategic management (Thompson & Strickland, 2006). Strategic management was consulted by Nike while the company was thinking of new business strategies and assessing various aspects of its operations. Businesses can now come up with novel methods to increase productivity among their staff. Achieving this involves researching how rival businesses are currently operating and plan to move forward. The company has used strategic management techniques to improve its awareness of its present condition and forecast its future course of action. 
One way in which leaders can figure out where they want to take their teams is by following the blueprint of a well-developed strategic plan. Goals that are Specific, Measurable, Attainable, Realistic, and Time-Bound, as well as SW Mission and vision statements help stakeholders gain insight into the organization's current and future priorities. The business is considering its USP in order to set itself apart from rivals like Reebok. The company's SWOT analysis includes looking at its advantages, disadvantages, prospects, and dangers. As a result of this support, the organization has been able to capitalize on its advantages and lessen the impact of its disadvantages. In addition to the factors considered in the SWOT analysis, the organization has benefited by considering available positions and potential hazards (Willigan, 1992). SMART goals are those that are specific, measurable, evaluated based on values and beliefs, achievable, and time-bound. To avoid the disappointment that might result from setting goals that are too lofty, the Nike management has found SMART goals to be indispensable. If the objectives are achieved, then the leadership was effective. The best practices of comparable institutions are also analyzed and applied where necessary, in addition to benchmarking. As was before said, the company's management teams have improved the business's operations to help it meet its goals and get a leg up on the competition. Assessment results are used in project management as well, providing a comprehensive evaluation of the project's success from start to finish. The time remaining to do the tasks may now be better estimated by management. 
Nike's success is dependent on the initiatives and projects mentioned. The number of units required for the business to "break even" is calculated using a break-even analysis. Predicting how customers will react to price rises or new product introductions are two examples of how the gaming mentality is applied in business. Expenditures, quality audits, and financial breakdowns help businesses keep their running costs in check. Organizational income and expenditures are managed, and funds are allocated to various initiatives and programs, by means of expenditures (Nagori, 2022).
[bookmark: _Toc123580002]Marketing strategy and international markets 
To help the organization reach its objectives, Nike employs several tactical management strategies. Environmental analysis can be used in several ways to gather information about the world around a business. The company's competitors, personnel, products, and suppliers will all be analyzed by this technology. Nike's next step in its strategic planning process is to settle on a single strategy out of several viable contenders. 
During this time, the managers are responsible for establishing operational and performance standards. Implementing a strategy means using the most effective method. Here, the foundation of the organization is laid out, resources are allotted, new staff members are hired, and an existing procedure is refined. When a cognitive strategy strays from its intended course, it must be assessed to determine the optimal course of action. The evaluation's purpose is to check if the business is on track to achieve its goals (Dupree, 2020). Now that Nike is available all across the world, it has a distinct advantage over its rivals. Its marketing executives maintain a laser like focus on developments in related industries around the world. 
Customers in many different nations can shop from a large selection of Nike products. At first, Nike only shipped a limited quantity of its products overseas, but as doors began to open, the company expanded. Due to an influx of orders from abroad, the business has begun shipping its wares to customers all over the globe. Running shoes and apparel from Nike, for example, are continuously updated to reflect the latest innovations in the sport. Customers interested in learning more about the new model can do so via Nike's website (nike.com). By advertising this new product, Nike was able to attract customers who had never before purchased the company's products. Current clients have always had a lot of options to pick from. By bringing together the new and the old, Nike has crafted a fantastic arrangement that benefits from the strengths of both parties (Standaert, 2021).  Nike has established itself as a rare commodity for its customers by providing free information about the product. With fast turnaround times and inexpensive rates, they have made it easy for customers to acquire the help they require. The hallmarks of this sector are the exclusive and superior quality of their wares. The benefits that consumers can expect to reap from using products that have been endorsed do so in a positive manner. Nike's fierce and forward-thinking rivals include Puma, Adidas, and Reebok, to name just a few. When it comes to marketing, Nike has had to make some adjustments to stay 
[bookmark: _Toc123580003]Competitive advantage and value creation 
As a competitor to Puma and Reebok, Nike's products have grown in stature and influence. Customers are willing to pay a premium for their products because of the high quality and stylish variety they offer. Brand governance is a mystery to them. Nike's success in expanding its global market presence may be attributed in large part to the strength of the company's brand. Even though its unit sales have been higher than those of its rivals, its pricing are lower. In terms of market share, Nike, Inc. has a huge advantage over its rivals. 
To do this, the company offers superior quality and superior products to its clientele. The company offers higher value compared to its competitors. Nike uses Michael Porter's strategies including low prices, intense focus, and product differentiation to obtain an edge in the market. Thanks to this rigorous evaluation procedure, Nike, Inc. has gained a significant advantage over its rivals. Some of the things you'll do are assess availability of resources, attempt to categorize your target market, and examine the strength of your competition. The available resource base and the strategies the organization has in place to make the greatest use of them form the basis of the resource evaluation (Business Bliss Consultants FZE, 2021). 
Nike's strategic planning approach includes setting targets. When developing a plan of action for a client, it is essential to consider the products and services that rival businesses do not provide. The data collected can help Nike, Inc. learn more about its customers' wants and needs and facilitate communication with them. Analyzing the competition is a great way to find out who else is entering a given market. As a result, Nike is able to evaluate its performance relative to that of its rivals. Techniques such as diversification in approach, diversification in approach, differentiation in approach, differentiation in perspective, differentiation in performance, and technological divergence are all used to achieve differentiation (Dupree, 2020). 
Nike gives the impression of carrying a large selection of products because to the unique qualities of each of its offerings. Even if its products have been imitated, it stands out from the crowd thanks to the great quality, vast selection of styles, and consistent designs it offers. Nike, Inc. sets itself apart from the competition by offering comprehensive shipping and refund policies. This form of value-added service is where the bulk of customer interest lies. Companies that provide additional services, such as product details and recommendations, tend to attract more customers. To attract and keep the most talented and dedicated employees, you need to set yourself apart from the competition. Workers are more difficult to try to imitate than actual items because of their intangibility. Advantageous to competitors is Nike Inc.'s commitment to employee growth and fulfillment. Team members, such as those in production, turn out superior goods, and the competition has no idea they have an advantage because of this. Some of your rivals may wrongly attribute your advantage to the fact that you have better tools and resources than they do. It is essential to differentiate amongst staff when they are more productive and deal directly with clients (Fontaine, 2020). A customer's first impression of a company is highly influential in determining whether or not the customer will return. Similarly, Nike has leveraged visual contrasts to set itself apart from its competitors. 
A company's reputation can be quickly ruined by a single negative incident. Nike does a wide variety of things to boost its reputation because its "Nike" brand stands for good and is instantly recognizable. Nike separates itself from the pack by offering superior products. Constant development is essential when settling on a final product. While improvements in procedure might reduce production costs, it may take rival businesses some time to figure out how the company is gaining an edge. Nike works hard to keep its competitive edge since it is fleeting. By satisfying customers' needs, developing unique offerings, and making items that rival those of competitors, the company is ensuring its continued success. By listening to its customers, Nike, Inc. has a leg up on the competition that is difficult for rivals to match. The differentiation is not the same as a broad range in the company's estimation. Nike has made significant efforts to preserve its competitive edge as a result of its own strategies and tactics. It faces stiff competition because many other companies have tried to copy its success in the dynamic global market. Because of this, it's essential to develop and protect a competitive edge. Nike has succeeded in several ways in providing value to the customer. A huge accomplishment inside the organization are the incentive programs tailored specifically to the company's clientele (Business Bliss Consultants FZE, 2021). 
Promotional items, sales, sponsorships, and discounts are just some of the ways in which Nike rewards its patrons. Nike provides financial support to a large pool of athletes. Many professional athletes, such as Roger Federer and James Blake, have benefited greatly from endorsement deals. It also provided a five-year sponsorship deal to the Indian cricket team and national soccer teams in nations including India, the Netherlands, and Malaysia. Several professional golfers, such as Tiger Woods and Lucas Glover, have benefited from Nike's sponsorship. Nike, which now comprises more than a hundred different firms, continues to sell its wares through both traditional and innovative channels. To mitigate the effects of the global economic crisis and other threats, Nike has diversified its channels of distribution and manufacturing. It has many contractual distributors in countries besides Thailand and Vietnam. Manufacturing of the company's goods had begun in over 35 nations by other construction enterprises. 38% came from China, 27% from Indonesia, 18% from Vietnam, and 16% from Thailand in 2003. That's helped Nike generate a lot of revenue (Nagori, 2022).  The company's capacity to agree with additional suppliers in a variety of regions has also boosted its competitiveness in the market. Therefore, value creation has become an integral aspect of Nike Inc.'s business strategy. 
Increasing sales and earnings can be attributed to the company's stock price rise. Value may be created in many ways, including through brands, people, and progress. Enhancing productivity is a primary priority for Nike, Inc. In light of this, top management has a better idea of how and where to boost the company's growth potential for long-term profitability (Business Bliss Consultants FZE, 2021). It has become clear to the company how and why wealth creation contributes to the company's economic and commercial standing. They know their clients demand high-quality items that arrive on schedule, so they place a premium on the practices that result in such output. Therefore, the techniques used to create new products are highly valued by some customers. Adding value also calls for creative new products and an awareness of consumer needs. Conversely, Nike Inc. understands that in order to motivate its employees to put in extra effort and generate greater results, it must provide value to those individuals. As a result, they were being kind to their staff and involving them in the decision-making process, both of which were generating profit (Deanne, 2011). Management teams at Nike that have outperformed rivals such as Puma by increasing returns to shareholders have been recognized and rewarded by the firm. The managers in this case have done a better job of allocating funds than their rivals. Nike has an advantage due to the company's advanced ability to generate improved income and growth potential.
Other companies that have reaped the benefits of value creation include Lloyd and Coca-Cola. These sectors benefited from the growth and higher income that came with adopting a profitable growth strategy. Nike has purchased Converse Inc., Upscale Footwear Corporation, and Hurley International. Bauer Hockey and Starter were divested from the firm. Nike's success has been driven largely by strategic advantage and investors. Nike uses strategic management practices, designs, product variety, and effective distribution networks. Customers can easily identify the company because to the 'Just Do it' slogan and the recognizable Swoosh logo. They've stayed in business because to the quality of their products and the originality of their marketing (Kim, 2020).
[bookmark: _Toc123580004]Business model canvas  
[bookmark: _Toc123580005]Key partners 
As a multinational organization, Nike relies on the work of many international experts. Nike's content provider and manufacturing facility are two of the company's most vital partners. They use temporary employees for manufacturing. 
About 150 factories produce Nike shoes in Vietnam, India, and China and another 400 produce Nike clothing in China, the former Soviet Union, and the Democratic People's Republic of Korea. Apple, which sells Nike apps on the Google play store, and EA Sports' playing games section are both important partners for Nike. Nike has partnered with the makers of strength and conditioning gear TomTom, Wahoo, and Garmin to assist their consumers get the most out of their exercises. Many professional athletes and their organizations have teamed up with Nike, including Rory McIlroy, Michael Jordan, and others (Nike Inc., 2021).
[bookmark: _Toc123580006]Key resources 
Nike's most valuable assets are its people and facilities. With over a million employees in over 800 manufacturing plants across the globe, Nike has a distribution network that reaches over 50 countries. To say that Nike is one of the top sports brands is an understatement. About 65,000 Nike employees are currently involved in a program that aims to raise awareness of the Nike brand and its core principles. Nike employees have a very positive work environment. Nike heavily invests each year to protect its patent portfolio and maintain its position as the market leader in cutting-edge technology. They hope to use Nike's public data to predict the future of their high-end product line (Nike Inc., 2021).
Since Nike is a publicly traded firm, the majority of its funding comes from stockholders. This shows that the larger market is familiar with how Nike does business. Nike has consistently been ahead of the curve in terms of marketing and communication trends thanks to its relentless pursuit of innovation, excellence, and a desire to connect with its customers. One such strategy that has consistently innovated is digital, and Covid has only helped to advance this. Digital is the way of the future and given that connectivity infrastructure is becoming more affordable than ever, 5G technology is already operational, and customers are interacting with screens more frequently than ever, it is not surprising to see Nike go digital and incorporate it heavily into its business strategy (Business Bliss Consultants FZE, 2021).
[bookmark: _Toc123580007]Key activities  
Nike focuses mostly on advertising, brand awareness, and development. It's not simply shoes and clothes that Nike is trying to sell in their ads; they're selling a culture. Nike's marketing department lists spreading this philosophy as a primary objective. When trying to sell its products to people all around the world, it employs the Heroic acts brand marketing strategy. Along with the famous tagline, "Just do it," everyone can come up with their own interpretation of it because it clings ubiquitously. When the hero is given the chance to face an adversary more powerful than him, he rises to the occasion. It creates a bond between the company and its customers (Epstein, et al., 2010). 
[bookmark: _Toc123580008]Value propositions 
When it comes to athletic wear, Nike is by far the most popular brand. In addition to its consistent product quality and extensive distribution network, Nike is successful because of its ability to educate consumers about the positive effects of sports shoes. Nike offers its customers a large selection of footwear and clothes from a number of different brands, such as Hurley Worldwide and Converse, all of which combine innovation, customization, and a keen understanding of their products. Innovation was a key component of Nike's overall strategy. Both the Nike accelerated design and production center and the Nike discover sports team maintain a constant concentration on product and process design as well as technical integration. Customers may personalize their Nike gear with Nike ID, selecting their preferred color palette, selecting their favorite athlete's jersey number, and even typing their name into a sock. Having received countless accolades, including "World's Largest and Most Inventive Corporation," Nike has developed a robust offering (Bose, 2018).
[bookmark: _Toc123580009]Customer relationships 
As of 2010, Nike has offered a tracking system called Nike Digital Sport. Nike studied the market to learn about consumer preferences and habits. Nike operates an online platform called Nike+ Interpersonal, which is geared toward fostering social media networks between people and the larger community. Nike can form bonds with its customers because it understands their demands and needs (Deng, 2009). The ties between a business and its customers are strengthened when the store's employees receive specialized training to answer customers' questions regarding the company's Sports shoes. Questions frequently posed by customers are also addressed on the company's website. A variety of one-on-one assistance options, including email, phone, and live chat, are available.
[bookmark: _Toc123580010]Customer segments  
The Nike business model is created with the consumer market in mind. A manufacturer of athletic footwear and clothing is aiming for mass appeal. 
Nike's typical clientele is between the ages of 18 and 40, however the corporation also sells products to a younger demographic, especially soccer cleats. Sports fans and people who are always looking to better themselves are Nike's most devoted consumers. One type of person that buys Nike products is someone who has a lot of disposable income and is interested in the latest and greatest in sporting gear. The United States is Nike's most important market. Retail outlets owned by Nike can be found in roughly 190 different nations (Willigan, 1992).
[bookmark: _Toc123580011]Stakeholder analysis  
In business, stakeholders are those who have a personal or financial interest in the company's success. Therefore, the customer, who is at the center of Nike's CSR strategy, must be identified through the shareholder analysis process. Stakeholders are safe from harm thanks to Nike CSR's initiatives. Since Nike is a multinational conglomerate, numerous groups have a stake in the company's success. Customers rank highest on Nike's current strategy's hierarchy of priorities. The company's bottom line is directly impacted by the sales of footwear, apparel, and sporting products. By incorporating cutting-edge innovations into their products, Nike has set the standard for quality in the industry. Nike invests in local communities as part of its Innovation fund. 
By way of illustration, Nike's overarching strategy is geared toward empowering women in underdeveloped countries. Employees are considered a stakeholder group since they contribute to the development of all Nike product lines. Benefits for Nike workers include competitive pay and opportunities for professional growth. It's also important to get the government involved, so they form their own group of stakeholders. Regulatory bodies can affect how a company is able to legally conduct its affairs. One type of stakeholder that Nike considers is those with special interests (McGuire, 2020). 
[bookmark: _Toc123580012]Conclusion 
 In conclusion, Nike is a successful company with a strong brand reputation. The fact that they are using an asset vision plan is immensely helpful to their efforts to improve their abilities. Like any other successful company, Nike is not without its shortcomings. For Nike's future success, consider improving the working conditions which are unfavorable and, as a result, the company's reputation suffers. 
Businesses also have a responsibility to the communities in which they operate to ensure their employees and customers are safe and that the natural environment is protected. In order to prevent political and social reaction against their advertising, Nike needs to get rid of everything that could be interpreted as contentious. Nike is making great strides, and the case appears to be headed in the right direction.
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