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1. Organizational Context and Overview 
Nike is one of the leading multinational companies in the world, which deals in athletic footwear, apparel, and sports equipment. It was founded in the year 1964 and has currently become a leader in the sportswear segment through continuous product innovation, strategic marketing, and strong brand development. It has become successful due to increased focus on R&D activities, athlete endorsements, digital transformation and engagement with customers (The Strategy Institute, 2025). In the market of the UK, Nike has a strong presence through its retail stores and e-commerce platform and has developed partnerships with major sporting goods retailers. The mission of Nike is "to bring inspiration and innovation to every athlete in the world”, which reflects that the company is committed to developing high-performing products that help to improve the sporting performance of athletes (Nike, 2026). The vision of Nike is to create a sustainable future through constant innovation, developing excellent products and engaging in responsible business practices. Nike has integrated sustainability into its business practices by taking initiatives like Move to Zero, which aims to reduce carbon emissions, minimise waste, and to increase the use of recycled materials for developing products.  
The business model of Nike is focused on product innovation, premium branding and direct engagement with customers. The key source of revenue of the company is through selling footwear, apparel, and sports equipment via company-owned retail stores, digital commerce platforms, and wholesale distribution partners. Due to the increasing importance of digital technology, Nike has developed the Nike App and Nike membership program, which help to increase customer loyalty and provide a personalised shopping experience to customers (Xu, 2026). The sports industry, where Nike operates, is highly competitive as there are many competitors like Adidas, Puma, New Balance, ASICS, Skechers, and Under Armour among others (Sahu, 2025). They constantly invest in developing innovative products, marketing campaigns and increasing digital retail capabilities. Irrespective of intense competition, Nike has maintained a leading position in the sportswear market. Nike has established a strong market presence by combining advanced cushioning technology with lifestyle-oriented design, which appeals to sports enthusiasts and fashion-conscious consumers. Nike constantly reinforces its competitive position and adapts its marketing strategies according to the evolving preferences and sustainability expectations of customers.
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Political: The UK has a stable political and institutional environment that supports the growth of MNCs like Nike. In accordance with the data of Transparency International (2025), the corruption perception index of the UK is 70 out of 100, which ranks the country in 20th position globally. This indicates that there is a low level of corruption in the political system and the governance framework is strong, which helps to enhance the confidence of investors, reduces uncertainties in business and promotes fair competition in the market. For Nike, this helps to facilitate better strategic planning and to make long-run investment decisions. Apart from that, the Global Competitiveness Index score of the UK in 2019 was 81.2, where the world average is 60.61 (The Global Economy, 2026a). It reflects that the nation has strong institutional quality, infrastructure, innovation capability and business environment, which is favourable for Nike. However, political developments like Brexit have altered the trade relationships between the UK and EU, which increased customs procedures, import documentation, and transportation expenses for footwear products produced in Asia. Since Nike depends heavily on a global sourcing network, these changes increase its operational expenses and reduce supply chain efficiency.  
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Fig 1: Corruption Perception Index of the UK (The Global Economy, 2026b)
Economic: The UK is regarded as one of the biggest and most developed economies in the world, which provides a favourable environment for premium brands like Nike. In the year 2025, the GDP of the UK reached US$4 trillion, which reflects that the nation has substantial economic scale and a strong consumer market (World Bank Group, 2026). Furthermore, the gross national disposable household income of the UK has increased to £457,284 million in the first quarter of 2026, indicating 9.5% growth from 2023 (ONS, 2026). This indicates that customers in the UK have greater purchasing power; thus, they can spend on premium lifestyle and sports footwear. This gives an important opportunity for Nike to strengthen its sales and to expand its market share. Furthermore, the inflation rate of the UK has stood at 2.6% in June 2026, which indicates that there is low price pressure for customers (Clark, 2026). Since Nike is a premium brand, low inflation can encourage price-sensitive customers to make purchases.       
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Fig 2: GDP of the UK (World Bank Group, 2026)
Social: Social trends also provide strong opportunities for Nike to improve sales in the UK. UK Customers in the present day are adopting an active lifestyle and participating in fitness activities (Sports England, 2026). They seek products that can combine athletic performance with everyday fashion. In this context, Nike has successfully positioned itself as a performance shoe and a lifestyle product. Thus, it attracts diverse customer groups, specifically Millennials and Gen Z. Furthermore, there is increasing awareness of sustainability and ethical consumption among customers in the fashion industry, which impact on their purchasing decisions. According to the data from Statista, in 2025, 64% of Gen Z customers and 55% of Millennials in the UK prioritise buying from brands that demonstrate sustainable and ethical practices (Watty, 2025). In this context, the sustainability initiatives of Nike can enhance its reputation among these customers who are concerned about the environment.    
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Fig 3: Consumers who prioritise buying from sustainable and ethical brands in the UK 2025 (Watty, 2025)
Technological: Advancements in digital technologies have provided significant strategic opportunities for Nike in the UK market. The organisation has invested heavily in digital transformation through developing the Nike App, Nike Membership programme, and advanced e-commerce platforms, which provide personalised recommendations and seamless customer experiences. These digital capabilities improve engagement with customers, increase customer loyalty and generate valuable customer data, which helps to develop new products. Furthermore, Nike uses innovative technologies like cushioning systems, lightweight materials and manufacturing technologies, which improve the performance of its products and help them to differentiate from others.   
Environmental: Environmental sustainability has become an important factor for Nike, because the sportswear industry faces increasing pressure to reduce carbon emissions, material waste, water consumption and supply-chain environmental impacts. In 2024, the Environmental Performance Index (EPI) score of the UK was 72.6, which indicates that the nation has a comparatively strong level of environmental performance (EPI, 2024). Thus, it can be stated that the UK customers, policymakers and other stakeholders operate in such a market, where there are high expectations regarding maintaining environmental standards. In such an environment, Nike faces pressure to demonstrate measurable environmental progress. However, this can create an opportunity for Nike to differentiate its products by introducing sustainable product innovation.    
Legal: The UK has a strong legislative environment regarding consumer protection, employees’ rights, fair wages, intellectual property rights, environmental regulations and product safety, among others. Thus, it is important for Nike to comply with the regulations to increase the confidence of customers. For Nike, intellectual property legislation is important because counterfeit products are a significant global challenge. Strong legal enforcement helps Nike to protect its innovative designs and to maintain its brand value. However, it also increases regulatory pressure to disclose environmental performance clearly, to increase transparency in the supply chain and to maintain labour standards. Failure to satisfy these legal requirements can result in penalties and damage to brand reputation and trust of customers.      
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VRIO framework helps to understand if the resources and capabilities of Nike can provide a sustainable competitive advantage. For this, the resources must be Valuable, Rare, difficult to imitate, and effectively organised (VRIO). The following Table 1 demonstrates the key resources of Nike.
Table 1: VRIO Table
	Resource/Capability
	Valuable
	Rare
	Difficult to Imitate
	Organised
	Strategic Implication

	Brand equity
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Technology and design
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Marketing and athlete endorsements
	✓
	✓
	Partly
	✓
	Temporary competitive advantage

	Digital ecosystem 
	✓
	✓
	Partly
	✓
	Temporary competitive advantage

	Sustainability 
	✓
	Partly
	Partly
	✓
	Competitive parity/temporary advantage


Brand Equity: The most important resource of Nike is its brand equity. Nike is a globally popular brand, which is the most valuable strategic resource of the company. Strong brand recognition reduces the perceived risk and allows Nike to charge a premium price in relation to other less reputed brands. This resource is valuable because it makes loyal customers, increases pricing power and market visibility. It is also a rare resource, because there are few brands that have achieved strong global brand recognition like Nike. This resource is difficult to imitate, because Nike’s reputation is developed through decades of business operations, marketing, innovations and development of sporting associations. The resource is also well organised, where Nike can exploit it through its retail stores, digital platforms, membership ecosystem and marketing capabilities. Thus, the brand equity helps to provide sustained competitive advantage to Nike in the UK market.  
Technology and Design: Technology and design are another important strategic capability of Nike. Its footwear products differentiate through visible Air cushioning technology, distinctive designs and continuous product development. This resource is valuable, as it combines functional performance with lifestyle appeal, which allows the product to compete in both athletic and fashion segments. Its established patents, technical expertise, design knowledge and accumulated innovation experience make it difficult to imitate by other competitors. Nike is organised to exploit these capabilities through its R&D and marketing activities and its distribution system. 
Marketing and athlete endorsements: The other important capability of Nike is its marketing and athlete endorsements, which strengthen brand visibility and connect the products with sports and cultural trends. These relationships are rare because leading athletes have limited endorsement opportunities, while Nike has sufficient financial resources and global reputation to secure partnerships from influential athletes. However, this capability is imitable by other strong competitors, also like Adidas and Puma, who have also developed partnerships with athletes. Nike effectively organise this capability through its sophisticated marketing infrastructure. 
Digital Ecosystem: Nike has a strong digital ecosystem that comprises e-commerce channels and membership, which provides valuable insights regarding customers and helps to engage with them personally. This capability is rare as it supports direct-to-customer sales and targeted marketing of its products. However, it is imitable, as major competitors are also investing heavily in developing a digital ecosystem. Nike is well organised in its digital ecosystem to develop good relationships with customers, to manage the proprietary data and to integrate with the wider brand ecosystem. 
Sustainability:  Sustainability has become an important capability to improve strategic value in the sportswear market of the UK. Nike’s sustainability capability is observed through its various sustainability initiatives, like the use of recycled materials, which is valuable as it helps to strengthen brand reputation. However, this capability is not rare; it has become a common capability used by many other sportswear brands and is easily imitable. Thus, using this capability in the production and design of Nike products can give a temporary sustainable competitive advantage.                    
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Strengths 
Strong global brand equity: One of the key strengths of Nike is its strong brand equity, which helps to obtain the trust of customers and helps to set premium prices.
Innovation: Nike has strong R&D capabilities, and it constantly innovates new footwear, apparel and sports equipment, which allows the company to differentiate itself from others. 
Strong marketing capabilities: Nike has developed partnerships with many athletes and celebrities and sponsors many events, which provide strong visibility and make the brand relevant.
Digital capabilities: Nike has invested in digital platforms, a membership ecosystem and e-commerce channels, which help to strengthen engagement with customers and provide valuable insights regarding them.  
Weaknesses
Premium pricing: Nike uses premium pricing, which makes the brand vulnerable to price-sensitive customers, specifically during periods of economic uncertainty, when their purchasing power reduces. 
Global supply chain dependence: Nike is dependent exclusively on international production and sourcing networks, which makes it exposed to any kind of logistical disruptions, geopolitical tensions and changing costs of trade due to policy changes.
Sustainability: Although Nike has taken sustainability initiatives, its large-scale production and global supply chain still have environmental impacts, which need to be addressed.   
Opportunities 
Household disposable income: The UK is regarded as the richest population in the world, whose median household disposable income of £71,100 in 2024, which gives Nike the opportunity to expand sales of premium sportswear and lifestyle products (ONS, 2024).
Digital transformation: Digital technologies like AI, personalisation, mobile commerce and data analytics can improve customer experience and increase direct-to-consumer sales.
Growth in health and fitness: The health and fitness sector in the UK has experienced significant growth. Its fitness membership penetration rate has reached 18% in 2026, which gives an opportunity for Nike to promote its sports and fitness products (UK Active, 2026).
Sustainability: There is increasing awareness among customers regarding the environment, which gives an opportunity for Nike to develop products by using sustainable materials, use circular products and lower-impact manufacturing processes to attract them.   
Threats
Inflation and cost of living pressure: Although the inflation rate in the UK is low, constant price pressures may reduce discretionary spending and encourage consumers to seek cheaper alternatives.
Intense competition: Nike faces intense competition from other popular brands like Adidas, Puma, New Balance and ASICS, among others, who compete aggressively through innovative products and technology, sponsorships, competitive pricing and digital engagement with customers.  
Regulatory and environmental pressure: Nowadays, there are increasing requirements for environmental sustainability and supply-chain transparency expectations, which may increase compliance and operational costs for Nike.                       
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[bookmark: _Toc237379133]3.1 CSR Strategy and Alignment with Business Objectives
Nike’s CSR strategy is organised around its “Move to Zero” platform, which treats sustainability as a design and operations discipline rather than a peripheral compliance activity (Nike Inc, 2026a).  The company’s CSR strategy extends beyond addressing a single social or environmental cause, instead adopting a broader sustainability-oriented approach that encompasses climate action, responsible manufacturing, circularity, diversity and inclusion, and community investment. The company's sustainability programme actively aligns its environmental objectives with product innovation (Kissinger, 2026). For example, in 2019, the company set an ambitious science-based target (SBT) to reduce Scope 1 and Scope 2 greenhouse gas emissions by 65%, and to reduce emissions from its value chain by 30% by 2030 (Nike Inc, 2026b). To meet these targets, the company has been investing heavily in innovating low-impact materials and aiding its suppliers to successfully transition to renewable energy. Furthermore, Nike’s investment in developing a circular approach using recycled materials and more sustainable manufacturing processes has significantly strengthened its brand reputation while enabling the company to differentiate itself from competing brands (Gregory, 2026). Through its CSR strategy, Nike has been able to create shared value for a diverse range of shareholders and consumers.
Nonetheless, Nike faced major criticism, which mainly relates to the labour practices and execution gaps. In this regard, the company has been accused of wage theft, slow progress in sustainable fabrics, and increased reliance on high-impact materials. For example, The Common Earth (2026) reports that Nike continues to rely heavily on high-impact materials, such as virgin rubber and EVA foam, while its progress towards reducing emissions remains relatively slow. In a similar context, Ethical Consumer (2026) alleged Nike of wage theft and lack of transparency across its supply chain. Besides, concerns have also been demonstrated towards Nike tax avoidance and use of materials derived from animals. Therefore, the analysis demonstrates that alignment of Nike’s business objectives with its CSR strategy is partial. In this regard, Nike’s environmental initiatives align well with cost efficiency and with the expectations of environmentally conscious younger consumers, supporting the premium pricing that underpins Nike's differentiation strategy. However, limited supply-chain transparency and persistent gaps in labour practices highlight a significant credibility gap between Nike’s CSR commitments and their implementation in practice (The Common Earth, 2026). Through the lens of stakeholder theory, it can be argued that Nike’s current CSR strategy mainly focuses on creating value for its shareholders and consumers while less attention is provided to preserving the interests of supply-chain workers (Mahajan et al., 2023). This imbalance may represent a strategic vulnerability for the company and present a strategic risk for the company given the tightening regulatory due-diligence requirements and increased investor ESG screening. 
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Appendix 1 indicates Nike's Balanced Scorecard (Kaplan & Norton, 1992) focusing on four perspectives linked with Nike’s current strategic priority of ‘'Sport Offence’ that emphasises ‘driving innovation, enhancing execution and fostering sustainable growth’. 
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Nike should prioritise profitable and sustainable growth instead of maximising its sales revenue. This is because during FY2026, Nike’s revenue was estimated to be US$46.4 billion compared to US$46.3 billion in FY2025, indicating that the company’s sales revenue has remained largely stable during this period (Nike Inc, 2026c). However, the company’s net income has shown a sharp decline of 3% while NIKE Direct revenue declined by 7% during the same period (Yahoo Finance, 2026). This highlights that there is an urgent need for the company to evaluate its DTC strategy. Therefore, by setting measurable targets such as sustaining gross margin gains beyond FY2026 tariff-related benefit and returning to positive currency-neutral revenue growth while launching initiatives like cutting back on discounts and strategically directing its investment only into high-growth, priority sports categories, minimising waste and effectively allocating available resources, the company can help meet its strategic objective of profitable and sustainable growth.  Nike’s management should monitor key performance indicators, including revenue growth, gross margin, and return on invested capital (ROIC), to evaluate whether its strategic initiatives are achieving the targeted outcomes.
[bookmark: _Toc237379136]3.2.2 Customer Perspective
Nike’s reliance on frequent discounts can make consumers delay their purchases until promotional periods, which has the potential to weaken the brand’s premium positioning (Studio Graft, 2024; Salpini, 2024). Correspondingly, Nike’s strategic objective emphasises enhancing its product desirability and emotional connection among its target customers.  To achieve this strategic objective, Nike should establish measurable targets, such as reducing the proportion of markdown-driven sales and increasing digital engagement to 45% of total revenue by 2028. Additionally, launching initiatives such as pushing digital app engagement, introducing high-hype collaborations (like Nike SKIMS) and launching athlete-led storytelling campaigns highlighting the genuine sustainability claims can help achieve this strategic objective. However, it is equally important for Nike to use KPIs such as DTC app engagement/conversion and NPS to monitor and evaluate its progress. 
[bookmark: _Toc237379137]3.2.3 Internal Business Processes
This perspective focuses on improving Nike’s internal business process efficiency through meeting its strategic objective– shorten product-to-market cycle and rebalance wholesale/DTC channels (Statista, 2026; Lohia, 2026). The company has to establish measurable operational targets such as reducing reliance on discounted 'classic' footwear and maintaining inventory value at approximately US$7.5 billion. Lunching initiative such as data-driven real-time demand forecasting, circular product design and selective use of wholesale without weakening the company’s brand positioning can help the company the strategic objective. Additionally, the company should use relevant KPIs such as concept-to-shelf lead time and inventory turnover to track its progress. 
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This perspective focuses on strengthening Nike’s capabilities to drive the company’s long-term performance. Nike’s competitive advantage not only relies on the strong brand image or marketing tactics but also on product innovation and integration of technologies into its business (The Strategy Institute, 2025). Therefore, the company should make strategic investments in building and sustaining its innovation capacity and sustainability leadership development. Accordingly, establishing measurable targets such as maintaining 450 or more new product launches annually and growing digital penetration toward 45% by 2028, and the use of KPIs including new products launched per year, digital revenue penetration and leadership-programme participation can help the company to monitor its progress. 
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[bookmark: _Toc237379140]4.1 Business-Level Strategic Choice
Considering Porter’s (1980) generic strategy framework, Nike’s realistic business-level strategic choice can be categorised as a differentiation strategy, rather than cost leadership or focus. There are a variety of factors that can be attributed to the choice of a differentiation strategy for Nike. The choice of this strategy stems from the fact that the adoption of an alternative strategy, particularly cost leadership, does not align with the brand positioning. In this regard, competing solely based on price has the potential to undermine its premium brand positioning. Additionally, the key strength of Nike does not align with low cost of production; rather, it is associated with quality products, customer relationships, innovation and marketing (Nike, Inc, 2026d). In a similar context, the adoption of a focus strategy is also not suitable since the company operates across multiple product segments including footwear, apparel and sportswear (Nike, Inc, 2026d). Thus, the choice of focus strategy would mean conceding its market share to competing brands like Adidas. 
Hence, based on an evaluation of the alternative strategic choices available to Nike, the recommended business-level strategy is broad differentiation, supported by lower-cost contract manufacturing, continuous investment in product innovation and design, sustainability initiatives, and athlete-led brand storytelling (Design Hoops, 2025). This business-level strategic choice is considered suitable because it aligns with Nike’s strategic priority of ‘Sport Offence’ as well as being consistent with the resource-based view; Nike's brand equity and innovation pipeline are valuable, rare and difficult to imitate.
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The recommended differentiation strategy is supported by Porter’s Five Forces analysis as shown in Appendix 2. In terms of competitive rivalry, Nike faces intense and increasingly competitive pressure from major industry players, particularly Adidas. Notably, in 2025, Nike’s market share in the global athletic footwear and apparel segment was estimated to be approximately 27% while it was 13% for Adidas. However, DTC sales revenue of Adidas in the first quarter of 2026 witnessed growth of 22%, while Nike’s saw a steady decline during the same period (Companies history, 2026; Nike Inc, 2026c). Additionally, the barriers for new entrants are also reducing due to the rapid proliferation of social media and the internet. Particularly, new entrants such as On Running and Hoka can strengthen their competitive position in the industry, which has the potential to create pressure on Nike to sustain its competitive position in the long run (Weston, 2024). Buyer power is moderate-to-high: large wholesale accounts such as JD Sports and Dick's Sporting Goods retain negotiating leverage, and Nike's earlier pullback from wholesale between 2017 and 2021 is now being partly reversed to restore market reach (Yahoo Finance, 2026a). On the supplier side, Nike significantly relies on countries like Vietnam, Indonesia and China to produce its products. However, the rising geopolitical tensions, wage inflation and tariff risks have increased the supply chain disruption risks, which can damage its competitive advantage and future growth (Euromonitor, 2025; Eustochos, 2024). Finally, Nike is also faced with a moderate threat of substitutes, primarily from rising athleisure brands such as lululemon. Thus, Porter’s five forces analysis suggests that the global athletic apparel and footwear industry is rapidly evolving, and the historical brand recognition and relying solely on price are less effective for achieving profitable growth; rather, it should focus on building differentiation through innovation and digital to stay ahead of its competitors.
[bookmark: _Toc237379142]4.3 Delivering Optimum Performance and Sustaining Competitive Advantage
The recommended differentiation strategy is considered to have a profound impact on enhancing Nike’s performance and sustaining its competitive advantage. The adoption of this strategy is expected to enable Nike to command premium prices, generating higher margins that can be reinvested in research and development (R&D) to support continuous product innovation (Yahoo Finance, 2026b). Moreover, stronger margins provide Nike with greater financial capacity to invest in marketing activities, including digital marketing, emerging technologies and athlete-led storytelling (Design Hoops, 2025). These investments can enhance the company’s marketing capabilities while strengthening brand perceptions, customer engagement and overall customer experience. Hence, the adoption of a differentiation strategy provides a significant opportunity for Nike to create greater customer value, reinforce brand loyalty and strengthen its competitive position, thereby supporting sustainable long-term performance
[bookmark: _Toc237379143]4.4 Implementation Challenges and Mitigation
Although the recommended differentiation strategy is anticipated to be critical for enhancing Nike’s performance and strengthening its competitive position, its implementation may also present several challenges that need to be effectively mitigated to maximise its positive impact. In this regard, Nike may face the challenge of channel conflict when balancing its DTC and wholesale business segments, which could place pressure on profit margins and potentially weaken relationships with wholesale partners (Statista, 2026). Nike can mitigate this challenge by reintegrating wholesale operations into its broader business model rather than placing excessive emphasis on the DTC channel (Lohia, 2026). A balanced omnichannel approach would enable Nike to strengthen market reach while maintaining greater control over customer relationships and brand positioning. Another major challenge may arise from employee resistance to organisational change, which could undermine the effective execution of Nike’s Sport Offence strategy. This challenge can be mitigated through transparent and consistent communication regarding the rationale for organisational changes, alongside greater employee involvement in decision-making processes. Providing appropriate training and support can further facilitate employee adaptation and improve organisational alignment with the new strategic direction. 
Finally, Nike remains susceptible to challenges associated with the implementation and communication of its sustainability initiatives. The company has previously faced allegations concerning greenwashing, and similar criticisms could damage its corporate reputation and reduce the credibility and effectiveness of its marketing activities (Howland, 2023). Nike can mitigate this risk through more transparent and credible ESG disclosure, stronger supply-chain transparency, independently verifiable sustainability targets and greater protection of workers’ interests. Such measures would help strengthen stakeholder trust and ensure that sustainability claims are supported by demonstrable improvements in the company’s environmental and social performance.
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Section 2: Reflective Account
This section presents a reflective account of the process that I have followed for researching, analysing and preparing this report using Gibbs' (1988) Reflective Cycle – Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan.
Description: This task required me to perform the role of a strategic management consultant and evaluate the organisation’s current strategic position and propose recommendations to enhance its competitive advantage. The key element of this report was to apply the academic theory and knowledge that I have gained during the module to a practical setting that involved applying strategic management concepts and frameworks. The organisation that I have selected for preparing this report was Nike because it is one of the most prominent companies in the global athletic footwear and apparel sector with a strong presence in the UK and globally. Besides, in the last few years, the company was also faced with challenges linked with stagnant profit and slow growth, and overreliance on DTC, which made Nike a compelling company for the analysis (Statista, 2026; Studio Graft, 2024; Nike Inc, 2026). I applied PESTEL and VRIO to build an external and internal picture of Nike and to synthesise a SWOT analysis. Next, I evaluated Nike’s CSR strategy by constructing a Balanced Scorecard and assessed and validated its business-level strategy using Porter’s Five Forces as well as I also engaged in identifying realistic implementation challenges. 
Feelings: Nike is a well-known global brand, and I have been a loyal customer of Nike for the past several years. This familiarity with the brand contributed to enhancing my confidence in selecting the company for the preparation of the consultancy report. However, although I was confident that there was a large volume of information about the company available online, I also knew in one corner that sufficient information does not contribute to wholesome strategy analyses of the company.  At the same time, the application of Kaplan and Norton’s (1992) balanced scorecard in the context of Nike was also challenging, as the company increasingly relied on high complex global supply chain. Additionally, I also faced pressure in finding the most recent data and figures to support the arguments made in the report. 
Evaluation: During the preparation of this report, several things went well. The key strength of this report was that I was able to combine Nike's current strategic evidence and activities with academic frameworks. For example, the application of PESTLE, VRIO, and SWOT analyses helped me analyse the external business environment along with the internal business environment. Additionally, the use of Porter's Generic Strategies and Porter's Five Forces analysis helped me identify the most promising recommendation, as well as justify the recommended strategy. However, the key weakness that I encountered during the preparation of this project was related to identifying and extracting the most suitable data about the company. Although there was a bulk of secondary data available online about Nike, I faced challenges in selecting the data that was relevant to the company’s strategic objective.  
Analysis: Initially, I faced challenges in applying the strategic management frameworks with the real-world evidence of Nike. However, as I progressed through the report, I realised that these frameworks have offered a systematic and logical approach for conducting a competitive strategic analysis. The use of this framework has immensely helped me to develop insights about challenges and opportunities emanating externally and internally. My involvement in this report helped me identify the most appropriate strategy that Nike could apply for its profitable growth and long-term success. For example, the adoption of a differentiation strategy over the cost leadership and focus strategy was found to be more effective in enhancing the company’s profitability and competitive advantage. Furthermore, the use of Porter’s five forces helped me justify the recommended strategy. Additionally, it also helped me identify potential implementation challenges and the mitigation strategies, which I believe are critical to recognise to achieve successful outcomes from the implementation of the recommended strategy. 
Conclusion: The preparation of this strategic management report has been a great learning experience for multiple reasons. Foremost, this report helped me improve my critical thinking skills. Accordingly, during the preparation of this report, rather than relying on descriptive analysis, I emphasised critical analysis. Additionally, this report also helped me enhance my ability to apply academic knowledge and theoretical frameworks to a real-world company, which I believe is important learning for me. 
Action Plan: In future preparation of strategic management reports, I will emphasise identifying the core problems faced by the company explicitly and clearly. I believe this approach will help me tie my analysis closely to the problems faced by the company and develop recommendations that explicitly address them. Additionally, I will ensure that the analysis is not merely descriptive but critical, so that I can gain a balanced understanding of the positive and negative aspects of the business environment as well as the company's actions. I will also focus on using peer-reviewed articles and journals to support my arguments. Furthermore, I will develop a robust implementation plan for the recommended strategy, including a timeline, resources, and the projected investment required. I also believe that strengthening the risk analysis is a crucial aspect of this process, as it provides a better understanding of the nature of risks and their consequences, which in turn aids in developing the most suitable mitigation strategies. Finally, I will link strategic decisions to theoretical frameworks, as this will contribute to producing theory-based solutions to the problems faced by the company.
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[bookmark: _Toc237379147]Appendix 1: Balanced Scorecard for Nike, Inc 
	Perspective
	Strategic Objective
	Key Performance Indicator(s)
	Target
	Initiative(s)

	Financial
	Restore profitable growth and margin discipline after the FY2026 downturn
	· Gross margin % 
· Revenue growth
· Return on Invested Capital (ROIC)
	· Sustain gross margin gains beyond FY2026 tariff-related benefit
· Return to positive currency-neutral revenue growth
	· Focus investment on priority sports and high-growth categories; 
· Reduce discounting and improve product/channel mix
· Waste reduction

	Customer
	Rebuild full-price brand desirability and deepen consumer connection
	· Direct-to Consumer (DTC) app engagement/conversion; 
· Net Promoter Score (NPS)
	· Reduce markdown-driven sales share
· Grow digital engagement toward 45% of revenue by 2028
	· Personalised digital experiences and membership
·  NikeSKIMS launch
· Athlete-led storytelling campaigns (genuine sustainability claims)

	Internal Business Process
	Shorten product-to-market cycle and rebalance wholesale/DTC channels
	· Concept-to-shelf lead time; 
· Inventory turnover
	· Reduce reliance on discounted 'classic' footwear
· Hold inventory near $7.5bn
	· Data-driven real-time forecasting 
· Circular product design
· Selective use of wholesale without weakening company’s brand positioning.

	Learning and Growth
	Sustain innovation capacity and leadership talent
	· New products launched per year
· Digital revenue penetration
· Leadership participation

	· Maintain 450+ new product launches annually 
· Grow digital penetration toward 45% by 2028
	· R&D in Air/Flyknit/Dri-FIT platforms
· AI-enabled prediction 
· Sustainability leadership-development



Source: Self
[bookmark: _Toc237379148]Appendix 2: Porter’s Five Forces Analysis of Nike Inc
	Force
	Level of Pressure
	Supporting Evidence & Analysis

	Competitive Rivalry
	High and intensifying
	Nike faces intense and increasingly competitive pressure from major industry players, particularly Adidas. In 2025, Nike's estimated global athletic footwear and apparel market share was approximately 27%, compared with 13% for Adidas. However, Adidas's direct-to-consumer (DTC) sales revenue grew 22% in Q1 2026, while Nike's DTC sales declined over the same period (Companieshistory, 2026; Nike Inc, 2026c).

	Threat of New Entrants
	Moderate and rising
	Barriers to entry are reducing due to the rapid proliferation of social media and the internet. New entrants such as On Running and Hoka are strengthening their competitive position, creating pressure on Nike to sustain its competitive standing in the long run (Weston, 2024).

	Bargaining Power of Buyers
	Moderate-to-high
	Large wholesale accounts such as JD Sports and Dick's Sporting Goods retain significant negotiating leverage. Nike's earlier pullback from wholesale distribution (2017–2021) is now being partly reversed to restore market reach (Yahoo Finance, 2026a).

	Bargaining Power of Suppliers
	Moderate and increasing
	Nike relies significantly on countries such as Vietnam, Indonesia, and China for production. Rising geopolitical tensions, wage inflation, and tariff risks are increasing supply chain disruption risk, which could damage Nike's competitive advantage and future growth (Euromonitor, 2025; Eustochos, 2024).

	Threat of Substitutes
	Moderate
	Nike faces a moderate threat of substitution, primarily from rising athleisure brands such as lululemon.
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