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[bookmark: _Toc123766080]Executive Summary
In this report, a critical analysis of Nike has been presented of the central challenges it has faced in its operations. It also shines light upon the competitive advantage that the company has achieved through their strategic advantage. A wide range of theoretical concepts and framework has been presented for the purpose of this report. It also takes into consideration strategic management that often requires a long-term perspective and a holistic view of the organization. It involves considering the organization's strengths and weaknesses, as well as the opportunities and threats present in the external environment.
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[bookmark: _Toc123766081]Introduction
Strategic management is the process of defining a company's direction and making decisions on allocating its resources to pursue this direction. It involves setting goals, analysing the competitive environment, and identifying external and internal factors that are favourable or unfavourable to achieving those goals. Strategic management provides overall direction to the enterprise and involves specifying the objectives of the organization and adopting courses of action and allocation of resources necessary for carrying out these objectives. It is the process of specifying the organization's objectives, developing policies and plans designed to achieve these objectives, and then allocating resources to implement the plans (Heffron 2019).
The first step in the process of strategic management is to define the organization's mission, which is a statement of its purpose or reason for being. The mission provides the framework for setting goals and objectives, and it helps to guide decision-making and resource allocation. The mission should be specific and measurable, and it should reflect the values and priorities of the organization.
The second step in the process is to conduct a situational analysis, which involves assessing the organization's internal and external environment. The internal environment includes factors such as the organization's resources, capabilities, and culture. The external environment includes factors such as the competitive landscape, economic conditions, regulatory environment, and technological developments (Thomas 2022).
The third step in the process is to formulate strategies, which are plans of action designed to achieve the organization's objectives. Strategies can be developed at the corporate level, business unit level, or functional level, depending on the scope and focus of the organization.
The fourth step in the process is to implement the strategies, which involves allocating resources and coordinating activities across the organization. Implementation involves both operational and cultural changes, as well as the development of systems and processes to support the new direction (Nica et al., 2021).
The final step in the process is to monitor and control the progress of the strategies, which involves evaluating the organization's performance and adjusting as necessary to ensure that the objectives are being met. This involves setting up a system for measuring progress and tracking key performance indicators, as well as conducting regular reviews and assessments to identify areas for improvement.
[bookmark: _Hlk124363139]Strategic management requires a long-term perspective and a holistic view of the organization. It involves considering the organization's strengths and weaknesses, as well as the opportunities and threats present in the external environment. It also requires effective communication and collaboration across all levels of the organization, as well as the ability to adapt to changing circumstances and make quick, decisive decisions (Kolačević, 2020).
Overall, strategic management is a crucial process for organizations of all sizes and industries, as it helps to ensure that resources are being used effectively and efficiently to achieve the organization's goals and objectives. It enables organizations to stay competitive and successful in a rapidly changing business environment.
[bookmark: _Toc123766082]Nike’s Labour Crisis
Nike, like many other large multinational corporations, has faced criticism and controversy over its labour practices in the past. In the 1990s, the company faced a crisis over allegations of poor working conditions and low wages at its overseas factories, particularly in countries like Indonesia and Vietnam. In response to these allegations, Nike implemented several strategies to address these issues and improve its labour practices.
One strategy that Nike employed was to increase transparency and accountability in its supply chain. In 2005, the company published a list of all the factories that produced its products, along with information about the conditions in each factory. This was a significant step towards greater transparency, as it allowed stakeholders to see exactly where Nike's products were being made and under what conditions (Li et al., 2022).









[image: Nike — a PESTEL analysis (2021) | Medium]
Figure 1: Sales growth based on digital commerce in Nike
(Source: Brand-minds.medium.com, 2021)
In addition to increasing transparency, Nike also worked to improve working conditions in its factories. The company implemented a code of conduct for its suppliers, which outlined the minimum standards that the company expected its suppliers to meet in terms of working conditions, wages, and other issues. Nike also established an independent monitoring program to ensure that its suppliers were complying with these standards.
Another key strategy that Nike employed was to engage with its stakeholders, including NGOs, labour unions, and other interested parties, to address concerns about labour practices. Nike worked with these stakeholders to identify and address issues in its supply chain, and to develop strategies for improving working conditions and wages in its factories (Zhu 2022).
In addition to these efforts, Nike also invested in training and development programs for its workers. The company provided training in a range of areas, including health and safety, skills development, and leadership, to help its workers improve their skills and advance in their careers.


[image: Nike's focus on robotics threatens Asia's low-cost workforce | Financial  Times]
Figure 2: Focusing on robotics to threaten low-cost workforce
(Source: ft.com, 2017)
Finally, Nike also sought to address concerns about labour practices by supporting the development of local communities where its factories were located. The company supported initiatives such as education programs, healthcare initiatives, and infrastructure development projects to improve the lives of workers and their families (Esakova 2021).
Overall, Nike's efforts to address its labour crisis through strategic management have been largely successful. The company has made significant progress in improving working conditions and wages in its factories and has established a strong reputation for ethical labour practices. While there is still work to be done to ensure that all of Nike's suppliers meet the company's standards, the company has made significant progress in addressing its labour crisis and improving the lives of its workers.


[bookmark: _Toc123766083]Nike’s Sustainability
[bookmark: _Hlk123765905]Nike was the successful in releasing corporate responsibility-based report from a financial year of 2007 to 2009 on the 22nd of January. this report is successful in outlining the next form of evolution associated with this CR strategy for implication of risk management, analysing the philanthropy along with the maintaining the compliance model to promote the long-term strategies. In addition, releasing the corporate social responsibility report also aim at a focusing on enhancing the level of the innovation, analysing high mode of a collaboration along with incorporating transparency and advocacy. As proposed by Di Vaio et al. (2020), thereby preparing the corporate social responsibility report it's considered to be a beneficial as it aimed at the preparing the company Nike for thriving within a sustainable economy.
[image: Nike: The Past, Present And Future Of Sportswear (NYSE:NKE) | Seeking Alpha]
Figure 3: Position of sportwear company
(Source: Seekingalpha.com, 2020)
[bookmark: _Hlk123765891]On the other hand, it can further be demonstrated that the marketing department associated with the Nike often aimed at increasing the focus on incorporating sustainable business and implementing innovation. they are also associated with the providing seamlessly integrated across the business strategy of Nike thereby creating a more sustainable form of approaches (Mio, Panfilo and Blundo, 2020). Analysing these approaches are effective as it aims at a providing higher return to promote the operation and activities of the business, analysing a community, implication of a factory worker consumer as well as a planet.
[bookmark: _Hlk123765882]Sustainability is a key to promote to growth and innovation of sports company Nike as reported by president and CEO of this company Mark Parker. According to management associated with Nike it can be reported that making the business more a sustainable often aimed at a providing a benefit to consumer who often are known to expect the product and experiences with lower environmental form of an impact (García-Feijoo, Eizaguirre and Rica-Aspiunza, 2020). Moreover, contractor-based factory workers can gain more from analysing the sustainable and manufacturing where are both the employees, and their shareholders are estimated to be rewarded by company that is known to be prepared for near future. 
according to a report it can further be demonstrated that recognising the long-term impact of a declining form of a natural resource and their arises in need to move to attain a lower level of a carbon economy. in this context the sports were a company in Nike also make uses of the report with aim of a sharing its long-term vision for reaching a closed loop business model. implication of this a model is considered to be a beneficial where the long term or goal aim at achieving is zero waste within the supply chain. In words of García‐Sánchez et al. (2020), it also aims at possessing both the products and their materials that can continuously be reused by the marketing team of the company where there does not lie any pre- or post-consumer waste. implementation of this long-term vision is so often a designed for a driving both innovative as well as a sustainable business of process and effective models (Pizzi et al. 2020).



[image: Macroeconomics and microeconomics of Nike, inc - Academic Master]
Figure 4: Macroeconomics and Microeconomics of Nike
(Source: Academic-master.com, 2022)
[bookmark: _Hlk123765850]Link in between analysing sustainability as well as incorporating growth has never considered to be clearer as it can be reported by Hannah Jones who is the vice president. there lies is serious or potential form of an impact of analysing social, environmental along with economic shift on labour force as well as implementing the supply chain and its product. Drafting the corporate responsibility report is beneficial from the viewpoint of Nike as it provided the company high opportunity for using the power of innovation. It is also considered to be effective as it aims at a promoting higher level of transparency along with the promoting effective form of collaboration with sole purpose of a tackling the complex issues (Van der Waal and Thijssens, 2020).
[bookmark: _Hlk123765838]Moreover, drafting of this report of an aim at announcing a progress against 5-years target of the sports were company Nike which were known to be is set in a financial year 2007. the marketing and department associated with the company has been known to make sound of progress on different fronts. Implementation of this fronts often include implementing lean and human resource form of a management training in contract factories as well as reducing both waste and toxic. As stated by Williams, Whiteman and Parker (2019), it is also effective
for increasing the usages of environmentally preferred the form of raw materials throughout her considered level of design-based performance products.
According to the information gained from CR report it often aimed at outlining a different essential initiative that are undertaken by sportswear company in Nike which can be discussed as:
· Considered level of design
[bookmark: _Hlk123765827]Considered design often aims at combining of both the sustainability form of principal along with implementing the innovative performance of product for different athletes. It also aims at reducing or elimination of toxic and waste along with increasing the usages of environmentally form of preferred raw materials (Grainger-Brown and Malekpour, 2019).
· Implementation of green exchange
Green exchange is a web-based marketplace that are often estimated to be designed for sharing intellectual property. this often lead to promote new sustainability models of business along with implementation of innovation. the green exchange is often considered to be a system that are primarily be used for a capturing, sharing as well as licensing the patent. it is also considered to be effective as it often led to unlimited level of innovation that in turn assists in solving present obstacle that arises schedule to sustainability form of issues (Reliableplant.com, 2019). On the other hand, by making a private intellectual level of property visible as well as usable it aimed at accelerating development and implementation of a green process of innovation (ElAlfy et al. 2020).
· Implementation of a lean and human resource management
The marketing department associated with Nike has been known to be a working with a different contractor factory with the sole purpose of a providing them training. This training and need to be provided on effective implementation of specialised link form of manufacturing along with effective incorporating of HRM practices. In this context the lean principle of an aim at a putting the decision making closer to a different staff through effective implementing the skill building a process. It is also essential for effective implementation of a teamwork along with understanding the notion of a quality over quantity (Tsalis et al. 2020). On the other hand, the HRM often aimed at a billing the managerial capacity of a particular a factory which often helps them in valuing and empowered level of workforce.
 Implementing one major aspect of Nike with estimating the contract factories is anti-essential pillar of Nike strategy with aim of building a lean, green, empowered as well as equitable level of supply chain (Wang et al. 2020).
· Analysing sports for implementing the social change
The marketing department associated with Nike has been estimated to further its long-term strategy of using sport as a powerful movement for implementing social change. sports are often a considered to be undervalued for its own capacity on a building network for both social entrepreneurs as well as the community innovators. this is specified industry it’s also considered to be undervalued due to its ability for driving positive, social economic along with implication of a cultural form of a change. it can further be illustrated that in a program Nike versus successful in forcing a partner with Grassroot Soccer in different parts of Africa (Reliableplant.com, 2019). it is a considered to be a community a program which often directly aimed at addressing hardware level of a social need through a rising or awareness along with the providing education based on HIV or AIDS. Furthermore, a demonstration of this community a program often aims after enabling young people on making informed level of decision by in making usages of sports as a catalyst for engaging and their communicating to boys and the girls (Rasoolimanesh et al. 2020).
Nike is a global company that is well known for its sports apparel and footwear. As a leader in the industry, Nike has made a commitment to sustainability and has implemented various strategies to incorporate environmentally friendly practices and sustainable business models into its operations (Araujo et al., 2018).
One of the key strategies that Nike has employed to become more sustainable is using innovative materials and design techniques. For example, Nike has developed several environmentally friendly materials, such as recycled polyester, that can be used in the production of its products. In addition to using recycled materials, Nike has also implemented design techniques that reduce the number of materials used in the production process, such as using thinner materials and eliminating excess stitching.
Another key strategy that Nike has implemented to become more sustainable is using renewable energy sources. Nike has made a commitment to using 100% renewable energy in its owned and operated facilities by 2025 and has already made significant progress towards this goal. For example, Nike has installed solar panels on the roofs of some of its warehouses

and distribution centres and has also invested in wind and hydroelectric power to generate electricity. 
In addition to using renewable energy, Nike has also implemented several initiatives to reduce its overall energy consumption. For example, the company has invested in energy-efficient lighting and HVAC systems, as well as implementing energy-saving practices such as turning off lights and equipment when not in use (Almazrouei et al., 2021).
Nike has also made a commitment to water conservation and has implemented several strategies to reduce its water usage. For example, the company has invested in water-saving technologies such as drip irrigation and low-flow faucets and has also implemented water-saving practices such as capturing and reusing rainwater. In addition, Nike has worked with local organizations to improve water management and access in areas where it operates.
Another key aspect of Nike's sustainability efforts is its focus on waste reduction. The company has implemented several initiatives to reduce waste throughout its supply chain, including recycling programs and the use of biodegradable packaging materials. Nike has also implemented programs to encourage the reuse and recycling of its products, such as its "Nike Grind" program, which turns recycled materials into new products such as sports surfaces and shoes (Pasisingi et al., 2020).
In addition to these efforts, Nike has also made a commitment to transparency and accountability in its sustainability efforts. The company publishes annual sustainability reports that outline its progress towards its sustainability goals and provide detailed information about its environmental and social impacts. Nike has also implemented a number of programs to engage with its stakeholders and gather feedback on its sustainability efforts, including working with NGOs and other organizations to address sustainability issues.
Overall, Nike has made significant progress in its sustainability efforts and has implemented a number of strategies to incorporate environmentally friendly practices and sustainable business models into its operations. Using innovative materials and design techniques, the adoption of renewable energy sources, efforts to reduce energy and water consumption, and a focus on waste reduction, Nike is well on its way to becoming a more sustainable company (Merikanto, 2019).

[bookmark: _Toc123766084]Nike’s Competitive Advantage
Nike is a multinational corporation that designs, develops, and sells athletic footwear, apparel, and equipment. The company has achieved a competitive advantage through its strategic management practices, which have enabled it to become one of the most successful and well-known brands in the world.
One key aspect of Nike's strategic management is its focus on innovation. The company invests heavily in research and development and has a reputation for introducing new products and technologies that set it apart from its competitors. For example, Nike has developed a range of proprietary technologies, such as its Air cushioning system and Dri-FIT moisture-wicking fabric, which have become popular features in its athletic footwear and apparel (Kim et al., 2020).
[image: ]
Figure 5: Implication of strategies and business
(Source: ijbmer.com, 2020)
Another important aspect of Nike's strategic management is its global supply chain. The company has established a network of suppliers and factories around the world, which allows it to take advantage of lower labour costs and other cost savings. Nike has also implemented rigorous standards for its suppliers to ensure that they meet the company's high standards for quality and sustainability.
In addition to its focus on innovation and its global supply chain, Nike has also leveraged its strong brand to gain a competitive advantage. The company has a well-known and highly regarded brand, which has helped it to attract and retain customers. Nike has also invested heavily in marketing and advertising, which has helped to increase brand awareness and loyalty.
One key element of Nike's marketing strategy has been its partnerships with high-profile athletes and sports teams. The company has sponsored numerous sports figures, including Michael Jordan, LeBron James, and Serena Williams, which has helped to increase the brand's visibility and appeal. Nike has also developed a strong presence on social media, which has helped to further build brand awareness and engage with consumers.
Another important aspect of Nike's strategic management has been its focus on sustainability. The company has implemented several initiatives to reduce its environmental impact and improve its supply chain practices. For example, Nike has set ambitious targets to reduce greenhouse gas emissions and water usage and has also worked to increase the use of sustainable materials in its products (Jiang 2019).
Overall, Nike's strategic management practices have helped the company to achieve a competitive advantage in the athletic footwear and apparel market. Its focus on innovation, global supply chain, strong brand, marketing and advertising efforts, and sustainability initiatives have all played a role in the company's success. As a result, Nike has become one of the most well-known and respected brands in the world.
Nike's competitive advantage
There are multiple and various sources of competitive advantage of the brand Nike which involves the following: -
· Differentiation of product attribute
An important characteristic to gain an important advantage over the competitors is to differentiate the one’s own product from the other competitors in the market (Sachs et al. 2019). There are countless and innumerable attributes which can set the product apart and some of them which can be considered for the hole our further discussed hence forth:
· Good customer service
· Location new line 
· identity of the brand 
· Aesthetics and colour 
· Source of the goods 
· A larger variety
· Cheaper or faster shipping
In the countries of the United Kingdom Nike had expanded its business across the country and that would clearly differentiate its products from its competitors through its source in, atmosphere, and brand identity. The competitors of Nike are always struggling to fight with the products however like always tries to differentiate themselves from the others in this segment. While the shoes and the sports accessories stand out unique from the huge crowded market across the country of the United Kingdom, however the brand identity clearly concentrates on the integrity of it originally and naturally in the long run. The brand also cultivates across the country to open new stores which makes the people to shop at an ease. the customers across the globe also find purposeful while choosing a product and their decoration is done in such a way which can traditionally attract the viewers and can have a rich shopping experience (Rosati and Faria, 2019).
· Willingness of the customers to pay at the proper time
The process by which Nike places its products or services Easily differentiates them and sets them apart from their competitors. It is of utmost importance for the brand or the organization to understand the willingness of the customers to pay for their products and services. Willingness to pay is defined as the maximum price that a customer is willing to pay for a particular service or a product which can be in the form of Great Britain pounds or various price range. It also helps the company or the brand to determine or maximise the profit without turning back from the customer. In today's world of high competition, it is of high importance to understand the willingness to pay by a customer and that can be used as a strategic tool. it is also essential to understand whether the customers are eager to pay the similar amount as to their competitors then the brand needs to understand what can be made unique which will enable them to differentiate from their competitor products (Adams, Druckman and Picot, 2020).
It can be considered that a good number of customers are willing to pay a huge price or double the price of a product that is considered as a sustainable in nature over a non-sustainable product. As proposed by Di Vaio et al. (2020), with the concept or the factors that Nike has been concentrating in producing an environment friendly product which can enable to understand the willingness of the customers to pay for a certain increase in the price and this would strategically implement these changes which can give the business to gain a competitive advantage. In the other way, if the competitors of Nike aim in distributing and delivering a service or a product at the very top or upper position of the customers

willingness to pay come on it can be a good advantage for the brand Nike to gain a competitive advantage by offering the seamless services or the product at a much lower price. In doing this type of practices it might lead to a price war where the immediate effect can result in dropping the prices from both the parties to win the customers.
· Discrimination of the price
Once the brands start the price word it becomes quite tough for them to survive in the market as they might end up in losing heavier financial losses for the whole project. In order to understand the willingness to pay by the customers it is valuable for the company to find and distinguish the various types of customers who are willing to pay various amounts for the products. In this type of cases, it might be a wise decision to employ the usage of price discrimination which can be a highly useful tool to expand the reach of the company while competing with their other competitors (Mio, Panfilo and Blundo, 2020).
The discrimination of the price Is considered to be as one of the most powerful and common pricing strategies for the brands like Nike as it is being considered by the most learn it personals across the countries of United Kingdom. The special price is being offered to the customers increases and opportunity for the company to earn new customers through which the companies may be able to recognize the customers whose willingness to pay may be a little bit lower than the regular customers. It is a highly crucial in selecting a strategic price however it might be considered as one factor in determining which product they would opt for.
· Bundled pricing
One of the unique ways and considered to be one of the most precious pricing strategies which can proved to be a highly beneficial as well as advantageous for the brand Nike. It involves the practice of selling of two or more products together or in simpler words in a bundle that offers a different cost which is not similar then that of purchasing of all those various items in a separate manner. It is quite often seen that Nike bundles its products such as it aims in combining the shoes as well as the socks in a combined package which typically forces the sock to get sold along with the shoes. This is a unique way where the old stock can be used at a very fast pace (García-Feijoo, Eizaguirre and Rica-Aspiunza, 2020). When the two products are being consumed in a joint way it increases the willingness of the customers to pay. It may happen or occur that they might be able to increase the price for just because 



since it creates more value towards their customers. Nike always sits a unique strategy in setting their price for their products in a purposeful and in a strategic way thereby giving the business at competitive edge over their competitors.
· Human Capital
The company Nike is as strong as its people which may involve like retaining a team of highly skilled employees, training their employees in a competitive manner come on hiring the most efficient employees across the globe which gives the company a competitive advantage in order to conduct their business across the countries of the United Kingdom. Putting in the care and time to select the highly performing candidates for their open vacant positions come on training the current employees so that they can get a competitive advantage over the competitors and thereby offering them multiple opportunities which can develop their careers in a professional way and create a good culture where people feel challenged and supported which can easily pay off. This high engagement with the employees of Nike can see a steep rise in the increase of their profit in their live engaged counterparts. The COVID-19 pandemic had forced the companies to invest more on the engagement of their employees which helped them to retain them by giving multiple flexibilities such as remote work and hybrid system which not only ensures the employees to stay and spend time with their families but also empower their minds in a broader way (Van der Waal and Thijssens, 2020).
Positioning the business to achieve success
Nike had typically understood in differentiating their products and services while creating the strategy of pricing and thereby investing a lot on their employees which helps them to create a difference while rising at the top of the market and being carried out by their competitors. Nike aims in giving a competitive fight because of the local structure and they are selling high quality products which are being attracted by their customers. They are often usually seemed to perform in an industry which they created themselves long way back. As stated by Williams, Whiteman and Parker (2019), their main strategy is to position their business by empowering the athletes and had created the idea that anyone who words or uses their products fill themselves as an athlete. The compensation also fills them and broadens the spectrum across a huge area.


With the amalgamation of new processes that may involve several pros and cons however this comes with two things which involves in maintaining the balance of keeping products both within the budget of the consumers or the people which enables the people to believe that it is of very good quality. The very next thing that comes is that they are exposed to exploit their employees which enabled them to believe that the cost of manufacturing those products is high because of the labour market that is the reason for the prices of the products to get increased (Grainger-Brown and Malekpour, 2019).
[bookmark: _Toc123766085]Nike’s Product Engine
Nike, Inc. is a multinational corporation that is engaged in the design, development, and worldwide marketing and selling of athletic footwear, apparel, and equipment. Nike is known for its innovative and high-quality products, and it employs a number of strategic management techniques to ensure that it stays ahead of the competition in the highly competitive and dynamic sporting goods industry (Madej, 2019).
One key aspect of Nike's product engineering strategy is its focus on research and development (R&D). The company invests heavily in R&D to continually improve and enhance its products, as well as to develop new and innovative products that meet the changing needs and preferences of consumers. Nike has a team of researchers, engineers, and designers who work together to develop and test new products, materials, and technologies.
In addition to its in-house R&D efforts, Nike also partners with external organizations, such as universities and research institutes, to access new technologies and expertise. For example, Nike has partnerships with the Massachusetts Institute of Technology (MIT) and the University of Oregon to research and develop new materials and technologies for its products.
Another key aspect of Nike's product engineering strategy is its use of advanced manufacturing technologies and processes. Nike has a network of factories around the world that use state-of-the-art equipment and techniques to produce high-quality products efficiently and cost-effectively. Nike also has a strong supply chain management system that allows it to source materials and components from a wide range of suppliers, ensuring that it can meet the demands of its customers (Saini et al., 2022).


In addition to its focus on R&D and advanced manufacturing, Nike also employs a number of other strategic management techniques to ensure that it stays ahead of the competition in the sporting goods industry. These include:
Market research: Nike conducts extensive market research to understand the needs, preferences, and trends of its target customers. This helps the company to develop products that meet the demands of its customers and to identify new opportunities for growth.
Brand management: Nike has a strong and well-recognized brand that is associated with innovation, quality, and performance. The company uses a variety of marketing and branding strategies to promote its products and to build and maintain its brand reputation.
Product differentiation: Nike differentiates its products from those of its competitors using innovative technologies, materials, and designs. This helps the company to appeal to a wide range of customers and to command a premium price for its products.
Customer service: Nike places a strong emphasis on customer service and satisfaction. The company has a team of customer service representatives who are available to assist customers with any questions or concerns they may have, and it also has a comprehensive website and mobile app that provide customers with a range of tools and resources to help them make informed purchasing decisions.
Overall, Nike's strategic management in product engineering is focused on developing and producing innovative and high-quality products that meet the changing needs and preferences of consumers. Through its investments in R&D, advanced manufacturing technologies and processes, market research, brand management, product differentiation, and customer service, Nike can maintain its leadership position in the sporting goods industry and continue to grow and succeed (Hoffman et al., 2019).
[bookmark: _Toc123766086]Nike’s Central Challenges

Nike is a leading global sportswear and footwear company that faces several central challenges in its business. In order to address these challenges, the company has implemented various strategic management initiatives.

One central challenge that Nike faces is intense competition in the sportswear and footwear industry. Nike competes with several other major players, including Adidas, Under Armour, and Puma, as well as numerous smaller brands. In order to stay competitive, Nike has implemented a number of strategies, including investing in research and development to create innovative products, expanding its distribution channels and partnerships, and increasing its marketing and branding efforts (Fiorellini, 2019).
Another central challenge for Nike is managing its supply chain and ensuring that its products are produced ethically and sustainably. In the past, Nike has faced criticism for labour practices in its supply chain, and the company has implemented a number of initiatives in recent years to address these concerns. These initiatives include establishing a Code of Conduct for its contractors and suppliers, implementing a monitoring and remediation program, and partnering with organizations such as the Fair Labour Association to improve labour practices in its supply chain (Kim 2020).
Another key challenge for Nike is managing its brand reputation and public image. In the past, the company has faced backlash for issues such as labour practices and environmental impacts. In order to address these concerns and maintain a positive public image, Nike has implemented a number of strategies, including increasing transparency in its supply chain and sustainability efforts, engaging with stakeholders, and implementing a comprehensive corporate responsibility program (Meng et al., 2021).
In addition to these central challenges, Nike also faces the challenge of adapting to changing consumer preferences and market conditions. In order to stay relevant and meet the needs of its customers, Nike has implemented a number of strategies, including expanding its product offerings to meet the growing demand for sustainable and ethical products, leveraging digital technologies to enhance the customer experience, and investing in data analytics to better understand consumer behaviour (Fontaine 2020).
Overall, Nike has implemented several strategic management initiatives in order to address its central challenges and maintain its position as a leading sportswear and footwear company. These initiatives include investing in innovation and R&D, expanding distribution and partnerships, increasing marketing and branding efforts, managing its supply chain and ensuring ethical and sustainable production, managing its brand reputation and public image, and adapting to changing consumer preferences and market conditions. By implementing these strategies, Nike has been able to successfully navigate the competitive and rapidly

changing sportswear and footwear industry and continue to grow and prosper (O'Brien et al., 2019).
[bookmark: _Toc123766087]Conclusion
Hence, it can be summarised that Nike's approach to strategic management involves a focus on innovation and sustainability. This is evident in the company's mission statement, which states that their goal is to "bring inspiration and innovation to every athlete in the world." To achieve this, Nike has implemented several strategies that are designed to drive growth and maximize profits.
One key element of Nike's strategic management is its emphasis on research and development. The company invests heavily in R&D to ensure that they are always at the forefront of technology and innovation in the athletic apparel and footwear market. This includes the development of new materials and technologies, such as the use of sustainable materials and the creation of custom-fit shoes.
Another important aspect of Nike's strategic management is its focus on sustainability. The company has made a commitment to reducing its environmental impact and has implemented several initiatives to reduce waste and improve energy efficiency. This includes the use of recycled materials in its products and the implementation of a global sustainability strategy. 
Overall, Nike's approach to strategic management is centred on continuous innovation and sustainability. Through these efforts, the company has been able to achieve strong growth and maintain its position as a leader in the athletic apparel and footwear market.


[bookmark: _Toc123766088]Reference List
Adams, C., Druckman, P. and Picot, R., 2020. Sustainable development goals disclosure (SDGD) recommendations.
Almazrouei, A., Yassin, A.M. and Memon, A.H., 2021. Strategic Management Indicators for Sustainable Road Traffic Management. International Journal of Sustainable Construction Engineering and Technology, 12(3), pp.88-95.
Araujo, D., Caldwell, H. and DeFanti, M., 2018. Nike's Utilization of Brand Strategy to Increase Global Competitiveness. In Competition Forum (Vol. 16, No. 1, pp. 109-115). American Society for Competitiveness.
Di Vaio, A., Palladino, R., Hassan, R. and Escobar, O., 2020. Artificial intelligence and business models in the sustainable development goals perspective: A systematic literature review. Journal of Business Research, 121, pp.283-314.
ElAlfy, A., Palaschuk, N., El-Bassiouny, D., Wilson, J. and Weber, O., 2020. Scoping the evolution of corporate social responsibility (CSR) research in the sustainable development goals (SDGs) era. Sustainability, 12(14), p.5544.
Esakova, K.D., 2021. Customer Relationship Management as A Modern Organization Management on the Example of the Nike Company. In Трансформация экономики и управления: новые вызовы и перспективы (pp. 152-159).
Fiorellini Bernardis, A., 2019. Labor issues and workers’ rights within the global supply chain. How to manage the work environment. The Nike case.
Fontaine, S.P., 2020. Analyzing the Social Media Presence of Nike, Adidas, and New Balance Using Social Listening.
García-Feijoo, M., Eizaguirre, A. and Rica-Aspiunza, A., 2020. Systematic review of sustainable-development-goal deployment in business schools. Sustainability, 12(1), p.440.
García‐Sánchez, I.M., Rodríguez‐Ariza, L., Aibar‐Guzmán, B. and Aibar‐Guzmán, C., 2020. Do institutional investors drive corporate transparency regarding business contribution to the sustainable development goals?. Business Strategy and the Environment, 29(5), pp.2019-2036.

Grainger-Brown, J. and Malekpour, S., 2019. Implementing the sustainable development goals: A review of strategic tools and frameworks available to organisations. Sustainability, 11(5), p.1381.
Heffron, E., 2019. Nike's Corporate Social Advocacy (CSA) Practices as Related to Strategic Issues Management (SIM) and Threats to Organizational Legitimacy.
Hoffman, A.N., Gold, N. and Curtin, C., 2019. Nike, Inc.: Late Arrival to the “Athleisure-wear” Trend. In SAGE Business Cases. Rotterdam School of Management, Erasmus University.
Jiang, W., 2019. Sustainable development of supply chain in footwear industry–take Nike as the case. Asian Business Research, 4(3), p.86.
Kim, E., Qian, T.Y. and Zhang, J.J., 2020. Strategic visionary management as enabler of commercial sport management. In Managing Sport Across Borders (pp. 41-63). Routledge.
Kim, M., 2020. How Phil Knight made Nike a leader in the sport industry: Examining the success factors. Sport in Society, 23(9), pp.1512-1523.
Kolačević, T., 2020. Strateški menadžment na primjeru poduzeća Nike (Doctoral dissertation, VERN University of Applied Sciences).
Li, J.Y., Kim, J.K. and Alharbi, K., 2022. Exploring the role of issue involvement and brand attachment in shaping consumer response toward corporate social advocacy (CSA) initiatives: The case of Nike’s Colin Kaepernick campaign. International Journal of Advertising, 41(2), pp.233-257.
Madej, A., 2019. The Role of Marketing Communication In Recognition of The Global Brand: A Case Study of Nike (Doctoral dissertation, Empire State College).
Meng, S., Wei, B., Xu, G. and Zhang, R., 2021, September. Analysis of Enterprise Operation Under the Impact of COVID-19 Epidemic: A Case Study of Nike Inc. In 2021 International Conference on Financial Management and Economic Transition (FMET 2021) (pp. 137-145). Atlantis Press.
Merikanto, S., 2019. Controversal Marketing-A successful strategy to grow a brand or risky approach? Case study: Nike Inc.
Mio, C., Panfilo, S. and Blundo, B., 2020. Sustainable development goals and the strategic role of business: A systematic literature review. Business Strategy and the Environment, 29(8), pp.3220-3245.
Nica, I., Chiriță, N. and Ionescu, Ș., 2021. Using of KPIs and Dashboard in the analysis of Nike company's performance management. Theoretical & Applied Economics, 28(1).
O'Brien, D., Parent, M.M., Ferkins, L. and Gowthorp, L., 2019. Strategic management in sport. Routledge.
Pasisingi, N., Olii, A.H. and Habibie, S.A., 2020. Morphology and growth pattern of nike fish (amphidromous goby larvae) in Gorontalo Waters, Indonesia. Tomini Journal of Aquatic Science, 1(1), pp.1-7.
Pizzi, S., Caputo, A., Corvino, A. and Venturelli, A., 2020. Management research and the UN sustainable development goals (SDGs): A bibliometric investigation and systematic review. Journal of cleaner production, 276, p.124033.
Rasoolimanesh, S.M., Ramakrishna, S., Hall, C.M., Esfandiar, K. and Seyfi, S., 2020. A systematic scoping review of sustainable tourism indicators in relation to the sustainable development goals. Journal of Sustainable Tourism, pp.1-21.
Reliableplant.com. (2019). Nike outlines global sustainable business strategy Available at: 4th January 2020 from: https://www.reliableplant.com/Read/22389/Nike-sustainable-business-strategy
Rosati, F. and Faria, L.G.D., 2019. Business contribution to the Sustainable Development Agenda: Organizational factors related to early adoption of SDG reporting. Corporate Social Responsibility and Environmental Management, 26(3), pp.588-597.
Sachs, J.D., Schmidt-Traub, G., Mazzucato, M., Messner, D., Nakicenovic, N. and Rockström, J., 2019. Six transformations to achieve the sustainable development goals. Nature sustainability, 2(9), pp.805-814.
Saini, M., Saravanan, D., Kutty, N.M. and Agrawal, R., 2022. Brand Influencing Customers Buying Behaviors: A Case Study on Nike. ECS Transactions, 107(1), p.5597.

Thomas, M.B., 2022. Swooshed: How Nike and the City of New York could potentially change the landscape of city branding through apparel licensing agreements. Public Administration Review, 82(6), pp.1186-1191.
Tsalis, T.A., Malamateniou, K.E., Koulouriotis, D. and Nikolaou, I.E., 2020. New challenges for corporate sustainability reporting: United Nations' 2030 Agenda for sustainable development and the sustainable development goals. Corporate Social Responsibility and Environmental Management, 27(4), pp.1617-1629.
Van der Waal, J.W. and Thijssens, T., 2020. Corporate involvement in sustainable development goals: Exploring the territory. Journal of Cleaner Production, 252, p.119625.
Wang, X., Yuen, K.F., Wong, Y.D. and Li, K.X., 2020. How can the maritime industry meet Sustainable Development Goals? An analysis of sustainability reports from the social entrepreneurship perspective. Transportation Research Part D: Transport and Environment, 78, p.102173.
Williams, A., Whiteman, G. and Parker, J.N., 2019. Backstage interorganizational collaboration: Corporate endorsement of the sustainable development goals. Academy of Management Discoveries, 5(4), pp.367-395.
Zhu, X., 2022, May. A Comparative Study of Nike’s Marketing Strategies in China and the US. In 2022 International Conference on Urban Planning and Regional Economy (UPRE 2022) (pp. 467-470). Atlantis Press.






2

image4.jpeg
Nike Sport Line Breakdown
(as % of revenue)

Running, 17.15%

Other, 18.03%

Nike Basketball,
4.93%

Jordan, 9.43%

Sportswear,

33.06% Football, 7.08%

Training, 10.32%




image5.png




image1.png
Nike Inc.'s annual digital commerce sales growth
e Diital commarcs sl (98] —o—YOY changs ()

Fri Fr17 Fris Fr1e Fr20

Datacompiled July 3, 2020
Digital commer sales fopresent sales mad difectly to consumers though Nike's digital commerce plattorms.
Nike's fscalyear ends on My 31 ot sach rsspective year.

Source: S&PGlobal Market Inteligence.




image2.png
Nike’s worldwide workers

Top six countries by number of line workers (000, Aug 2017)

Vietnam|

Indonesial

Chinal

India|

Brazi

Mexico|

°

50 100 150 200

Source: Nike
©FT




image3.png
Nike Still on Top of the
Sneaker World

Worldwide footwear sales of selected sports brands
2016 W 2017 M 2018 M 2019

$24.2b
$25b

$20b
$15b
$10b
$5b
$0b

*E

& N gasis pm¢

* Nike's fiscal year ends May 31
** incl. Reebok

Source: Company reports

@®E statista ?a




