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Introduction:
In this report I will use SFF (strategy framework formulation) to analyze and evaluate Nike’s strategies. I will analyze and contrast NIKE’s external and internal factors in 2009 and 2017 by using EFE (External Factor Evaluation), IFE（Internal Factor Evaluation）and CPM(Competitive Profile Matrix). Then in stage2, I will use SWOT Matrix to make numbers of strategies, use balanced scorecard to specific the strategies, use Space Matrix to draw a better position to make better strategies. In the end I will use QSPM(Quantitative Strategic Planning Matrix) to choose the strategy that most suitable for NIKE. 

Background:
Nike, Inc. (official, US: /ˈnaɪki/; also, non-US /naɪk/)[note 1] is an American multinational corporation that is engaged in the design, development, manufacturing, and worldwide marketing and sales of footwear, apparel, equipment, accessories, and services. 
Nike markets its products under its own brand, as well as Nike Golf, Nike Pro, Nike+, Air Jordan, Nike Blazers, Air Force 1, Nike Dunk, Air Max, Foamposite, Nike Skateboarding, and subsidiaries including Brand Jordan, Hurley International and Converse. （NIKE, Wikipedia）

Stage1:
Chart1: EFE MATRIX
[image: ]

In EFE MATRIX, it is clearly to see, the online shopping of Nike grows. “Nike Inc. continues its big growth curve on the web. The footwear giant says it reached $2 billion in annual online sales in its most recent fiscal year, or 30% more than the year prior and double the amount of two years ago.”(Stefany Zaroban,Jun30,2017)

Compared with 2009, Nike’s brand influence improved. On December 10, 2015, Nike signed a "lifetime contract" with LeBron James, the NBA's star player, and it was the first lifetime contract in 44 years of NIKE's history. “James signed the lifetime contact with Nike in December. The deal was reported as the largest single athlete guarantee in the sports apparel company’s history”. (LeBrron James’s Nike deal may be worth more than $1 billion, Sports illustrated) This activity could be an advertisement. Compared with the past few years, this big approach promoted NIKE’s brand image and improved NIKE’s market influence. 
 
Nike was tried to expand women market in 2014. Nike has declared its newest line of athletic gear for women the best collection it has ever developed, with hopes that the new line of sports bras, tights and other apparel can add $2 billion to annual sales by 2017.”(John Kell, October 22,2014) 
Nike makes a big push into the fast-growing women’s segment. fortune
 “The total amount that eBay customers spent on Jordans is likely even higher than the $62 million figure, Campless founder Josh Luber told Quartz. His sneaker price guide currently tracks the average price of 840 sneakers on eBay, but includes only the most popular models of Air Jordans, and doesn’t account for many other Air Jordan brand sneakers.” (Roberto A. Ferdman, February 28, 2014) 

















Chart2: IFE MATRIX
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Chart3: Income Statement
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(NIKE 2017 annual report, page74, Result of Operations)
Nike's overall income is optimistic, the revenue in 2017 increased nearly 1.8 times than 2009. On the other hand, the cost of sales increased nearly double. Because of the increase of economic development, the increase of workers’ salary in NIKE's existing processing industry, the growth of tariff in some countries; the increase of tax, and other factories. 
In 2012, Nike, innovated a new material. “When Nike introduced Flyknit in 2012, the lightweight, woven material was a game-changer in the sneaker business. It not only for made featherweight shoes, but brought sustainable manufacturing to the masses (the 100% recycled polyester fibers were partially made out of discarded plastic). (Jake Woolf, September18, 2017)

Compared with 2009, NIKE post many new collections. It has launched Air max 90, 50, 90, etc. new series in recent years, and has led the trend of fashion. “As we continue to develop new technologies, we are simultaneously focused on the design of innovative products incorporating such technologies throughout our product categories.” (NIKE 2017 annual report, page 58)

Chart4: 
[image: ]
(TRASINGECONOMIC.COM,MOHRSS,CHINA)  https://tradingeconomics.com/china/wages
Most Nike’s factories are located in China, but in China average yearly wages chart, we could see the worker’s salary in China’s factories increased from 32726yuan in 2009 to 67569yuan in 2017. From the income statement chart, we could see the cost of sales changed from $10,571.7 million in 2009 to $19,038 million 2017. 
Chart5: CPM MATRIX
[image: ]
It can be clearly seen from the CPM matrix that NIKE’s total market weighted score is much higher than ADIDAS and PUMA. That benefits from the better processes of advertising, management, customer loyalty, brand image, etc. However, compared with 9 years ago, the product quality is worse than before. The factories of NIKE is gradually moving to other Asian nations. “Up to 5,000 workers were on strike yesterday at the world's largest sports shoe maker, which supplies global brands including Nike and Adidas. Big manufacturers have been shifting some of their production away from China to other Asian nations, such as Vietnam and Indonesia, as labour and production costs rise in the country.” (The producing and processing technologies in these countries are worse than China，the relocation influenced the quality of productions, South China Morning POST). The producing and processing technologies in these countries are worse than China，the relocation influenced the quality of productions. 

Chart6 NIKE’s Revenues Trend VS Other Competitors chart
[image: ]
This is NIKE’s Revenues Trend VS Other Competitors chart from 2010 to 2013. The revenue of NIKE is steadily increase, but there is no development in 2013. The market share of NIKE can not be the major strength. (NIKE Case Study Analysis, SlideShare) 












Chart7 
[image: ]
(Aug18 2017,10:13 AM EDT. Powered by YCHART) 
Compared with UNDER ARMOUR, there is no prize advantage of NIKE. From Feb to Aug, The price difference between NIKE and UNDER ARMOUR is growing. It can be seen from several growth trends that Nike’s price advantage is getting smaller and smaller. 


Stage2: 

Chart8
	· Opportunities
	· Threats

	· Good existing market.
· Online shopping became famous.
· Brand influence.
· Fitness group are expanding.
· Brand loyalty.
	· Strong industrial competitiveness.
· Potential competitors join into the market.
· No price advantages
· The emergence of some counterfeit brands and factories.
· The relocation of the factory affected the quality of shoes.




· NIKE’s market share rate is high, its total market weighted score is high, so NIKE has a very good existing market. 
· There are more and more people would like to choose online shopping. Compared with physical store sales, Online sales is easier to manage.
· NIKE’s brand influence approach in customer’s loyalty, portfolio Diversification, advertising, etc. 
· In these days, not only men are the major group to do sports in daily life, but also women. 
· Because of NIKE’s research & development, it has advanced technology, the shoes in NIKE is in new technology, many people love pursuing these. in addition, the advertising of NIKE does very well. NIKE made up stories in some collections. Many people buy faith when they buy shoes.
· From chart1 we could see the weighted score of PIMA has increased, therefore there are many other competitors is developing to seize the sports market. 
· NIKE's price is gradually increasing, so there are many brands that can replace Nike appears. The emergence of some counterfeit brands and factories also seized a part of sports market. 
· The producing and processing technologies Vietnam and Indonesia, etc. are worse than China，the relocation influenced the quality of productions.

· Chart9
	· Strength
	· Weakness

	· Strong financial position
· Strong innovation group
· Strong marketing campaign
· Various shoe collections
	· High total operating costs
· Not many direct sales shop
· No own factory
· Mostly rely on sports shoe shop




· Although NIKE’s operating costs is much higher than before, the financial income also increased a lot. Therefore, NIKE’s financial position is good. It could have capital to achieve its other activities. However, the number of NIKE doesn’t have many direct sales shop, it doesn’t have its own factory either, all Nike’s products including shoes are produced by its agent factory. 
· NIKE is famous for its strong innovation. It innovated some new materials like Fly leather, TPU film material, Flyleather, one-piece fabric material, etc. using in different collections to satisfy the different requirements of consumer. 
· NIKE already won a lot of customer loyalty through contracting with well-known sports players and posting many commercial advertisements. 
· NIKE has many shoe collections including Air, Air Max, Air Force, etc. 


Chart10: SWOT MATRIX
	· SO Strategy
· O1, O3, S2 cooperate with other brands 
· O2, S3 Increasing online marketing.
· S2, O5 Launching new technology materials.
· O3, S3 public relations marketing activities.

	· WO Strategy
· W1, W2,O2 Invest the online trading market, 
· W2, O1 increasing contact and communications with major agency partners, increase the amount of direct sales shop.
· W4, O4 Develop and design new series to expand sales of products rather than shoes.



	· ST Strategy
· S2, T1, T2, T3, T4 Research and development of new products so that their quality can’t be replaced
· S3, T1,T2Advertising and other marketing methods to increase brand market share.

	· WT Strategy
· T1, T2, T3, T4, T5, W1, W3 Producing and processing out-season and discount products in new factories. 




· SO Strategy

· O1,O3,S2 Nowadays there are many brands launching new cooperate collections with another brand even its competitor. This is a kind of market campaign. Through cooperation, these two company could have chance to attract each other’s consumers and other consumers, expand brand influence as well. NIKE already has good existing market, brand influence and innovative group, the cooperation with another popular brand would increase the attention of NIKE.

· O2, S3Nowadays online market is more and more popular, the sales of online Nike’s online shop is very

· S2, O5Launching new technology materials in different series of new products to lead the fashion trend.

· O3, S3Increase brand influence in the market through public relations market activities, increase sales income.

· ST Strategy

· S2, T1, T2, T3, T4Research and develop new products, so that their quality can’t be replaced.

· S3, T1, T2Advertising and other marketing methods to increase brand market share.

· WO Strategy

· W1, W2, O2 Nike’s agent retail stores are too much to management. The sales of Nike’s online shop grow obviously. So, invest in the online market, for example establish their own brand direct sales stores in some large online sites like Amazon could expand Nike’s income greatly. 

· W2, O1 Nike’s agent retail stores are too much to management. It doesn’t have many direct sales stores. Most income is relying on its agent partners. Increase contract and communication with major agency partners. Strengthen Nike's management of agents.

· W4, O4 The expansion of customer groups requires more product types. Developing and designing new series to expand sales of products, rather than only develop shoe market.

· WT Strategy
· T1, T2, T3, T4,T5,W1,W3 The company’s total operating cost have decreased as factories have moved to Vietnam and other regions. Producing and processing out-season and discount products in those places.


· Because SWOT MATRIX can’t show how to achieve a competitive advantage, it only  provides a static assessment，there is no general direction to the strategy, no specific classification of the strategic date and no specific company practice department that suitable for Nike. So, I also use Space matrix and Balanced Scorecard to choose the most powerful and suitable strategy.
Chart11:
Balanced Scorecard [image: ]

In Balanced Scorecard, it shows time expectations that could separate the achievable time, it also has measure method and primary responsibility，which can identify these implementable strategies to one or two departments to make the implementation more feasible and efficient. On the other hand, it doesn’t show the general direction to make strategies. It only separates the obvious into 4 areas. So I also choose Space Matrix. 

















Chart12: Space Matrix
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From Space matrix, we could see Nike is in a positive position. Therefore, its overall strategy should be aggressive. The final strategy could be bolder. 


Stage3:
Through comparison and analyze I selected two strategies that are most suitable for Nike.one is innovating more new materials using in Nike’s products. Because Nike is famous for innovation.it should keep this advantage and create more. But innovating more new materials should not only for shoes, but also clothing, sports bag, balls, etc.
Another one is to expand online market. That means Nike need to put much capital, human resources on this expansion. On the other hand, Nike could have more sales platforms and sales channels. 
QSPM (Quantitative Strategic Planning Matrix[image: ]
[image: ]

Compared with expanding online market, innovating more new materials in Nike products is the best and the most suitable strategy for Nike’s situation today.  

Conclusion:

Through EFE, IFE, I analyzed the external and internal statements of Nike. I also used CPM to compare the differences between Nike, Adidas and Puma. Then I gave many strategies through SWOT matrix. Then specific these strategies through Balanced Scorecard and Space matrix. In the end, I gave a best strategy that suitable for Nike. 
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