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1. [bookmark: _Toc123567346][bookmark: _Hlk123688582]Introduction
A method to reach the finest outcomes for individuals, groups, and organizations are called a strategy. Furthermore, a strategy assists to the optimal use of a firm's prevailing resources, moreover as a tool guiding the organization to continue in business and make ongoing changes to its operations. The exact definition of a strategy differs from author to author, but the most prevalent definition is long-standing plans and methods toward the intended objectives and goals. It is a comprehensive framework that specifies a firm's strategies, policies, and techniques for attaining its objectives, goals, and desired outcomes. This report analyzes the case Nike considered: getting traction on sustainability by Rebecca Henderson, Richard M. Locke, Christopher Lyddy, and Cate Reavis. This specifically explains the strategies adopted by Nike after its downfall with the sweatshop scandal, the exploiting of labor, and using toxic materials in their production. The birth of the Considered index as a strategic tool was explained in detail. 
2. [bookmark: _Toc123567347]Nike Inc.
Nike has been a dominant power in the athletic clothing industry for decades. It is US international business that designs the products, then developing it, manufactures the product, brand it and market them, and sells footwear, clothes, equipment, accessories, and services around the world.  It is one of the world's foremost providers of athletic shoes and apparels, moreover a prominent manufacturer of sports goods and apparel, with $49.107B in revenue, for the year ended 2022 with year-over-year growth of 6.05%.  Nike has about 79,100 workers globally as of 2022. Just the brand name Nike was valued at $183.54B as of 2022, making it one of the most valuable brands in the Apparel industry and 13th rank in the world's most valuable brands (Swant, n.d.).
Nike Inc. began as per a collaboration between an MBA student and a veteran track coach who made running shoes in his leisure moments. Blue Ribbon Sports was initiated in 1964 and changed the business name to Nike in 1978.  The firm’s reputation was founded on technological advances in athletic shoes, and it was instrumental in the introduction of specialist shoes for several sports. Prior to firms like Nike introducing this notion, most players wore general-purpose sports shoes irrespective of the sport and suffered the pain it caused on their feet. It was not only the technology that Nike introduced to the athletic-wear market. It introduced comfort to shoe-making with a sense of fashion, even though Reebok, a competitor, was initially more aware of the impact that fashionable shoes might have on fashion-conscious customers. Nike has a strong international presence and was ranked first amid American sports shoe makers in 1990. Nike’s annual rates of change from 1993 to 1997 were an astounding 17.5% for sales and 13% for profits; sales climbed at an annual rate of 18 percent from 1987 to 1997, while earnings grown at a rate of 28 percent (Chappell, 1998).
The local footwear market in the US was stagnant for four years, ending in the mid-1990s. During that period, Nike had a strategic stance of keeping low inventory levels, which resulted in the firm retaining low inventory costs while outperforming the rest of the industry. Sales decreases in the company's abroad markets, such as France, Germany, and Japan, weighed on the company's total revenue and growth prospects during that period. Even though customers were often not brand loyal, they were interested in the design of the shoes and the perception of the shoes in the market. Nike is a prominent exception to this though, having built itself and its "swoosh" logo as one of the most effective brand symbols in this sector (Carini, 1998). Consumers who buy sports shoes were interested in the manufacturing technology applied to the extent that it benefits them, but they were not particularly interested in the technology itself at the time. 
Buyers of sports footwear frequently did not intend to use the shoes only for sports activities. Athletic footwear is now acceptable apparel for many informal contexts, and some customers buy multiple pairs every month to stay stylish (Chappell, 1998).
3. [bookmark: _Toc123567348]Sweatshop Scandal
Even though companies may have built a strong brand image, they do not become good corporate citizens overnight. Nike's catchphrase, "Just Do It," is an inspiring tagline for the thousands of people who wear the company's sporting apparel. However, when it comes to corporate responsibility, the corporation hasn't always heeded its own instructions. Protesters shouted against factory conditions at Nike's overseas suppliers in the 1990s, making Nike the international flag bearer for company ethical callousness. Nike's every step was examined, and every flaw revealed was used to prove the company's carelessness and avarice. Of course, the true tale is more complicated.
Nike was troubled by devastating claims in the 1990s that their global supply chain was being fueled by child labor in countries such as Cambodia and Pakistan, where children make sports equipment and other things at least 16 hours a day, seven days a week. 
All the while, such working conditions were mutual in the producers with whom Nike had signed manufacturing contracts, and overtime and minimum wage rules and regulations  were habitually broken. Since the early 1970s, garment and textile industries have outsourced their production facilities (Ross, 1997).   Between 1961 and 1996, the market share of outsourced clothing sold in America increased from 6 percent to more than sixty percent (Ross, 1997). Local garment manufacturing has relocated from the US to third world developing countries for reasons such as low-cost imports from overseas, inexpensive workforce, and advantageous trade regulations. Low-cost foreign clothes imports flooded the United States in the 1960s, producing a crisis in the American garment sector. Manufacturers have three alternatives for remaining competitive: "automate, migrate, or disappear (Ross, 1997)."  As a result, many companies preferred to migrate abroad since workforce labor was significantly cost lower in developing countries, and corporations could easily run with less government regulation and oversight. Insufficient working conditions were permitted and even promoted by governments which host the textile firms who migrated abroad. Reports of highly inadequate working conditions, including forcing to use birth control methods to female workers, mysterious deceases of union members, and normalizing twenty-hour work days, started to emerge from several garment factories in developing countries in the 1990s (Fisher,2006).
Nike's business strategy, which is to promote high-end consumer goods created in cost-effective supply chains, is similar to that of any other apparel and manufacturing firm. However, the enormous push from protestors and human rights activists due to this sweatshop scandal compelled the sports powerhouse to seriously consider its corporate responsibility sooner than later.   Nike became the subject of possibly the most rigorous and generally documented anti-corporate movement in the early 1990s. Nike, in the end, not only evaded the negative results but also increased their CSR profile. Although Nike clearly has the means to mount a large defense of its CSR and public image, their situation deserves serious strategic scrutiny. It is to, to begin with, Nike's fundamental model of business was critical to the company's outstanding financial performance. Hence leaving the company's Asian outsourcing activities was never an option to divert unwanted press, which was the focus of the anti-Nike alliance (Goldman & Papson, 1998). Nike has had a difficult path on this front since the 1990s, but it has come out much better for it. The insights Nike gained out of this will help other businesses navigate the same terrain.
4. [bookmark: _Toc123567349]Nike’s Road to Corporate Responsibility
Once the scandal was in the media, Nike followed the usual learning curve of an organization.
In the defensive stage, Nike first responded with outright denials of claims ("It didn't happen") or denials of connections between the company's actions and the claimed negative effects ("It wasn't our responsibility"). At the second stage which is the compliance stage, it's evident that a company policy must be formed and followed, generally in ways that opponents can see ("We ensure that we don't do what we promised not to do"). In the third level, the managerial level, the corporation recognizes that it is dealing with a long-term issue that cannot be resolved with just conformance or a publicity campaign. The corporation had to assign the responsibility for the issue and its resolution to essential business personnel. Nike, a prominent corporation in the textile and footwear sectors, has increasingly recognized that adhering to agreed labor standards in their worldwide supply chains is problematic, if not impossible unless they adjust how they establish procurement incentives, anticipate sales, and manage inventories. In the fourth level, At the strategic stage, a firm learns how reconfiguring its approach to address corporate responsible business practices may provide it with a competitive advantage and assist the organization's long-term success. Companies encourage collaborative action to solve society's issues in the final stage which is the civil stage. This is most of the time closely related to the competitive strategy of the firm (Zadek, 2004). 
In the early 1990s, labor advocates put immense pressure on premium-brand firms to implement supply codes of conduct in its worldwide supply chains. These organizations attacked Nike because of its well-known brand, rather than because its business practices were any worse than those of its competitors. The company's initial response was defensive. "We asked, 'Wait a minute; we have the strongest corporate principles in the world, so why aren't you shouting at the other people?'" remembers one of Nike's top executives. "That was an idiotic thing to do. It didn't help us go anyplace. It really increased the volume of the problem" (Zadek, 2004). The corporation understood it couldn't just ignore the noise anymore. It ultimately reacted to activists' requests for labor regulations and, under more pressure, consented to external audits to ensure compliance. This is how Nike, selected corporate social responsibility as their strategy for survival. 
According to the author's understanding, Nike's experience demonstrates, the much-touted commercial advantages of corporate responsibility are difficult to achieve and, in the near term, typically temporary or negligible. When allegations are made, it is all too tempting for businesses to focus on staff morale or the pressing need to protect the brand. Making business logic from a stronger sense of corporate responsibility, on the other hand, necessitates brave leadership - particularly civic leadership - perceptive learning, and a grounded methodology for organizational innovation.
5. [bookmark: _Toc123567350]Employing Green Strategy
The world is facing an environmental crisis, and it is essential that businesses take a green strategy to reduce their carbon footprint and promote sustainability. This essay will discuss two key elements of a green strategy: reducing energy consumption and investing in renewable energy sources. 
Reducing energy consumption is an important part of a green strategy. Businesses can reduce their energy consumption by making simple changes such as switching to LED lighting, using energy-efficient appliances, and installing motion sensors to turn off lights when not in use. Additionally, businesses can implement more comprehensive strategies such as conducting energy audits to identify areas of energy waste and implementing energy management systems to monitor and control energy usage.
Investing in renewable energy sources is another key element of a green strategy. Businesses can invest in renewable power sources like solar, wind, and geothermic power. These sources are not only more sustainable than traditional energy sources, but they can also help businesses save money in the long run. Additionally, businesses can invest in carbon offset programs to reduce their carbon emissions and support renewable energy projects. This was what Nike was after introducing the Considered index.
Once the labor crisis occurred with Nike, the corporate responsibility team could have taken different strategies to mitigate the issue. They could have tightened the rules and regulations in manufacturing, they could have prompted their factories to adhere to suppliers’ and factories’ codes of conduct. They could have identified different safety methods for laborers such as wearing masks while working with solvents, adhering to limited working hours etc. Instead, Nike CEO Phil Knight put forth a team to move towards environmental strategy. According to the author’s understanding, changing the way of working methods in different countries could have been fruitless due to the complexity of the nature of their factories. Rules and regulations in those countries were different. Changing the mindset of their factory management could be complicated due to cultural and similar barriers. Besides, Nike’s own internal business processes and systems encouraged unethical practices, such as the compensation for procurement teams being determined by the price, product quality, and speed with which orders were delivered, indirectly pushing them to disregard suppliers' code compliance (Zadek, 2004). Comparatively, it was fairly easy and fast to change a business process or design, which Nike has direct control of. 
When considering the value chain of Nike, they have scrutinized the whole chain to understand the possible areas that could change in business process re-engineering.
[bookmark: _Toc123567423][bookmark: _Toc123567525]Figure 1: The Value Chain
[image: ]
Source: Lynch, (2021)
In the technology part, Nike has invented synthetic leather which has the same feel, touch, and durability as the original leather. This innovation/ change in technical components has reduced cost per material and reduced carbon footprint. 
In the product design phase, Nike teams innovated different cutting methods to reduce waste and reduce using bonding agents. 
These new innovations were then incorporated into their manufacturing teams, giving them knowledge. 
Sustainability was used as a competitive advantage in marketing and branding activities.
Distribution and Service phases were not directly addressed in this time period however, Nike has now introduced ‘Nike Refurbished’ where they extend the life of qualifying items by hand reconditioning like-new, gently used, and slightly flawed kicks and making them available to customers at select Nike Factory, Nike Unite, and Nike Community locations, at a reduced price. Nike earns revenue for the same product twice while saving the environment from waste, which is a win-win situation. 
The Considered Index, the green initiative of Nike’s corporate responsibility team could be analyzed with the Technology-Organization-Environment Framework as well (Angeles, 2014). 
[bookmark: _Toc123567351]5.1 Context of Environment
[bookmark: _Toc123567352]In 1992, Nike caught a lot of criticism for incorporating sulphur hexafluoride (SF6), a potent greenhouse gas, in one of its Air sneakers. This caused a lot of controversy for the company. In the year 2000, Nike responded to criticism by launching an enterprise-wide training program that centred on the environmentally friendly production of goods and the gathering of sustainability indicators. (Henderson et al., 2009). As a direct consequence of these occurrences, Nike has accelerated the implementation of its subsequent corporate social responsibility initiatives and simulation sessions (Henderson et al., 2009). Nike has acknowledged that their manufacturing process is dependent on raw materials that are derived from oil. This leaves the corporation vulnerable to the rising cost of oil as well as the inevitable carbon emission restrictions that are inherent in government regulation. Nike has made it clear that they intend to play a more collaborative role in the global conversation about preserving the environment for future generations. In July of the year 2000, Nike made public their support for the United Nations Global Compact, which is a program that encourages corporations to cooperate with the United Nations in announcing that their businesses comply with key labour standards that are essential to sustainability in the factories that they operate (Doorey, 2011). In addition, Nike initiated a project known as "Transparency 101," which was presented to the general public through a website that detailed the results of Nike's inspections of worldwide production facilities. Company has also joined CERES, which is a non-governmental organization that promotes businesses to support sustainability initiatives and report on them in line with the criteria established by the Global Reporting Initiative. As Nike's competitors in the athletic apparel industry begin to implement environmentally conscious policies, the company is likewise taking preventative measures.
5.2 Context of Organization
Changes to Nike's organizational structure were made in accordance with what would be expected of a standard organizational architecture. In 1998, the management of Nike formed what is now known as the Corporate Responsibility and Compliance Division (CRD). It was made up of fifteen members who came from different departments as well as the committee of Corporate Responsibility. The committee of Corporate Responsibility was a part of the structure of the board of directors' committees and was responsible for monitoring Nike's social responsibility achievements in the areas of labour and human resources, the environment, and charitable contributions (Nike 2010-2011). The backing of upper-level management was made abundantly clear by these acts. After joining CERES in 2000, Nike immediately developed policies that emphasized the importance of these environmental sustainability principles, demonstrating their full acceptance of these objectives (IISD 2012). Nike has made it publicly known that the corporation believes environmental sustainability to be an essential component of any successful business strategy (Nike 2010-2011). Through initiatives like the "Considered Index," Nike encourages environmentally responsible business practices. The strategy for sustainability is supported by four key pillars, which are as follows: materials (producing a collection of environmentally friendly and sustainable raw materials); procurement and producing (carefully prototyping and sizing sustainable models of production); transformation of the market (inspiring environmentally friendly product consumption among customers); and also virtual and digital services (generating revenue apart from rare natural resources) (Nike 2010-2011).
The company Nike uses formal linking mechanisms in order to produce "directional connections," which improve the company's internal sustainability. In 2006, Nike created a management structure with the purpose of enhancing responsibility in the implementation of activities related to corporate responsibility on a scale that encompassed the whole company. It was the responsibility of the manager of the sustainable unit, who reported directly to the CEO, to design and assess environmental sustainability policies, approve necessary investments, and evaluate projects using cross-functional teams made of business and functional leaders. Nike has assembled a committed SB&I cross-functional team in order to ensure that the organization's sustainability scope is met. It is responsible for providing expertise in all relevant business operations, collaborating with sustainability specialists in other parts of Nike, forcing sustainability integration, particularly through the supply chain, mitigating risks and ensuring compliance with sustainability regulations, engaging with stakeholders where sustainable activities have had an impact on their activities, and conducting research. In addition, it is tasked with the responsibility of ensuring that all relevant business operations are sustainable. Interaction with management on a direct level is required for these duties (Nike 2010–2011). Inter-organizational association mechanisms are utilized by Nike to ensure supplier amenability with a variety of the company's indices. These indices include the "Considered Index," the Manufacturing Sustainability Index (MSI), the Supply and Manufacturing Sustainability Index, the Innovation Index, and the Country Risk Index (Nike 2010-2011).
[bookmark: _Toc123567353]5.3 Context of Technology
Even though there are many steps in the technological context, herewith identified the ones with data availability only. 
[bookmark: _Toc123567354]5.3.1 Understanding innovation
[bookmark: _Toc123567355]After going through a number of revisions and stages, Nike finally published the index that was considered. In 1998, Nike began working with a non-profit group called The Natural Step that is concerned with environmental sustainability. As part of this partnership, Nike employed The Natural Step's natural science-based framework as the basis for its Considered Index program (Stoner, 2006). In 1998, Nike also collaborated with McDonough Braungart Design Chemistry (MBDC), a worldwide sustainability consulting and product certification organization, to determine the chemical composition of its products and apply the findings to modify its procurement and manufacturing business processes. This was done in order to improve the company's environmental performance (Stoner, 2006).
Project "Considered Design" by Nike, which takes into account all stages of a product's life cycle. It required methodical contemplation of concepts, timeframes, product designs, and manufacturing processes (Nike 2007-2008-2009). Nike's goal with this initiative was to develop products across all product categories that make the least amount of use of resources and are simple enough to disassemble in order to facilitate the company's goal of repurposing items that have reached the end of their useful lives into more cutting-edge goods or the natural environment.
When thinking about issues of sustainability, the materials that go into Nike products were a major factor. Every year, Nike utilizes approximately 16,000 unique raw materials for the production of their full line of products. These raw materials range from natural fibres like cotton and wool to technologically advanced synthetic fibres like polyester, nylon, rubber, synthetic leather, and ethylene vinyl acetate (EVA) (Nike 2010-2011). Because of the wide variety of raw materials available, product development and design methods have been slowed down.
5.3.2 Measurement Development of implementation effectiveness
[bookmark: _Toc123567356]Nike uses a variety of measures relating to sustainability to assess the performance of its implementation efforts (Nike 2010-2011). The following is a list of the most important metrics that Nike uses. With the help of Nike's "Considered Index," you'll be able to evaluate the effects that various types of footwear and apparel have on the surrounding ecosystem, including how much water and energy they consume, how much rubbish they produce, and how much pollution they cause. The Material Sustainability Index, sometimes known as the MSI, is a component of the Considered Index, which was developed to evaluate the impact that the utilization of raw materials has on the surrounding environment. The "Manufacturing Index" employs the utilization of a balanced scorecard in order to evaluate the manufacturing factories in terms of the costs involved, the quality, the delivery, and the sustainability. The "Sourcing and Manufacturing Sustainability Index" is a component of the Manufacturing Index that evaluates a factory's level of effectiveness in actively seeking for and discovering improvements in environmentally responsible manufacturing behaviours and processes. The "Sustainability Integration Index" evaluates the viability of Nike's business strategy, organizational structure, personnel, and business practices. The "Innovation Index" evaluates the effectiveness of Nike's new product lines in terms of their capacity to produce financial success for the firm.
5.3.3 Implementation of plan and setting pace.
[bookmark: _Toc123567357]Nike took first steps when they presented their "Considered Index." To begin, it is anticipated that all of its products, including but not limited to footwear, outerwear, equipment, and accessories, would, by a certain date, be required to satisfy the baseline Considered design standards that apply to each product category (Nike 2007-2008-2009). Between the years of 2007 and 2009, Nike had the intention of disseminating the index throughout senior management, as well as other product lines and the production base for footwear. 2009 saw the release of the fully-featured web application for the Considered Index, which was sent to the design process teams and liaison offices. The first clothing product line was developed with the use of the internet tool in the year 2010. As soon as the index tool suite was finished being developed, Nike made it accessible to the general public through the GreenExchange so that other businesses could cooperate on ideas for environmental sustainability. This provides a clear explanation of the motivation for Nike's efforts to strive toward a more sustainable future.
5.3.4 Installation and integration with the existing technical system
Nike has introduced an online tool known as the "Considered Index." This tool is intended for use by Nike's product design teams, and it compiles a set of indications that were generated from a scientific study conducted by Nike on the selection of raw materials, the disposal of solid waste, the treatment of fabrics, and the consumption of solvents. (Nike 2007-2008-2009). This online systems-integrated tool does an analysis of the carbon effect of Nike's product line by making use of product information gleaned from Nike's databases. The analysis is based on the notion of product life cycle thinking. More than ten years ago, Nike began compiling data on the amount of solid waste and solvent consumption caused by the production of its footwear product line. Additionally, Nike began compiling data on the amount of waste caused by the production of its footwear and apparel items across all different types of sports (Nike 2007-2008-2009; Nike 2010-2011).
6. [bookmark: _Toc123567358]SWOT Analysis
[bookmark: _Toc123567404]The SWOT analysis is a strategic planning tool. It is used to identify and assess a company's strengths, weaknesses, opportunities, and threats. The goal of doing such an analysis is to draw attention to the factors that impact a firm, its actions, or the creation of a corporate strategy.
Table 1: SWOT Analysis
	STRENGTHS (Internal)
· The leadership of the management and their commitment to sustainability
· The interfirm collaboration enabled by organizational processes that integrate laterally
· Availability of sustainable indexes
· Innovative workforce
	OPPORTUNITIES (External)
· Supportive government regulations regarding environmental sustainability
· Stakeholder support in sustainable brand reputation
· Ability to comply with strict International environmental regulations
· Worldwide support for sustainability, hence easy to expand sustainable practices across countries.
· Growing customer demand for sustainable products

	WEAKNESSES (INTERNAL)
· Less authority in enforcing compliance with its Code of Conduct, which may alienate providers who are unable to stick to standards.
· Greenwashing of suppliers and factories
	THREATS (EXTERNAL)
· Factories will imitate sustainable procedures and transfer knowledge to competitors.
· Intense competition due to Nike’s new strategies
· Cannot use sustainable practices as a competitive advantage


Source: Author
7. [bookmark: _Toc123567359]Industry Analysis
[bookmark: _Toc123567360]7.1 Size of the Industry
On Average In 1998, Americans spent close to $38 billion on more than 1.1 billion pairs of shoes, making the total expenditure approximately $38 billion. In 1998, the wholesale value of athletic shoes sold in the United States was $8.7 billion, representing an 8.5% decrease from the value recorded the year before. The Sporting Goods Manufacturers Association estimates that more than 35 percent of all shoe purchases are made up of athletic footwear.
Customers all throughout the world are spending less money on athletic footwear. At this time, the focus in the domestic market is on shoes that are both casual and comfortable. Even while sales of athletic footwear look to be on the upswing, there is still a significant demand for "brown shoe" casual footwear that combines comfort and durability in its design. This trend is the outcome of an increasing number of firms setting rules for casual wear. 
[bookmark: _Toc123567361]7.2 Profitability in the Industry
Regardless of its worth, the sports footwear business is a challenging and saturated sector. The expansion of this business has been hampered by severe competition, fashion trends, and price-conscious consumers. Manufacturers are combating weak sales by creating radical new designs and offering a wide variety of styles at lower rates. Companies are looking for new ways to improve sales by selling directly to clients over the Internet. Many corporations are also profiting from relocating manufacturing to less expensive remote locations, mostly out of the country. In the domestic market, this category has reached a stage of maturity and may expect very modest sales growth in the long run.
[bookmark: _Toc123567362]7.3 Seasonality in the Industry
Overall, sports footwear sales stay constant throughout the year. Our market's worldwide variance balances out seasonal swings. Seasonal patterns may be seen in spring clothing, school children’s back-to-school clothing, and the holiday seasons.
[bookmark: _Toc123567363]7.4 Industry Circulation
The economy was reasonably favorable for footwear producers in the fiscal year 1999. The footwear industry's prosperity is inextricably linked to economic cycles. Low inflation, low unemployment and a thriving stock market all assures a good consumer spending.
It was thought that the underlying reason for the sales slowdown is that sports footwear and apparel growth is periodically sensitive to the major sports events, such as Olympics. Historically, Olympic years have seen increases in growth followed by challenging sales times. Because of the impending Olympic Games this year, the expectation for increasing sales trends is positive. Nike may also anticipate increased demand from World Cup tournaments.
[bookmark: _Toc123567364]7.5 Obstacles to Entry
The market for athletic footwear is one that is both extremely competitive and well-established. The leaders of this business and the people responsible for its branding are well-established. The garment business would not be where it is now without the contributions of industry giants such as Nike and Reebok. As a direct consequence of this, long-standing competitors like Saucony and K-Swiss have been fighting a losing battle for many years in order to keep their companies afloat. Because of the very competitive environment, it is now more difficult for new rivals to break in.
Scale economies are another factor that contributes to the dearth of new competitors in this industry. In order for a company to have a competitive edge over the industry leaders, it is necessary for the company to be able to compete on all levels, including having reasonable prices, having efficient production, and having high-quality products. Without the resources of a well-known company, it is difficult to do the aforementioned items. Having access to established distribution channels is another key obstacle that must be overcome before entering the market. When going to stores like FootLocker or Sports Authority to conduct your shopping, you will immediately notice that the industry leaders take up the majority of shelf space. Retailers believe that it would be too dangerous to replace an established brand name on the shelf with a lesser-known company such as Nike or Reebok with one of these lesser-known brands. The Internet appears to be breaking down these boundaries in a significant way. Traditional retail distributors are experiencing a significant decrease in the overhead costs connected with their business. It is now possible for new competitors to enter markets without having to bear these significant initial expenditures, which makes it more profitable to start manufacturing.
8. [bookmark: _Toc123567365]Ansoff Matrix
A model for analyzing H Igor Ansoff's approach to product-market growth plans was published in his book named Corporate Strategy in 1965. This model is divided into four quadrants: market penetration (existing goods and markets); new product development (new products introduced into current markets); market development (finding new marketplaces for existing products); and diversification (new products in new markets).
[bookmark: _Toc123567424][bookmark: _Toc123567526]Figure 2: Ansoff Matrix
[image: ]
Source: Lynch, (2021)

In the case study of Nike, the author suggests that Nike has developed its products by changing the materials and process re-engineering. 
9. [bookmark: _Toc123567366]Resource-Based Theory
According to this resource-based theory, valuable, scarce, difficult to mimic, and nonsubstitutable resources best position a business for long-term success. Capabilities are mandatory to package, manage, and otherwise utilize resources in a way that adds value to consumers and produces a competitive edge.
When the value chain is considered, the author finds that Nike has used the Upstream method. Nike’s activities have added value to the early phases of the value chain. They have innovated their processes to reduce waste and reduce carbon footprint. Products with reduced carbon footprint and containing sustainable materials offered a sustainable competitive advantage to Nike over competitors. Most importantly it has helped to negate the bad publicity for the brand. New innovations in the Core Production category also acted as a competitive advantage for Nike. 
According to research findings Nike.Inc have all been successful in executing their sustainability strategies, owing to committed leadership, corporate culture, and people (Epstein, 2010). Hence it is important to consider the impact of leadership, culture, and people of Nike on their successful strategical implications.
[bookmark: _Toc123567405]Table 2: Performance Measurement for Process Restructure
	Processes
	Performance Measures

	Leadership
	A clear understanding of the issue – Sweatshop scandal, Damage to Nike Branding
Identifying the accurate strategical plan – Environmental sustainability
Appoint suitable teams and managers – Appointment of the Corporate Responsibility team and a qualified manager.

	Strategy
	Restructure design
Reduce carbon footprint
Innovation
Reduce waste

	Structure
	Involvement in all managers in each capacity.
Involvement of all design/production categories.

	Systems, Programs, and actions
	Introduction of Considered Index
Introduction of medal system for environmentally supportive designs


Source: Author
10. [bookmark: _Toc123567367]Challenges faced in Implementing Considered.
[bookmark: _Toc123567368]10.1 Performance and Aesthetic
There were a few significant problems in using synthetic leather which were a risk on performance, material durability, displeasing outlook, and feel. To overcome the issue author suggests investing in research and Development and innovating or developing material, either using recycled, natural wastes. 
[bookmark: _Toc123567369]10.2 Design
Considering that designers were focused on design first and later on pattern efficiency and cutting efficiency has made adhering considered index difficult. Hence, designers should collectively re-think their process of designing and consider sustainability. This process might become easy with continuous practice.
[bookmark: _Toc123567370]10.3 Time
Time constraints also happened due to the Considered index has applied almost immediately. There was the company strategy to reach at least Bronze for each of their product. This issue can mitigate when the Considered index application gets embedded into their everyday design processes. 
[bookmark: _Toc123567371]10.4 Profit Margins
Some materials for small-scale production categories could not negotiate with suppliers for low-cost sustainable materials as supplier bargaining power was high. In order to mitigate this, the author would like to suggest that for such production categories, designers and engineers can move towards recycled materials or reusable materials received in their own product return division. 
[bookmark: _Toc123567372]10.5 Supply Chain Partners
Nike faced difficulties in receiving Considered-suitable materials due to difficulties faced by their suppliers. Differences in size, less-efficient machinery, lack of technical knowledge and capacity, and management disinterest were some of these difficulties. Factories lacked knowledge of considered parameters and followed the same process anyway. Retailers were not interested in selling Nike products based on sustainability issues. To mitigate this, a proper knowledge-transferring mechanism is needed. Each party should understand and commit to the reason for developing the Considered index in the first place and should commit to achieving the same. There should be benefits involved for each of these value chain members as well.
[bookmark: _Toc123567373]10.6 Consumers
Nike was undecided at first on how to promote performance, aesthetics, and sustainability as a whole value package. The considered team was debating whether it should become its own brand within Nike, a subsidiary, or merely a new dimension of the Nike brand. But if it was to be just another product, the initial need to move to reduce carbon footprint would be for nothing at all. Sustainable design practices were to be an integral part of Nike Inc. and not another project. Customers nowadays are keen on reducing their carbon footprint. Hence customers would not be an issue now, compared to the ’90s. 
11. [bookmark: _Toc123567374]Further strategies adopted by Nike
[bookmark: _Toc123567375]11.1 Lean Strategies
12. 11.1.1 The Management of the Social Performance of Global Production
The global supply networks that traverse both political and economic boundaries connect thousands of companies all over the world. Emerging nations have received much-needed investments, jobs, technological advancements, and access to markets as a result of global supply chains in a variety of industries, including clothes, electronics, footwear, food, and toys, among others. Concurrently, the social and environmental consequences of this pattern of economic development have sparked debate about the role of global buyers and their local suppliers. Global buyers and their local suppliers are frequently accused of taking advantage of low wages and regulatory lapses in order to produce low-cost goods at the expense of workers' welfare.
Because there is no robust global judicial system (Cohen and Sabel 2006), and many national governments lack the competence and/or the motivation to implement their own legislation, this problem persists (Keck and Sikkink 1998, Seidman 2007). As a result, certain multinational firms and trade groups (Haufler, 2001) as well as some governments of industrialized countries (Bartley, 2007) have started to advocate for the privatization of public services. These endeavours are considered to be examples of private forms of regulation (Vogel, 2008).

The development of "Codes of Conduct" for supply chains is the strategy that is utilized for private regulation the majority of the time. In general, these requirements are enforced on upstream suppliers through the use of third-party audits and the threat of withholding orders from businesses that do not comply with the standards. However, research conducted over the past ten years has indicated that this strategy for enforcing labour standards has several limitations.
When a company's needs for external credibility diverge from the demands of the market, the company may build compliance regimes that conflict with other economic operations. This decoupling has been found in several corporate ethics regimes (Weaver et al. 1999).
These programs have been subjected to a number of serious criticisms, the most prominent of which is that they segregate compliance activities from essential firm processes, therefore restricting their effect on the social performance of suppliers. The decision-making process for sourcing is often kept separate from the private regulatory enforcement process among multinational purchasers that employ compliance processes; as a result, these two activities frequently come into conflict with one another. It is very uncommon for managers of social compliance programs to complain that their coworkers in buying departments do not take the organization's objectives seriously (Harney, 2008). In addition, this point was made very clear in the Nike case study.
According to Nike, Inc. (2012) and Locke, (2013), some buyers have publicly admitted that their own sourcing practices contribute to the very social performance issues that compliance programs seek to address. These practices include designing, sudden changes in orders, poor quantity forecasting, and overloading the capacity of suppliers.
13. 11.1.2 Strengthening Nike's Supply Chain's Lean Capabilities
In the late 1990s, in response to issues in the supply chain regarding time, quality, and workplace conditions, Nike began a search for management interventions that might be implemented by its supplier base. In 2002, Nike secured long-term pledges from its footwear suppliers to implement the lean management and production approach that the company had developed. Two years later, in 2004, a specific training centre was established in order to educate plant managers in addition to Nike employees. By May of 2011, eighty percent of Nike's footwear suppliers had given their approval for the company to implement the new technique.
[bookmark: _Toc123567378]Because of the factors that were considered when reorganizing their system, Nike's method has the potential to be categorized as a lean strategy. The characteristics of the Nike system include things like the identification of the core value and the readjusting of manufacturing around it, the balancing of production processes, the reduction of inventory buffers and bottlenecks and works in progress and, as a result, the elimination of waste, the actual participation of machinists, as opposed to just engineers, in quality control and problem-solving was increased for constant development and adhering to 5S to improve operational stability, and a standard operating procedure (MacDuffie, 1995) 

Lessons Learned
It is unavoidable for any organization, regardless the size and capacity, to be challenged by the changes in the business environment. Nike faced the problem in the early 1990s. This case describes the ways Nike has handled the situation and regained their market share, improve the market share, increase the brand value, and the way they overcome the issue. This Nike case study sheds significant light on the importance of strategic management and creativity in establishing strategic tools. Knowledge-based core capabilities result in a sustained, outstanding performance was existed only in management literature. The combination of their consumer needs, design, marketing, and supply chain knowledge, innovation has resulted in a strategy that is successful, sophisticated, and difficult to imitate by competitors. Apparel industry analysis is done to identify the forces of the business environment with special attention to athlete wear. Being the number one brand for athlete wear, Nike has to meticulously design and organize their whole supply chain. The author recommends encouragement in "shared value" in global supply networks (Porter and Kramer, 2006). If this approach to manufacturing benefits global customers, supplier relationship management, and the manufacturing workers all at the same time, lean capability development may constitute a type of self-enforcing institutional change that promotes better working conditions in emerging economies. Further, for better performance in sustainability adopting a sustainability strategy is merely a minimal enabler. Companies must provide suitable organizational structure, implement performance measurement and reporting methods, and exert leadership to promote these values throughout the firm. Furthermore, for increased knowledge of sustainability objectives and performance, as well as a long-term emphasis on sustainability challenges, businesses must create an organizational culture that drives sustainable decision-making and behavior (Epstein, 2010). The surefire way to understand whether the implied strategy has worked well is the performance of the organization. Nike's effective repositioning initiatives were handsomely rewarded by customers and the investing community. Despite Nike's sales and stock share prices being sluggish in the late 1990s during the peak of the anti-Nike campaign (Klein, 2000), the overall earnings, and the stock price had all recovered by 2003(Nike, n.d.). Nike's social architecture offered a purpose and atmosphere for the creation and exchange of novel ideas. While a competitive advantage can never be totally guaranteed as in this case, Nike's approach to knowledge in this situation, and its absorption into key competencies of Nike, has most likely raised the possibilities of maintaining its superior performance.
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