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[bookmark: _Toc140235462]Executive Summary
This report focuses on the strategy of Nike Inc., a leading global sportswear company, exploring its effectiveness in nowadays’ business environment. Nike's strategy is examined through market forces and strategic drivers, considering influences from tools such as the PESTLE analysis, Five Forces analysis, and stakeholder analysis. The study identifies the advantages of Nike's strategy, including strong brand recognition, innovation, and a market-driven approach. However, it also highlights challenges such as reliance on third-party manufacturers and ethical concerns. Overall, Nike's strategy has enabled the company to maintain a competitive edge, but ongoing improvements are necessary. These improvements include addressing ethical and sustainability concerns throughout the supply chain, strengthening digital capabilities, and exploring new markets. The report concludes by accentuating the need for Nike to remain focused, monitor the environment, and adapt its strategy to navigate emerging challenges and seize opportunities.
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Strategy plays a critical role in determining the success and competitive advantage of businesses in the current market (Park, 2023). Strategy represent a set of deliberate actions and choices that guide an organization towards achieving its long-term goals and objectives (Park, 2023). An effective strategy integrates various internal and external factors, enabling businesses to adapt, innovate, and differentiate themselves from competitors (Park, 2023). At the same time, Park (2023) argues that a poor strategy can also be the cause of business not achieving their goals and objectives. Given this, businesses have started to work toward developing effective strategies that will make them successful and where all their targets will be achieved in order to gain competitive advantage (Park, 2023).
Nike Inc. represents an interesting case study for analysing the significance of strategy and its impact on organizational performance due to the fact that Nike is a global leader in the sportswear industry (Shaw, 2023).
This analysis of Nike's strategy aims to evaluate the advantages and disadvantages of its current approach, exploring how the company uses market forces and strategic drivers to drive its success. By examining Nike's strategic decisions and their outcomes, people can gain insights into the efficiency of the company's strategy in the current business environment. Furthermore, this study will provide a critical assessment of areas where Nike's strategy has been successful, while also identifying potential areas for improvement and future strategic directions. Ultimately, understanding Nike's strategy can provide valuable lessons for businesses operating in competitive industries, highlighting the importance of adaptability, innovation, and market awareness (Kindström, 2010).
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Nike is a global athletic footwear and apparel company that has become one of the most successful and recognizable brands in the world (Lebron, 2020). Nike’s history dates back to the early 1960s when it was founded as Blue Ribbon Sports (BRS) by Bill Bowerman, a track and field coach, and Phil Knight, a former middle-distance runner (Krentzman, 2007). The company initially operated as a distributor for the Japanese shoe company Onitsuka Tiger (now ASICS), importing and selling their athletic shoes in the United States (Krentzman, 2007). Bowerman and Knight started selling the shoes from the trunk of Knight's car at track meets and eventually opened their first retail store in Santa Monica, California, in 1966 (Krentzman, 2007). In 1971, BRS launched its own line of footwear, introducing the "Nike" brand name (Krentzman, 2007). The name Nike was inspired by the Greek goddess of victory (Kim et al., 2019). Nike gained significant attention and popularity through its innovative marketing strategies and successful deals with athletes (Kim et al., 2019). One of its most iconic early endorsements was with the legendary track and field athlete Steve Prefontaine (Moore, 2006). Through this endorsement, Nike's shoes started to gain a reputation for quality and performance, especially in the running community (Moore, 2006). In the 1980s, Nike made a strategic shift by focusing on basketball and signing endorsement deals with high-profile athletes such as Michael Jordan (Kim et al., 2019). The launch of the Air Jordan line of sneakers in 1984 revolutionized the basketball shoe industry and became a cultural phenomenon (Kim et al., 2019). Nike continued to expand its product offerings, entering new sports markets, and diversifying its apparel and equipment lines. It capitalized on the emerging fitness and aerobics trends of the 1980s and 1990s, further solidifying its position as a leading sportswear brand (Kim et al., 2019).
Nike also pursued strategic acquisitions and partnerships to expand its market presence. It acquired companies like Converse Inc. in 2003 and Hurley International in 2002, expanding its portfolio and reaching a wider consumer base (Kim et al., 2019). The increase of digital technology and e-commerce provided Nike with new opportunities for growth (Chanpaneri and Jain, 2021). The company included online retail, launched its official website, and developed innovative digital experiences to engage with customers (Chanpaneri and Jain, 2021). Nike also invested in technological advancements, introducing performance-enhancing features like Air cushioning and Flyknit material in its products (Senefeld et al., 2021).
Today, Nike is a multinational corporation with a global presence (Shaw, 2023). It operates numerous retail stores worldwide and sells its products through various channels, including online platforms (Shaw, 2023). Nike's success can be attributed to its constant focus on innovation, iconic branding, strategic partnerships, effective marketing campaigns, and the ability to adapt to changing consumer trends (Shaw, 2023). Within the last five years, Nike has been focused on growth and investment. Therefore, in 2018, Nike Inc. made two strategic acquisitions to perfect its digital strategy and accelerate its presence in the athletic apparel market (Liu, Liu, and Zhang, 2021). These acquisitions earned Nike the Mergers & Acquisitions' 2018 M&A Mid-Market Award for Strategic Buyer of the Year (Dyer, 2020). The first acquisition took place in March when Nike purchased Zodiac Inc., a consumer data analytics firm based in New York and Philadelphia (Dyer, 2020). Nike's acquisition of Zodiac Inc. aimed to use the consumer data analytics capabilities of the firm (Yao and Chen, 2019). By integrating Zodiac's expertise, Nike aimed to strengthen its understanding of customer preferences, behaviours, and purchasing patterns (Yao and Chen, 2019). This would enable Nike to build more personalized and targeted consumer experiences both in digital and physical retail environments (Yao and Chen, 2019). The second acquisition occurred in April when Nike acquired Invertex Ltd., a pioneer in the use of 3D scanning technology for customized shoes, based in Tel Aviv, Israel (Dyer, 2020). The acquisition of Invertex Ltd. aligned with Nike's commitment to innovation and customization (Yao and Chen, 2019). Invertex was known for its advanced 3D scanning technology, which allowed for precise measurements and customization of footwear (Yao and Chen, 2019). By incorporating Invertex's technology and expertise, Nike sought to enhance its ability to offer personalized and custom-fit shoes to consumers (Yao and Chen, 2019). These acquisitions reflected Nike's recognition of the growing importance of digital technology and data analytics in the sportswear industry (Yao and Chen, 2019). By investing in these innovative companies, Nike demonstrated its commitment to staying at the forefront of technological advancements and leveraging data-driven insights to strengthen its market position (Yao and Chen, 2019).
Nike's vision and mission have demonstrated a consistent focus on inspiration, innovation, and athletic performance throughout the company's history (Eyada, 2020). While minor refinements have occurred, the core principles have remained intact (Eyada, 2020). Nike's mission is to bring inspiration and innovation to every athlete in the world, with the belief that everyone is an athlete regardless of skill level (Eyada, 2020). This inclusive approach highlights Nike's commitment to adapt to diverse individuals and promoting an active lifestyle (Tantra, 2022). The vision statement aims for Nike to be the most authentic, connected, and distinctive brand, highlighting its aspiration to maintain a leading position in the industry while fostering meaningful connections with consumers (Eyada, 2020). Over time, Nike has adapted its approach to reflect changing market dynamics and societal trends (Tantra, 2022). Notably, the company has placed a greater emphasis on sustainability, setting environmental targets and incorporating eco-friendly practices to meet consumer expectations for more sustainable products (Tantra, 2022). Nike has also taken a stance on social issues, supporting diversity, equality, and inclusion (Tantra, 2022). Additionally, Nike has recognized the importance of digital technology and e-commerce, focusing on its digital strategy to enhance customer experiences and leverage data-driven insights (Yao and Chen, 2019). These adaptations shows Nike's response to evolving consumer demands and its commitment to remain a socially responsible and technologically innovative brand (Tantra, 2022).
Nike Inc. is a publicly traded company listed on the New York Stock Exchange (Van Assche and Narula, 2022). Nike’s ownership is shared among shareholders who own the company’s stock (Van Assche and Narula, 2022). Throughout its history, Nike has maintained its independence and has not been owned by another organization (Van Assche and Narula, 2022). The founders, Bill Bowerman, and Phil Knight established the company, and ownership control has been held by them and subsequent shareholders (Van Assche and Narula, 2022). Nike has grown organically and through strategic partnerships and acquisitions, without significant ownership changes by external organizations (Van Assche and Narula, 2022).
Nike operates with a structure that includes Strategic Business Units (SBUs) to effectively manage its diverse product categories and markets (Gibbert et al., 2023). These SBUs represent different business segments within the company, such as footwear, apparel, equipment, and subsidiary brands like Converse and Hurley (Gibbert et al., 2023). Each SBU operates with a certain level of autonomy, allowing them to focus on their specific market segment while aligning with Nike's overall vision and mission (Gibbert et al., 2023). This SBU structure enables Nike to develop tailored strategies, allocate resources effectively, and satisfy the unique needs and demands of different customer segments (Gibbert et al., 2023). Despite operating as separate SBUs, they are all part of Nike Inc., contributing to the overall growth and success of the organization (Gibbert et al., 2023).
In the fiscal year 2021/22, Nike Inc. reported a net profit/loss of $5.727B, which represent a 125.56% increase from 2020 (Nike Inc., 2022). This figure represents the company's financial performance during that period and reflects its ability to generate profits or incur losses (Nike Inc., 2022). Regarding market share, Nike is a prominent player in the global athletic footwear and apparel industry. As of October 2022, Nike's market share in the global sportswear segment stood at 43.7% (WallStreetZen, 2022). This indicates the portion of the market that Nike holds relative to its competitors, demonstrating its strong presence and competitive position in the industry (WallStreetZen, 2022).
Nike Inc. has several major stakeholders, particularly those with a financial interest in the company. These include shareholders and investors who own Nike's common stock and benefit from dividends and capital appreciation (Sanford, Grafnetterova and Loa, 2023). Financial institutions, such as banks and investment firms, hold Nike's stock and provide financial services (Sanford, Grafnetterova and Loa, 2023). Mutual funds and pension funds invest in Nike to diversify their portfolios (Sanford, Grafnetterova and Loa, 2023). Analysts and research firms provide insights and recommendations to investors (Sanford, Grafnetterova and Loa, 2023). Bondholders lend money to Nike through corporate bonds, and creditors and lenders offer loans or lines of credit (Sanford, Grafnetterova and Loa, 2023). While financial stakeholders are significant, Nike also recognizes the importance of other stakeholders, including customers, employees, suppliers, communities, and regulatory bodies, in contributing to the overall success and sustainability of the company (Sanford, Grafnetterova and Loa, 2023).
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By looking at the SWOT analysis, Nike holds several strengths that contribute to its success, including strong brand recognition and global presence (Shaw, 2023), innovation and product design expertise (Mancuso, Petruzzelli and Panniello, 2023), an extensive distribution network (Berndt, Fantapié Altobelli and Sander, 2023), effective marketing and advertising strategies (Shaw, 2023), and a diverse product portfolio (Shaw, 2023). However, the company also faces weaknesses, such as dependence on third-party manufacturers (Berndt, Fantapié Altobelli and Sander, 2023), vulnerability to fluctuations in raw material prices (Berndt, Fantapié Altobelli and Sander, 2023), occasional arguments related to labour practices and supply chain (Crippen, 2023) and reliance on endorsements for brand image (Kim et al., 2019). Nike has opportunities to explore, such as the growing demand for athleisure and fitness apparel (Yan, Brown, and Greenleaf, 2022), expansion into new markets (Yan, Brown, and Greenleaf, 2022), digital transformation and e-commerce growth (Yan, Brown, and Greenleaf, 2022), and the emphasis on sustainability (Tavanti, 2023). However, the company also faces threats, including intense competition (Shaw, 2023), counterfeit products (Peinkofer and Jin, 2022), economic downturns (Peinkofer and Jin, 2022), and shifting consumer preferences (Tavanti, 2023).
Moving into the PESTLE analysis, Nike is affected by multiple external factors. From a political perspective, Nike is influenced by government regulations, trade policies, labour laws, and political stability in various countries where it operates (Distelhorst, Hainmueller and Locke, 2017). Economically, the company is affected by economic conditions, exchange rates, and consumer spending patterns (Auer and Schoenle, 2016). Socially, Nike must consider cultural shifts, lifestyle trends, demographic changes, and evolving consumer preferences (Ferraro, Hemsley and Sands, 2022). Technologically, the company needs to stay informed of advancements in digital innovation and e-commerce (Baghaturia and Johnson, 2014). Environmentally, Nike is impacted by sustainability initiatives, environmental regulations, and increasing concerns about climate change (Park, 2023). Legally, Nike must comply with intellectual property laws, product safety regulations, and labour regulations (Cooper, 2023).
Porter’s Five Forces Analysis revealed that Nike faces the threat of new entrants to the sportswear industry, but entry barriers are moderate due to the company's strong brand recognition and market share (Shaw, 2023). The bargaining power of suppliers is also moderate, as Nike maintains a wide supplier base but relies on key manufacturers (Berndt, Fantapié Altobelli and Sander, 2023). The bargaining power of buyers is moderate to high, as customers have access to alternative brands and products (Ferraro, Hemsley and Sands, 2022). The threat of substitutes is moderate, with available alternatives to Nike's products (Peinkofer and Jin, 2022). Competitive rivalry is high, as Nike faces intense competition from established sportswear companies like Adidas and New Balance (Shaw, 2023).
Nike developed a combination of Porter's Generic Strategies. The company focuses on cost leadership by leveraging economies of scale and efficient operations to offer competitive prices to customers (Shaw, 2023). Simultaneously, Nike pursues differentiation through innovative design, cutting-edge technology, and strong branding to stand out from competitors (Shaw, 2023). Furthermore, Nike applies a focused strategy by targeting specific customer segments, such as athletes or certain sports, to tailor its offerings and meet the unique needs of those markets (Yan, Brown, and Greenleaf, 2022).
Within Nike's product portfolio, different categories fall into different quadrants of the BCG Matrix. Key categories like athletic footwear and apparel are positioned in the Stars quadrant, indicating high market share and growth potential (Shaw, 2023). These products are significant drivers of Nike's success. Other segments may fall into the Cash Cow or Question Mark quadrants, depending on their relative market share and growth rate. Cash Cow products are mature and have a high market share, generating steadycash flow, such as the Jordan line (Nike Inc., 2022). Question Mark products have the potential for growth but have lower market share and require careful investment decisions (Nike Inc., 2022).
Nike has a wide range of stakeholders, including shareholders, investors, customers, employees, suppliers, communities, non-governmental organizations (NGOs), and regulatory bodies (Kwestel and Doerfel, 2023). Shareholders and investors seek financial returns on their investments (Kwestel and Doerfel, 2023). Customers expect high-quality products, innovation, and positive experiences (Kwestel and Doerfel, 2023). Employees expect fair treatment, a safe working environment, and career development opportunities (Kwestel and Doerfel, 2023). Suppliers seek strong partnerships, fair trade practices, and adherence to sustainability standards (Kwestel and Doerfel, 2023). Communities expect Nike to be a responsible corporate citizen, creating jobs, supporting local initiatives, and minimizing environmental impact (Kwestel and Doerfel, 2023). NGOs and regulatory bodies monitor Nike's practices, ensuring compliance with ethical and legal standards (Kwestel and Doerfel, 2023). Nike engages with stakeholders through corporate social responsibility programs, sustainability efforts, supplier partnerships, and transparent reporting, addressing their specific interests and expectations (Nike Inc., 2022).
Nike, as a global leader in the athletic footwear and apparel industry, operates in a dynamic market influenced by various market forces (Javani, Bonabi and Ashena, 2023). When considering market forces, the Five Forces analysis showed that happens on Nike's competitive landscape (Shaw, 2023). Intense competition within the sportswear industry presents challenges for Nike, as established rivals like Adidas and New Balance strive to capture market share (Shaw, 2023). At the same time, Nike must take into consideration all the external factors identified within the PESTLE analysis than can affect the company both positively and negatively (Javani, Bonabi and Ashena, 2023). While stakeholder influence is also important for a comprehensive analysis of their influence on Nike, focusing on market forces provides insights into the external factors shaping Nike's strategic options and decision-making (Javani, Bonabi and Ashena, 2023). By assessing the impact of political, economic, social, technological, environmental, and legal factors, alongside competition and industry dynamics, Nike can position itself strategically in response to these market forces (Javani, Bonabi and Ashena, 2023). The company needs to navigate these forces effectively to maintain its market leadership, capitalize on growth opportunities, address potential threats, and meet the growing expectations of consumers and the market (Javani, Bonabi and Ashena, 2023).
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The influences identified through market forces, such as those highlighted in the PESTLE analysis, can potentially distance the organization away from its deliberate strategy towards an emergent one (Kang and Kim, 2023). Market forces are dynamic and can significantly impact the organization's drivers and strategic options (Kang and Kim, 2023). Kang and Kim (2023) argue that, as these forces change, organizations may need to adapt their products, SBUs, and overall strategies to remain competitive and capitalize on market opportunities. For example, changes in the economy, political environment, or other PESTLE factors can result in shifts in market growth (Jafari‐Sadeghi et al., 2022). Economic downturns may lead to a decline in consumer spending, affecting the demand for Nike's products (Jafari‐Sadeghi et al., 2022). Equally, a favourable economic environment with increased disposable income can lead to market growth and expansion opportunities for the organization (Csontó, 2014). Political factors, such as regulatory changes or trade policies, can also influence market conditions and present challenges or opportunities for Nike's strategy (Distelhorst, Hainmueller and Locke, 2017). In response to evolving market conditions, Nike may need to modify its product offerings, enter new markets, or explore emerging trends to stay aligned with customer preferences and maintain market relevance (Shaw, 2023). The organization may need to adjust its strategic direction to leverage growth opportunities or mitigate the impact of market decline (Shaw, 2023). This could involve shifting resources, reallocating investments, or even repositioning SBUs to better align with changing market dynamics (Shaw, 2023). The emergence of a new strategy can be driven by market forces that require the organization to adapt, innovate, and explore new avenues for growth (Niosi, 2018). It is crucial for Nike to continuously monitor market forces, assess their impact on the organization's drivers and strategic options, and be agile in responding to changes (Niosi, 2018). By embracing an emergent strategy, Nike can seize opportunities, mitigate risks, and ensure its long-term sustainability in a dynamic market landscape (Niosi, 2018). Nike's focus on strategy incorporates both corporate and business levels. At the corporate level, Nike sets the overarching strategic direction for the entire organization (Nike Inc., 2022), while at the business level, it formulates specific strategies for individual strategic business units (SBUs) or product categories (Gibbert et al., 2023).
Regarding the influence on planning, Nike's strategy appears to draw from multiple schools of thought. The organization's emphasis on innovation, product design, and staying at the forefront of technological advancements aligns with the design school of strategy (Sarbah and Otu-Nyarko, 2014). Nike's strong brand recognition and marketing campaigns reflect elements of the marketing school of thought, emphasizing customer-centricity and creating value for consumers (Palmer, Lindgreen and Vanhamme, 2005). Additionally, Nike's focus on sustainability and social responsibility aligns with the growing influence of the environmental and ethical schools of strategy (Campbell, 1997).
As for the nature of Nike's strategy, it exhibits elements of both deliberate and emergent approaches (Kopmann et al., 2017). The deliberate strategy is evident in the company's long-term vision, core values, and overarching goals, which guide its actions and provide a sense of direction (Kopmann et al., 2017). However, Nike also embraces emergent strategy as it continuously adapts and responds to changes in the market, industry, and consumer preferences (Kopmann et al., 2017). The organization's ability to pivot, innovate, and explore new opportunities demonstrates a degree of emergent strategy (Kopmann et al., 2017). In terms of strategic drivers, Nike's strategy is primarily market-driven (outward-facing) (Lehmann, 2016). The organization closely monitors market trends, consumer preferences, and competitive forces to identify growth opportunities and respond to changing market dynamics (Lehmann, 2016). Nike's emphasis on understanding customer needs, delivering superior products and experiences, and staying ahead of market trends reflects its market-driven strategic approach (Lehmann, 2016). Given this, Nike also recognizes the importance of its internal resources and capabilities (Lehmann, 2016). The organization effectively uses its brand strength, product innovation, supply chain efficiency, and technological expertise as key enablers of its market-driven strategy (Javani, Bonabi and Ashena, 2023). By leveraging its internal resources and capabilities, Nike aims to meet customer demands, create competitive advantages, and drive sustainable growth (Javani, Bonabi and Ashena, 2023).
Overall, Nike's strategy incorporates elements of multiple schools of thought, exhibits both deliberate and emergent aspects, and emphasizes a market-driven approach while leveraging its internal resources and capabilities.
Nike's current strategy has several advantages. Firstly, the company has established strong brand recognition and identity globally through its iconic logo, effective marketing campaigns, and endorsement deals with renowned athletes (Shaw, 2023). This strong brand image resonates with consumers and helps differentiate Nike from competitors (Shaw, 2023). Secondly, Nike's focus on innovation in product design and technology gives the company a competitive edge (Mancuso, Petruzzelli and Panniello, 2023). By consistently introducing new and improved products, Nike stays ahead of market trends and meets customer demands (Mancuso, Petruzzelli and Panniello, 2023). Lastly, Nike's market-driven approach allows the company to adapt to changing consumer preferences and market dynamics (Javani, Bonabi and Ashena, 2023). By closely monitoring market trends and customer needs, Nike can tailor its product offerings, marketing strategies, and distribution channels to maintain its competitiveness (Javani, Bonabi and Ashena, 2023).
Nike's current strategy also presents certain challenges and disadvantages. One key concern is the company's reliance on third-party manufacturers (Berndt, Fantapié Altobelli and Sander, 2023). While this outsourcing model provides cost efficiency and scalability, it exposes Nike to risks associated with supply chain management, such as quality control issues, labour controversies, and production disruptions (Berndt, Fantapié Altobelli and Sander, 2023; Crippen, 2023). Additionally, Nike operates in an intensely competitive industry, facing rivalry from established competitors like Adidas and New Balance (Shaw, 2023). This competitive landscape puts pressure on Nike's market share, pricing power, and profitability (Shaw, 2023). Furthermore, ethical and sustainability concerns pose risks to Nike's strategy (Crippen, 2023). The company has faced criticism for labour rights violations and sustainability practices, which can harm its reputation and brand image (Crippen, 2023). Nike must proactively address these concerns to maintain consumer trust and meet evolving societal expectations (Crippen, 2023). 
By capitalizing on its strengths and addressing the associated risks, Nike can continue to thrive in the highly competitive sportswear industry.
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In conclusion, Nike has successfully implemented a market-driven strategy that aligns with the dynamic environment of the sportswear industry. By using tools such as the PESTLE analysis and Five Forces analysis, Nike has demonstrated a deep understanding of the external factors influencing its business. The company's emphasis on strong brand recognition, innovation, and a customer-centric approach has positioned it well in today's competitive market. Nike's current strategy has shown positive results in many aspects. The company's strong brand recognition and global presence have enabled it to capture a significant market share. Nike's focus on innovation has allowed the company to introduce cutting-edge products and stay ahead of market trends. The market-driven approach, supported by an extensive distribution network, has facilitated effective responses to changing consumer preferences and market dynamics.
However, while the company has made significant progress, it faces challenges such as reliance on third-party manufacturers, intense competition, ethical and sustainability concerns, and shifting consumer preferences. Nike must continue to address these challenges to ensure the sustainability of its success. At the same time, Nike must continue strengthening oversight and collaboration with suppliers to ensure responsible and ethical practices throughout the supply chain. The company should also prioritize sustainability initiatives, enhancing environmental practices and transparency to meet growing consumer expectations in this area. Furthermore, Nike should continue to invest in research and development to maintain its reputation as an innovative industry leader. In addition, exploring new markets, especially in emerging economies, can provide opportunities for further growth. Strengthening digital capabilities and enhancing the online customer experience will also be important to keep track with the evolving retail landscape.
Overall, while Nike's current strategy has achieved considerable success, the organization needs to remain focused, continuously monitor the environment, and adapt its strategy to address emerging challenges and profit of new opportunities. 
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