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	RESEARCH
	For this assessment, you can use Generative AI to support you in research and data analysis.
	Yes ☒


No ☐

	STRUCTURE
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	Yes ☒


No ☐
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	For this assessment, you can use Generative AI to create text for submission.
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	For this assessment, you can use Generative AI to create creative materials, such as images.
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[bookmark: _Toc237291298]Introduction
Nike is a world-renowned apparel company. There are various rivals in the UK, and the sportswear business is well-known here since UK customers enjoy athletics and leading healthy lifestyles; thus, Nike has a significant opportunity in the European market. Nike’s financial resources and talents are extremely unique. The corporation continually invests in research and development, and these creative products and designs are unique. In addition, they use a variety of digital technologies to boost customer satisfaction and expedite operations. Furthermore, the company's personnel management and commitment to delivering the best working environment set it apart, and people enjoy working for them. This study intends to present Nike's strategic business operation by presenting the PESTEL, VRIO, and SWOT analyses. This research will exclusively cover Nike's sportswear product service in the UK market. The company will also comment on its CSR approach, and the report will conclude with strategic decisions that the company should make to alleviate these problems.
[bookmark: _Toc237291299]Organisational context and overview
Nike is an American multinational corporation based and headquartered in Beaverton, Oregon, and is a leading company in the world of sportswear. The company was renamed Nike Inc.; before that, it was originally called Blue Ribbon Sports (Hrastovec, 2017). The company is so renowned because they are the largest suppliers who provide several products, like athletic shoes and apparel. The company now operates in more than 190 countries, and for this report, the UK market has been selected, as the company has huge significance in the European market. Nike expanded their business in the European market in 1978, and they are in intense competition with other competitors like Adidas and Puma. In 2008, a footwear energy efficiency program with five contract manufacturers was launched by Nike, and the company's certain effectiveness on this project has shown excellent results: a 9% increase in production (Liu, 2021). They need to deal with several competitors, and despite being one of the most powerful companies worldwide, there is still some potential threat to the company from their competitors. That is why in 2008 Nike spent almost $3.5 billion on marketing to overpower competition (Sahradyan, 2022).
The mission of the company is to reach every athlete not only by bringing them inspiration and innovation but also by providing them a mindset of winners. The company also invests significantly in its research and development team because they believe innovation is necessary to provide athletes with new technologies in order to motivate them to lead a healthy life.
Values
The company has always aimed to promote the idea of success and is, in fact, taking a clear stand against racism (Yao and Chen, 2019). The company does not believe in racism, so they have taken several initiatives in their workplace and are promoting gender equality debates and empowering women by way of several digital advertisements.
[bookmark: _Toc237291300]External and internal analysis
[bookmark: _Toc237291301]PESTEL analysis
Political factors
This dimension of PESTEL analysis elaborates on the governmental policies and actions of a country that influence the organisation's business operations. Favourable UK government policies
Government policies are a big problem for organisations that operate on a worldwide scale. In the United Kingdom, the government has consistently implemented growth-oriented policies to assist foreign organisations in growing and expanding. The United Kingdom's trade policies, stable administration, and internationally competitive tax arrangements all contribute to its growth. Furthermore, trade rules in the United Kingdom are changing in response to Brexit, which has a detrimental influence on Nike operations by increasing import procedures and shipping expenses.


Opportunities and Threats
The UK has a stable political climate that supports a large athletic goods industry, which presents an excellent opportunity for Nike. To increase demand, the UK government has launched several measures encouraging sports participation.
Nonetheless, geopolitical conflicts can shape trade barriers, as seen in the present war between Russia and the United States. Because of geopolitical conflicts, increasing quotas and tariffs have resulted in a lower supply of Nike sportswear in numerous countries; thus, even if the conflict is not directly affecting the UK, its indirect impact on Nike is significant.
Economic factors
Fluctuating profit margin: Because Nike conducts all of its operations on a global scale, currency exchange and international interest rate stability are critical to the company's constant growth. Many enterprises in the UK are facing a higher inflation rate, and the cost of living crisis immediately influenced consumers' purchasing behaviour by reducing consumers' disposable income, making some customers more price-sensitive. According to Forbes, the gross profit margin for the Nike apparel division declined by 2.4% in 2011, and the primary reason was the volatile economic conditions around the world (Craik, 2020).
Opportunities and threats
The company provides several affordable sportswear products, like entry-level compression wear, training t-shirts, and shorts, which can be found under £50 (Nagendra, 2025). Nike doesn’t work with affordable products only; most of Nike's products of Nike are premium quality, and higher-income consumers are still engaged in premium sportswear. The rising labour costs in developing countries are becoming the top concern for Nike because they rely heavily on cheap labour operations. Along with the labour cost increase, transportation can also pose a threat for Nike.


Social factors
This dimension of the PESTEL study will assess the external elements that impact the behaviours of the targeted consumers, as well as whether these factors are consistent with the brand's image and values, such as when athletes or sportsmen buy Nike products. Consumers nowadays are very mindful of their brand identification. Nike has grown into one of the highest-quality food product providers, and rising brand awareness has aided the company's expansion. To improve its reputation, the corporation used various technologies to introduce new designs and styles.
Opportunities and threats 
Nike customers are growing more health- and fashion-conscious as they want to preserve their body shape and physique. With these fashion concerns, people are inadvertently becoming targeted buyers because they increase sales by dressing themselves to appear athletic. All of this increased fitness and consumer consciousness is a fantastic potential for Nike, but consumers also expect ethics and sustainability, which can represent a challenge.
Technological factors
Nike does not compromise on innovation or originality; thus, it spends substantially on digital innovation via the Nike app, SNKRS platform, AI-driven recommendations, and data analytics. According to 2015 statistics, Nike reported a 55% rise in online sales (Hayes and Venkatraman, 2018). The company uses digital platforms such as social media and their own app to reach customers and gain popularity and attractiveness of its product.
Opportunities and threats
Previously, in order to enter a new country, the corporation had to rely on franchisees and stores, but thanks to technological advancements, they no longer rely only on them. Online shopping is becoming increasingly popular in the United Kingdom, and digital technology can help to improve customer interaction and direct-to-consumer sales.

Environmental factors
Nike has launched various programs to promote sustainable production, including the Move to Zero idea, which aims to minimise carbon emissions, recycle resources, and reduce waste. Nike unveiled its latest collection, a tech pack. The speciality of the latest sportswear is that it spins body-informed and environmental data into focused and functional forms (Rowland, 2026). This collection also stands out for its use of knit and woven textiles. Which is a sustainable products designed to give athletes a full range of motion.
Legal factors
One of the key responsibilities for the companies is to comply with UK employment legislation, consumer protection rules, intellectual property laws, and environmental requirements; otherwise, they would face penalties or fines. If suppliers do not satisfy compliance criteria, the organisation will incur significant reputational risk. On November 5, 2017, the Paradise Papers, a collection of classified electronic papers about offshore investment, showed that Nike was one of the corporations who utilized offshore companies to dodge taxes (Rowland, 2026). This news generated a huge threat for Nike, but the company managed to survive with their extra efforts afterwards.

	
Source: Journal: Acta Scientiarum Polonorum. Oeconomia, 19(4), 2020, pp. 25–33. (Date collected)
The figure above depicts Nike's PESTEL analysis in the UK sportswear market. According to this analysis, the economic, social, and technological aspects received the highest scores, indicating that they have the most strategic importance. On the other hand, political, environmental, and legal considerations have a moderate influence. Overall, if the company continues to develop and invest in digital technologies, it will be successful in the UK sportswear industry.
[bookmark: _Toc237291302]SWOT analysis
· Strengths
By assessing the company's strengths, it will be discovered which aspects make it one of the top brands, particularly in the United Kingdom. One of Nike's greatest strengths is that it is a worldwide recognised brand, and its positive reputation allows it to draw customers even when it charges higher costs. Another significant aspect of the corporation is its technological innovation, as few sectors invest as heavily in advanced technologies like Air Max, Flyknit, and Zoom X (Hrastovec, 2017). The organisation is always innovating and working on its digital transformation plan, such as launching mobile applications and membership programs, to better connect consumers without requiring direct encounters.
· Weaknesses
Despite its strengths, even such a globally renowned company as Nike faces several internal weaknesses. One of the common weaknesses of the company is that they heavily rely on third-party manufacturers. The company manufactures their product in Asia, and although it reduces production costs, as in Asia, the labor cost is comparatively lower, it increases vulnerability to supply chain disruption, political instability, and labour shortages. Reputation is a very tough thing to maintain, especially for a global company. Nike sometimes faces allegations relating to labour conditions or environmental issues, even if related to taxes, which can impact consumer trust directly because nowadays consumers are very conscious about sustainability and ethical business practices.
· Opportunities
Nike's strongest chances are in the United Kingdom, where the sportswear market is growing as more people participate in sports and fitness. Consumers in the United Kingdom enjoy wearing sports gear for everyday activities since it has become fashionable, and they feel quite comfortable in these outfits. The UK organisation also represents a significant opportunity for Nike because the increasing rise of e-commerce, artificial intelligence, and personalised shopping experiences can help Nike gain more customers and boost customer engagement (Ranjan, 2016).
· Threats
Despite all of the chances, one of the most significant dangers to Nike is the presence of fierce competitors, such as Adidas and Puma, who are also doing well in the sportswear business. These competitors also introduced innovative products and aggressive marketing campaigns; besides, they also have an excellent brand image, which can increase pressure on Nike. Political unrest and international law can also pose a threat to Nike, as inflation and rising living costs can reduce consumer purchasing power and demand for sportswear.
[bookmark: _Toc237291303]VRIO analysis of Nike
The VRIO framework was developed by Barney and is used for assessing the current situation of the company. A detailed review analysis of Nike is described below.
	Capabilities  
	Valuable 
	Rare
	Imitable
	Organized
	Advantage 

	Appraisal of resources
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	financial performance 
	Yes
	Yes
	No 
	Yes
	Competitive advantage

	Workforce 
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	Suppliers 
	Yes
	Moderate 
	High 
	Yes
	Competitive advantage

	Technology 
	Yes
	Moderate 
	Moderate 
	Yes
	Moderate 

	Brand identity 
	Strong 
	Moderate 
	No 
	Yes 
	Competitive advantage

	Product quality 
	Strong 
	Moderate 
	Moderate 
	Yes 
	Moderate 


 
Value
The first component of this study is the appraisal of resources, which analyses their availability, worth, and usefulness. Nike's financial performance is extremely good, giving them a competitive advantage and an edge in repelling any threats. According to the fiscal report 2025, full-year revenues were $46.3 billion, down 10% on a reported basis from the previous year and 9% on a currency-neutral basis (Liu, 2021). Aside from that, Nike has a very strong team of employees who are loyal, trained, and skilled and contribute significantly to the firm. Nike handles their supply chain strategically and does not rely on a single source, which results in a highly efficient distribution network. Continuous innovation is another Feature of Nike: investing in digital technology and introducing new technologies like Air Max cushioning, Flyknit materials, etc.
        [image: NIKE AIR MAX PLUS UNIVERSITY RED MENS SIZE UK 8.5 EUR 43 US 9.5 HM9611-100 | eBay UK]   [image: NIKE: free flyknit running shoes]
      Figure 1: Nike Air Max Sneakers Figure 2: Nike Flyknit material 
https://www.nike.com/za/w/air-max-plus-shoes-ahvdnzy7ok
Rarity
The rarity of the organisation evaluates whether other competitors have a similar kind of resource. Analysing the rarity is necessary because if the particular company has a rare resource, it will provide them a competitive advantage. In the case of Nike, it doesn't depend on sports and athletic wear, but they also provide casual lifestyle fashion products, and there are very few organisations that work with both of these product types. The technology Nike uses is also rare because most competitors possess applications, but in the case of Nike, they have installed some very innovative digital tools.
Imitability
Nike has established a strong reputation, and imitating their strategy is incredibly costly. It is true that some competitors operate with similar products, such as sportswear and athletic products, but they would have to spend tens of billions of dollars to exactly replicate Nike. Nike has already obtained certain long-term or lifetime contracts in order to remain competitive and on top; therefore, numerous competitors have been locked out as a result of relationships with Nike. Technology can be imitated because there are multiple commercially successful competitors, such as editors, that employ comparable apps and data-driven infrastructure.
Organization
The marketing strategy of Nike is very organised, as it is accepted globally, and their retail layout and product lines are also perfectly maintained to support their elite brand imagery. The company has several sub-brands, like Jordan Brand, which is a part of their organisation because they believe that partnering with other industries will bring equal benefit (Ranjan, 2016). The internal teams for the technology department are motivated and skilled enough to transform app insights into immediate product inventory corrections, so even if it is inimitable, Nike has skilful employees who can manage all the consequences.
[bookmark: _Toc237291304]Corporate social responsibility strategy and its alignment with business objectives of Nike
Nike effectively handles their corporate social responsibility, and their corporate strategy supports long-term business objectives and also social and environmental well-being. Nike actively works on environmental sustainability, ethical sourcing, and diversity because they work with premium products and need to maintain quality, so they have made all these processes into their core business operations.
One of Nike's major CSR projects is the "Move to Zero" program, which aims to achieve zero carbon emissions and zero waste from production and operations (Covington and Medvedev, 2024). To carry out this policy, Nike boosted the usage of recycled materials in footwear and apparel, as well as considerable investments in renewable energy to lessen environmental effects. This project promotes positive intentions and raises consumer knowledge of sustainability.
                                   [image: ]
https://hypebeast.com/2021/9/nike-air-zoom-alphafly-next-nature-release-info
Figure 3: Nike Move to Zero Campaign
Aside from sustainability, Nike prioritises ethical sourcing and responsible supply chain management. The corporation has several suppliers who must follow the code of conduct, which includes labour rights, workforce safety, salaries, and environmental performance. Although Nike was criticised for its labour practices in the 1990s, the business currently effectively monitors the suppliers (Hemphill and WHITE, 2016). Despite the company facing several challenges because they rely on third-party manufacturers, the company needs to conduct continuous supplier audits in order to ensure they are committed to responsible business practices.
Nike has a huge workforce, and it is their CSR strategy that the company is committed to diversity, equity, and inclusion. The company provides a healthy and equal employment opportunity. There is a transparent communication channel among the team members; besides, they are also working on increasing leadership diversity. The company not only thinks about its employees but also invests in community development. The company works with sportswear that encourages youth participation in sports, which improves physical activity and promotes a healthier lifestyle, which is very important in today's time. Nowadays, people are much more immersed in their work life, so they can’t maintain a healthy lifestyle, but Nike encourages them and promotes doing physical activity.
[bookmark: _Toc237291305]Balanced scorecard analysis of Nike UK sportswear market
Kaplan and Norton established the balanced scorecard, which is used when a firm wants to plan its strategy and management system; it might be anything, such as developing effective communication or delivering the project's products and services. The term "balance" refers to the use of strategic measurements in addition to standard financial information to obtain a more comprehensive picture of organisational performance.

	Perspective 
	Objectives 
	     KPIs
	Targets
	Strategic initiatives

	Financial

	One of Nike's primary goals is to increase sales and profitability in the UK sportswear market while maintaining its premium positioning strategy.

	KPIs for this purpose include UK sales revenue growth, operating profit margin, direct-to-consumer revenue, and ROI.

	The top target is increasing its annual UK revenue by 8 to 10%. During 2016 and 2017, the company spent $3.2 billion and $3.3 billion, respectively, and as a result, it has successfully targeted more customers (Hayhurst and Szto, 2016).

	To meet this target and objective, the organisation is expanding their digital platform. In addition, the organisation must build a membership program and optimise its pricing approach. Another technique is to improve operational efficiency while maintaining product quality. 

	Customer
	 Another main goal is to increase client happiness and loyalty so that they will only buy Nike gear. 
	This objective's Key performance indicators are customer satisfaction (CSAT), Net Promoter Score (NPS), membership growth tracking, and customer retention rate (Ansoff et al.,  2018). 
	Nike must evaluate Net Promoter Scores and membership growth on a daily basis in order to increase repeat purchase rates and ensure consumer satisfaction with their service. 
	In order to achieve the objective, Nike invests significantly in marketing and introducing exclusive product launches such as their sneakers, T-shirts, and shorts, which are very attractive designs and quality goods.

	Internal business processes

	Improving operational efficiency and enhancing performance and sustainable business practices are the internal objectives.

	The  Key performance indicators for this target include product development cycle time; order fulfilment rate to commence sustainability, implementing a recycling program, and determining the proportion of recycled materials used; and monitoring supply chain efficiency.
	Time management is critical; therefore, one of the primary goals is to reduce product development time, improve delivery performance to raise customer happiness, and take measures to increase the use of sustainable materials, even on product packaging.

	Nike makes major investments in increasing their sustainability program, including sustainable manufacturing, supplier management, and performance monitoring. They also make major investments in AI-driven inventory planning to increase both logistical and operational efficiency.


	Learning and growth
	A company's personnel should be its main focus, and Nike aims to build employee talents while simultaneously promoting constant innovation. This initiative will only benefit them.
	This objective's key performance indicators include staff engagement, employee training program organisation, and innovation investment. Also, keep track of the employee retention rate.

	The company's goal is to increase employee training and engagement in order to boost retention and maximise their capacities for continuous innovation and creative product launch (Ansoff et al., 2018).

	The company's plan involves upgrading its leadership programs and giving digital training to staff. They also keep diversity and inclusion programs in the workplace.



[bookmark: _Toc237291306]Strategic Choices and Implementation
[bookmark: _Toc237291307]Strategic choice
Nike has raced to the top, and at the business level, their strategic options are cost leadership and differentiation. The cost leadership strategy is a corporate approach that focuses on gaining a competitive advantage by lowering costs across the organisation (Abubakar et al., 2024). In cost leadership strategies, organisations adhere to two major concepts: low-cost strategy and best-value strategy. In a low-cost approach, the organisation provides items to a wide variety of consumers at the lowest price available on the market, whereas the best-value approach provides products to a wide range of consumers at the best price-to-value available (Jerab and Mabrouk, 2023). Nike's competitive position is based on premium product quality; thus, they need to keep their brand identification and extensive marketing, so providing affordable products is not a priority for Nike. The company also needs to invest in research and development of sustainable innovations and implementation of digital tools, which require huge financial costs, and maintaining a low product price is not suitable for Nike.
There is another strategy, which is differentiation, that suggests organisations should differentiate themselves through continuous product innovations, strong brand equity, advanced sports technology, and many more things that cannot be imitated by competitors (Tojiri, 2023). It is the best business strategy for Nike because they have brand prestige, and they have committed to consumers that they will provide the best products. The company continuously works on their product innovation and also introduced several digital collections that strengthen its consumer engagement and loyalty.
                     [image: How Nike Flyknit revolutionized the age-old craft of shoemaking | Partner zone Nike | The Guardian]
https://www.nike.com/flyknit
The most appropriate strategy is differentiation.
The differentiation approach will be the most effective for Nike because it advises that organisations deliver various products, features, or services to their target audience in order to remain competitive and obtain a market advantage. This method emphasises a company's distinguishing traits or unique value proposition, which may include its product offers.
[bookmark: _Toc237291308]Validation of the recommendations of Porter's five forces
· Competitive rivalry: It is high. Nike competes with Adidas, Puma, and Under Armour in the same sportswear category. Product and provide to Nick to strive for greater market penetration.
· Bargaining power of suppliers: In terms of suppliers, the company does not need to be concerned because they have great control over their suppliers and do not rely on a single source for inventory management. Nike's sportswear items are manufactured in over 42 countries, and the company has a large number of suppliers spread across the globe 
· Bargaining power of buyers: Because of the luxury and higher price, there is a risk of losing cost-conscious customers; however, this sort of client is extremely rare. Nike has mitigated this risk by focusing on performance and design. Several musicians wore Nike sportswear in films like "Back to the Future II". The Nike Mag sneakers from Back to the Future II were never actually released. Nike did release a limited edition run of 1500 pairs in 2016 (Yao and Chen, 2019). Because of the exclusive design and the quality, consumers who are knowledgeable enough about these high-quality and expensive shoes are willing to purchase them, so the power of buyers is moderate.
· Threat of substitute: Aside from competitors like Adidas and Puma, there are various more local and international brands that are doing an amazing job, against whom Nike must compete. Cost-conscious customers can switch to other companies because Nike produces premium-quality products, but those who prioritise design and quality will not leave; therefore, purchasers' negotiating power ranges from moderate to strong. It doesn't always matter what the price is, but competitors like Adidas or Puma offer the same quality products, as well as luxury products, so buyers have various options.
· Threats of new entrants: The threats of new entrants are low for Nike because the company has developed its brand through so many investments in its marketing, digital technologies, recruitment of employees, and many more (Waworuntu et al., 2024). So any new company would need to deal with Adidas. Nike and Puma and their abilities will not disrupt the environment because they need to be recognised by the consumer market, and in a short period of time, that is difficult.
[bookmark: _Toc237291309]The effectiveness of the recommended strategy to enhance competitive advantage.
If they effectively implement a differentiation strategy, they will be able to outperform competitors by producing value that is tough to imitate. According to Porter, differentiation is a strategy used by businesses to provide distinctive products or services that make it difficult for customers to switch to other brands or products, even if the price is high (Ge and Li, 2019). Nike is not just focused on maintaining quality, but it is also at the top due to ongoing innovation. The corporation should prioritise investing extensively in R&D because delivering innovative designs and appealing products is its key source of competitive edge. Various other competitors are also customers' preferred choices; however, in this situation, the corporation needs to focus on brand equity by forming partnerships with several other stakeholders. Nowadays, sustainability is one of the major factors that customers want from organisations. Overall, Nike should adopt a differentiation strategy by combining innovative brand strengths, digital capabilities, and sustainability in order to stay competitive.
[bookmark: _Toc237291310]Implementation challenges and mitigation
· The first problem is to preserve the product's top quality; additionally, the corporation must spend on raw resources. Aside from ongoing innovation, it is also costly to adopt (Sharp and Dawes, 2001). If the corporation wishes to invest more in research technologies and environmentally friendly materials, it is clear that production costs will rise. Nike may, however, offset this difficulty by increasing its economies of scale, arranging multiple marketing efforts to attract more customers, and improving operational efficiency.
· Another challenge that Nike faces is supply chain disruption, which can raise its exposure to geopolitical tensions, transportation delays, and raw material shortages. To address this issue, Nike could diversify their supply base across multiple locations rather than relying on a small number of suppliers; in addition to good monitoring, they should fortify their supply chains.
· The rivalry is fierce because there are numerous established brands and developing sportswear companies. That is why Nike must stand out by investing in product design and digital technology. They can work with elite athletes and be active on social media channels to offer online delivery services.
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[bookmark: _Toc237291312]Reflective statement
In 1984, social psychologist and adult educator David Kolb published the experiential learning theory, which states that learning is a process whereby knowledge is created through the transformation of experience and knowledge results from the combination of grasping and transforming experience (Cheng et al., 2025). This psychologist introduced four stages of learning, and my learning and outcome during this assignment are described below, following the core experiential learning cycle.
· Concrete experience: This is the learner's initial condition, in which they actively encounter a scenario (Akella, 2017). Before I begin writing this report, I need to do some preparation, such as picking an internationally recognised corporation and selecting a specific country in which they operate. I examined Nike's strategic position in the UK sportswear market, using frameworks such as PESTLE, the Balanced Scorecard, and Porter's Five Forces to assess the company's internal and external aspects. I also incorporated a balanced scorecard to evaluate both skills and competitive strategies. This training was incredibly intriguing and helped me grasp the strategic management concepts that large organisations like Nike use to stay competitive in real business situations.
· Reflective observation: After getting the experience of analysing the internal and external factors of the company, I realised that analyzing A multinational organisation within a single geographical market required careful selection because the company obviously did not provide relevant information so easily. At first, it was very challenging to stay in the single UK market, as Nike’s global operation was continuously coming up in my research. I needed to filter the information that is specific to the UK market, and I also did not use merely descriptive tools but also tried to make a critical analysis and strategic recommendation. This reflection highlighted that in order to present good assignments, especially those that are business-related, we must link the theoretical concept with practical evidence because in this way the report will showcase a well-supported strategic evaluation.
· Abstract conceptualisation: The next stage is abstract conceptualisation, in which the learner converts their observations into theories, models, or frameworks. I have acquired and developed my grasp of strategic management, and I have attempted to explain the interdependence of analytical frameworks as much as possible in this report. I discussed the internal, external, and competitive characteristics of Nice. I needed to employ numerous tools since I discovered that no single framework gives a comprehensive assessment of the organisation's strategic position. So I employed several frameworks, including PESTEL, VRIO, SWOT analysis, and the Porter Five Forces framework. Furthermore, using all of these numerous frameworks, the report came out full of deep analysis, and I also acquired a better understanding of how competitive advantages are formed since the organisation Nike is using its resources, strategic choices, and sustainability initiatives very effectively. The position they are in right now is not so easy to achieve; they needed huge strategic management and to make effective decisions, and I think it is the main reason for their long-term business success.
· Active experimentation: This is the final step in Kolb's reflective model, and it states that our learning is not complete unless we apply the abilities in professional settings (Morris, 2020). So I intend to use the knowledge I obtained from this report more effectively in my future academic and professional endeavours. I will not rely on this learning result, but I would like to incorporate more evidence-based approaches to strategic thinking. To strengthen my abilities to address business problems, I aim to combine multiple strategic frameworks because I recognise that relying on just one framework is insufficient. I advised that Nike employ the differentiation approach, which requires very critical analysis, and I want to strengthen my analytical skills for future assignments, along with decision-making and strategic planning skills, so that there are several online courses and seminars out there from which I can learn this knowledge for future roles in business management.
Overall, at first, completing this report seemed very hard because I could not use simple descriptions but theoretical frameworks to analyse the external and internal factors of a company. However, this report helped me build my skills in strategic management and follow Kolb's experiential learning cycle. I could also reflect on my learning process and develop several skills. I am also planning to use all of these strategic management theories in real organisations in order to enhance my career development.
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