








STRATEGIC MANAGEMENT

Executive summary
The development of a strategy for marketing is crucial to get an advantage in the competitive market. The organizations in this case need to analyze the environment of the business, competitiveness in the market, and the internal capabilities that can help in implementing strategies effectively. The case study of Nike is used regarding the development of sustainable products in the market of UK for illustrating several aspects of marketing. Different tools of analysis such as PESTEL, Five Forces, Four Links, and others are used in this case to evaluate the situation of the company properly. The development strategies of the Nike organisations have been identified in the report. The models and theories linked with the corporate strategies have been adequately evaluated. The promotional and marketing strategies of the organisations are also evaluated to gain a further competitive edge and expansion worldwide. Nike has different challenges in implementing their sustainable product strategy which includes developing better products with the use of sustainable materials. Further, Nike faced challenges in developing positive work culture for the laborer’s. For instance, forced overtime, chemical exposure, illegal pay and physical abuse obstruct Nike from achieving a sustainable strategy. Mintzberg’s theory has been considered to be important in implementing the sustainability strategy of Nike.  The theories reflect that setting objectives, allocating resources and monitoring can help in the sustainable strategy of Nike. The KISS model suggests developing a simple strategy instead of becoming complex for the successful implementation of the strategy. The balanced scorecard helps in identifying the KPI that describes the success of project implementation. The KPI discusses in terms of financial, customer, future and internal perspectives. The contribution organisational culture of Nike to keep its employee base active has been represented and that their approaches in generating competitive advantages also have been noted in the study. These include the development of objectives, resource allocation, monitoring and controlling and a Balance of the scorecard for the project implementation. 
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[bookmark: _Toc123391895]1. Introduction
Strategic management is linked with setting objectives for the companies, developing strategies, and implementing the strategies effectively that can help in achieving targets effectively. Analysis of the environment of the business is important in this case and can help the company to assess the situation of the organization and to develop strategies effectively. This study emphasizes the case study of Nike regarding the use of sustainable business processes that can benefit the environment effectively. The initiatives linked with sustainability can also provide benefits to the organization in achieving its target in the long run. The competitiveness of the organization in the market is analysed along with the factors that need to be considered during the development of strategies for the organization effectively. The aim of this research is to analyze the situation or position of the company in the market, and to develop a sustainable strategy of business that can help this organization to achieve its goals. It also focuses on developing policies of implementing business strategies effectively to achieve the targets.  
[bookmark: _Toc123391896]2. Analysis of the strategy of Nike
[bookmark: _Toc123391897]2.1 Discussion on the case study of Nike
According to the case study of Nike the company launched a shoe “Air Jordan Basketball Shoe” in 2008 that was developed with the use of recycled materials which is important for achieving the goal of sustainability. This organization used the materials of used shoes for the development of the shoe, and also focuses on reducing the number of harmful chemicals that are used in the manufacturing of the shoes. The company focuses on more production of this type of shoe in the future which can help the company to reduce its dependence on the raw materials, and also helps in managing waste materials effectively. The governments of the countries develop strategies to reduce the use of fossil fuels. The raw materials of the shoes are also derived from the oil or petroleum products (nike.com, 2022). Therefore, it is important for the company to align its strategy with the strategy of the government to achieve success in the future. 
The enhancement in the prices of fossil fuel in the market, and the dynamic nature of the prices create problems for the company to maintain a sustainable cost price of the shoes. This approach can also help the company to reduce the expenses of the organization required for the purchase of raw materials which can enhance the profit of the company (Eyada, 2020). However, the organization faced several challenges in implementing the strategy of developing all of its shoes from recycled products. Therefore, the company focuses on developing a strategy to achieve the goal of sustainability effectively that can help the organization in achieving all its targets prominently. 
[bookmark: _Toc123391898]2.2 Description of the market
Nike has a reputation in the market of the UK, and this company, and 8.59 million customers or people in the UK purchased the products of Nike. According to the data for 2022 the total size of the sneakers market of this company is $3.66 billion (statista.com, 2022). 
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Figure: Brand profile of Nike in the UK
(Source: statista.com, 2022)
The above diagram reflects that 96% of the people are aware of Nike in the UK, and this brand is popular among 61% of the people. 43% of people used the products of Nike, and 37% of people are loyal to the brand which reduces the chances of alteration of products. 
[bookmark: _Toc123391899]2.3 Measurement of the turbulence of the market
In the present day the turbulence level of the market is too high because of the instability in the politics of the UK, and the war between Russia, and Ukraine that enhances the prices of fossil fuels and also induces an inflation rate in the market. Enhancement in the rare COVID-19 pandemic in China, and some countries of East Asia also increases the changeability of the market (Dalton et al. 2020). The data on the enhancement of COVID cases can help in predicting the trend of enhancement, and its impact on the market. The trend of the growth rate can also be predicted effectively which can influence the business. 
[bookmark: _Toc123391900]2.4 Analyzing the external environment of Nike
The external environmental analysis of the company focuses on evaluating the impact of the external environment of the company on its development, and implementation of the strategy. A PESTLE analytical tool is used in this case to evaluate the factors that can make an impact on the organization.
Political
Instability in the government of the UK, and failure of the government to develop a proper policy for business organizations have a negative impact on the business. Tensions between the different countries and wars enhance the pressure on the government. However, the liberal policies of different countries and the good relationship of the UK with other countries can make a positive impact on business.
Economic
The country cannot recover fully from the impact of COVID-19, and the associated lockdown. A higher rate of inflation such as 10.7% at the present day also affects the economy of the country and reduces the GDP growth rate to 0.5% (ons.gov.uk, 2022). Unemployment also reduces the purchasing ability of customers in a market which can negatively impact the organization.
Social
The multicultural society of the UK enhances the dependence on diverse products, and the educated population also has a better opportunity for income which has a positive effect on business.
Technological
The government and private institutions make huge investments in R&D, and the tech-savvy mindset of people helps the company to use technologies for influencing customers. It makes a good impact on the business.
Legal
“Equality Act 2010, “Employment Act 1996”, and different other acts enforced by the government to secure the liberty, and rights of workers (Schoppe‐Sullivan and Fagan, 2020). These acts help in maintaining the business in ethical ways and avoid unethical actions.
Environmental
The government of the UK, like most governments of the world, focuses on reducing the emission of carbon by reducing the use of fossil fuels, and also focuses on sustainability (Lambin and Thorlakson, 2018). Therefore, the initiatives Nike linked with sustainability can get the support of the government.
[bookmark: _Toc123391901]2.5 Analyzing growth as well as lifecycle
Growth and life cycle analysis can be used by the organization to understand the position of the company or an industry in the stage of its life cycle. There are different stages in this growth and lifecycle model such as "start-up, growth. Shakeout, maturity, and deadline".
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Figure: Growth and lifecycle
(Source: Balboni et al. 2019)
The above diagram shows that the revenue and profit of the companies maximize between the shakeout and maturity stages (Balboni et al. 2019). Analysis of the revenue generation and profit of Nike also reflects that the company is situated in this stage. However, the company plans to prevent decline and rejuvenate the company by applying the strategy of sustainability. 
[bookmark: _Toc123391902]2.6 Key success factors
The main success factors associated with the organization are an effective strategy and a clear vision of the organization. Availability of resources in this case, and a proper understanding of the requirement of resources are important for achieving success. A huge capital of Nike can help the company to use its resources for the success of a business (Moeuf et al. 2020). The agility of an organization is also important to face the dynamic changes of the market. The motivation of workers, skills, and the collaboration between teams also act as a success factor of the organization. Effective business operations and the use of technology also help in getting the success of this company. 
[bookmark: _Toc123391903]2.7 Assessment of competitiveness in the market
The competitiveness in the market of the organization can be analyzed by using Porter's five forces model which helps in understanding the impact of competitiveness on the business of the company. The impact of these five forces is described below:
Power of the suppliers
The strength of suppliers depends on the uniqueness of the products that the suppliers supplied in the market, and also it is influenced by the number of suppliers in a market. The chances of alteration of suppliers by the company also influence the power of these suppliers (Baxter, 2019). In the case of Nike, the company has the availability of suppliers in the market which reduces the power of suppliers. 
Customer’s power
Options for the alteration of the product or the number of companies in a market influence the power of customers. In the UK market, the presence of several rival brands of Nike enhances the power of customers. Therefore, innovation is in this case to get an advantage in a competitive market.
Chances of new entrants
The incorporation of technologies and the utilization of different innovative ways to enter the market enhance the chances of new entrants. It can induce the pressure of new entrants in the market which affects Nike's business.
Competitiveness
Puma, Adidas, Under Armour, and other competitor brands enhance the competition for Nike in the market of UK (Bruijl and Gerard, 2018). This competition forced the company to set prices as per the average price of products which reduces the profit of this company in the market.
Substitution threat
Competitor brands of Nike and the new companies developed the same products in the market which induces the chance of product alteration. However, the manufacturing of innovative products can help this company to decrease the possibilities of alteration of products. 
[bookmark: _Toc123391904]2.8 Evaluating the factors linked with cooperation by four links
The four links model is an effective model that helps the company to analyze the collaboration of a grand in a particular market which is important for the sustainability of a business, and to expand business properly. The four links of this model are "government links, informal links, formal links, and complementors. Government links are essential for organizations to get support from the government in business. Nike has a reputation in the market and also has good links with the government that help the company in getting support.
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Figure: The model of four links
(Source: Rahil and Dumitru, 2019)
Informa links are related to the chamber of commerce and associations of industry. Formal links are associated with strategic alliances, joint ventures, affiliate marketing, and others. Nike also has strategic alliances and joint ventures such as the joint venture of Nike and Apple help the company to develop innovative products as well as to expand the market. Compliments are associated with businesses that want to join the business of a company such as Nike (Jerrim and Moss, 2019). Reputation and market value if the organization helps in attracting other brands to join with Nike that is important for the expansion of the market. 
[bookmark: _Toc123391905]2.9 Factors associated with immediate competitors
Different factors associated with the immediate competitors such as Puma, Adidas, and Under Armour need to be analyzed by the organization effectively such as “objectives of competitor brands, resources, performances, current products, and present strategies of business”. Therefore, it is essential for Nike to gather data or information about the visions of competitor brands, the resources of the companies, and the data regarding the past performances of the companies (Burke et al. 2018). This information can help Nike to develop strategies effectively that can help the company to get an advantage in a competitive market. Data regarding the products of competitors are useful for this brand to make innovations in products to reduce the chances of alteration of products, and the assessment of strategies helps in understanding the processes the competitors can use in operating business efficiently. 
[bookmark: _Toc123391906]2.10 Analyzing customers with segmentation and positioning
In the case of the profiling of customers, the company focuses on gathering data regarding their age, goal, income, location, hobbies, purchase habits, jobs, and challenges in their life of the customers. These data are used by the organization to develop strategies of segmentation as well as positioning. In the case of segmentation, the company segments the customers according to their age of the customers and gender. Different age groups of people have different choices (Iyer et al. 2019). Therefore, it can help the company to target customers effectively. The organization used functional and price positioning for the marketing of the product that emphasizes quality as well as the price of the products that can help this company to beat competitors. 
[bookmark: _i5aj89zasw83][bookmark: _Toc123391907]3. Development of strategy
[bookmark: _vojxrqaj4lw][bookmark: _Toc123391908]3.1 Cost Leadership strategy of Nike
Nike is one of the premium brands in the athletic footwear and apparel market in the current context that is known for its product prices. Based on the principle of cost leadership strategy, a brand tried to obtain competitive advantages by maintaining the lowest cost of operation in comparison to the other major players in the market (Yuan et al, 2020). This approach has also been taken care of by Nike for generating competitive advantages. Nike focuses on managing their waste generation factors for reducing the cost of production. Keeping this waste management approach in view Nike uses recycled Nylon in its production process (nike.com, 2022). This factor keeps the company ahead in the compilation from the other players in the market.
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Figure 1: Brand value comparison of Nike and Adidas
(Source: statista.com, 2022)
Using the recycling methods Nike not only practices the Cost leadership approach but retains the attention of the consumer base that supports competing with other major players in the market. The reports reveal that the brand value of Nike reached a figure of 42.5 billion U.S. dollars in 2021 while Adidas has 13.4 billion U.S. dollars of brand value in 2021 (statista.com, 2022). The contribution of the cost leadership approach of Nike in reaching this position cannot be avoided. 
[bookmark: _ndh332puecek][bookmark: _Toc123391909]3.2 Application of Value chain for carving the production approaches of Nike
Value chain analysis specifies the activities which contribute to developing a competitive advantage for Nike in the market. The value chain approaches of Nike are dependable on the two specific segments which are primary and supportive activities (Stangl, 2021). From the activities of the inbound logistics, Nike focuses on managing their supply-related attribution like receiving, storing of materials, and warehousing. Other crucial primary activities of Nike are service, operations, and outbound logistics which are supported by the firm's infrastructure, technology development and procurement. 
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Figure 2 Value chain analysis of Nike
(Source: Stangl, 2021)
The marketing approaches of value chain strategy also need to be considered to get a better position in the market. Nike focuses on marketing approaches as the selling and administrative expenses of Nike have increased significantly (investors.nike.com, 2022). Most of the Nike products are sourced from China, Vietnam and Thailand which signifies its large supplier base. The marketing investment of Nike is one of the main reasons that support the company to hold a strong competitive position in the market. In addition to that supporting activities like human management needs to be considered as it supports the company to maintain their production fluency effectively. 
[bookmark: _24od74x91xa1][bookmark: _Toc123391910]3.3 Assessing the organisational culture of Nike using the Johnson and Scholes model
The cultural approaches of an organisation play a vital role in creating the competitive advantages of the company as it influences the workforce of the organisation to work effectively. The culture of a company can be analysed by segmenting them into stories, rituals and routines, symbols, organisational structure, power structure, and control system dynamics (leadershipcentre.org.uk, 2022). Nike promotes the approaches and aspects of innovation and creativity among its employee base that keep them motivated. Nike adheres to inclusivity and maintains an environment of empowerment and respect. 
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Figure 3: Cultural Web 
(Source: leadershipcentre.org.uk, 2022)
The symbolic approaches of Nike also represent its culture effectively for instance, athletic traits can be traced from the logo of Nike which signifies its culture. Nike’s organisational culture is centralised on creativity (Skinner et al., 2018). The authority of Nike involves its employee base in the decision-making approaches that gave evidence about the creative and collaborative cultural practice of Nike. The decentralisation of power and its equal distribution can be seen in Nike which represents its power structure. Despite power decentralisation, the board of directors of the company controls and measures the process of working and production-related approaches. 
[bookmark: _udt83bcf3gp2][bookmark: _Toc123391911]3.4 Evaluating the endorsement and sponsorship strategy of Nike
Nike has not represented itself as a particular product but as a sporty mindset. Nike intended to create the future of the sport as it sees the inner athlete of individuals (nike.com, 2022). Using the products Nike is intended to trigger the inner athletes of individuals. Nike provokes its consumer base using brand endorsement by showcasing the sports persons in the products of Nike. From the reports, Nike has paid $1.3 billion to Michael Jordan and the Jordan Brand makes $10 billion from the endorsement (forbes.com, 2020). Using the brand endorsement process Nike not only provokes the consumer to lead a healthy life but also an active purchaser of the brand.
The positive impact of brand endorsement on the sales value of Nike can be seen which gave a competitive advantage in the market. Statistics reveal that Nike might witness an annual growth rate of 14.81% by the end of 2027 (statista.com, 2022). The brand endorsement of Jordan supported the company to boost its sales and revenue generation. On the other hand, using the brand endorsement process Nike also gets the opportunity of fulfilling its objective of providing sporty life to individuals. 
[bookmark: _vi6tc2vomzv5][bookmark: _Toc123391912]3.5 Strategic approaches of Nike in competitive advantage generation using Game theory
Comparative advantages can be considered as the consequences of justified decision-making of strategic management. The application game theory supports an organisation in over viewing the drivers of business and based on their deliverables creating competitive advantages (Choi et al., 2020). This factor needs to be taken into consideration by Nike for evaluating its strategic approaches to develop competitive advantages in the market. Using the Game theory Nike can focus on the numerical values for developing strategies aiming to get a better position in the market.
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Figure 4: Sales revenue of Nike
(Source: statista.com, 2022)
Strategic decisions regarding the marketing of the products can be practised by Nike using the game theory. For instance, Nike Air Force 1 ‘07 is one of the best-selling products of Nike (nike.com, 2022). This factor signifies the market demand for the product and Game theory supports the company to understand the market priorities of this particular product. Using the Game theory Nike increases the production rate of this particular product. This particular product contributes a high value to the revenue-making process of the company.
[bookmark: _Toc123391913]3.6 Innovation and learning-based model as a foundation of technology strategies of Nike
Technology is considered a foundation base for Nike's business growth strategy. The firm has adequately invested in R&D and indicated the lowest environmental impact. The product footprint using recycled and reused content within their production line is also considered an important factor. Specifying the pattern-intensive target and efficient midsole processes for guiding the product teams is also an important factor in this context. Implementing clear logical plans has additional resources devoted to new ideas with the guarantee of success within the framework (Nike Considered, IC, pp.7). The innovation flow process has shown competition and a resource base for experimenting and developing competitive advantages over time.  However, the strategic directions of the Nike organisation have focused on a steadily growing environment to manage the expenses of the firm and expand outside their dynamic pressure. 
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Figure 5: Innovation flow process and dynamics for Nike’s organisation
(Source: Strategy dynamics C5, pp 7)
The innovation and learning-based model has concentrated on the resource base to achieve the existing market opportunities and provide new offerings to potential customers. The Nike organisation has faced maintaining the baseline sustainability for the assessment of energy footprints within the framework (Nike.com, 2022). Hence, it is rightly proved that Nike’s success factor is dependent on the business strategy model to remain ahead of the curve with their new products. 
[bookmark: _Toc123391914]3.7 Product diversification strategies using the perspective process model
Tackling the strategy dynamics by developing new products and effective long-term planning to reach out to the market is considered an important factor.  The combined effect of some of the important indicators for finding marketing opportunities and developing competitive advantages over time is also a crucial factor (Antoniet et al., 2020).  The prospective process model has provided a purpose with an insistence on the quality products is also considered an important aspect in terms of the business process of Nike. The synthesis of the key drivers for change and the strategic planning process has shown new ventures for the organisation for further growth and sustainability within the framework. Product diversification strategies of the organisations have used a formal approach with additional resources devoted to new ideas and developing their products over time (Nike Considered, IC, pp.8). Reducing the costs over the production process and the organisation has decentralised their planning and approach for the mass production of quality products is also considered an essential factor.
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Figure 6: A perspective model strategy for product diversification of Nike
(Source: Review of Theory and Practice_1, pp.4)
 The lowest cost of their production to give the firm the edge against their competitors is also considered an important factor. Moreover, remaining competitive with the promotional techniques to relocate their operations over various locations to drive the marginal cost down is also considered an essential factor (Altenburg et al., 2020). Product differentiation in terms of the function design and packaging to improve the efficacy and brand name is also a crucial factor in terms of product diversification strategies. Therefore, the identification and capture of new market spaces to act against the short time horizons of their production lines are also considered important factors. 
[bookmark: _Toc123391915]3.8 Marketing growth strategies of Nike by using the emergent model
Marketing is considered one of the core pillars of Nike’s business growth strategies. The economy has adequately focused on its marketing practices by executing effective marketing campaigns. Moreover, the company has maintained a distinct image with the right tone in the terms of marketing.  The company connects with their followers all over the world with their seasonal marketing techniques by creating stronger emotional bonds with the audience. However, another key driver to sales growth related to effective promotional strategies is product innovation to create a highly differentiated service which is also a crucial factor. Experiencing intense competition by adequately involving in new sets of standards within the industry is also a crucial factor for the company’s worldwide expansion (Jeng, 2020). Furthermore, maintaining a leadership position and maintaining the position in terms of product innovation is also a compelling factor for the company to gain a competitive edge. Sustainable chain management within their production allows organisations to save costs and grow business faster as core strength for the company’s business strategies. Hence, the emergent model has helped organisations to substantially focus on innovation within their business practices. 
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Figure 7: Emergent business model for marketing growth opportunities
(Source: Review of Theory and Practice_1, pp.5)
[bookmark: _Toc123391916]3.9 Sustainable design ethos and corporate strategy model
Exploring the Corporate strategy model to identify the strategic position of the firm in terms of the business environment, capability, purpose and culture is considered an essential factor. The strategic choices and the strategy in action for business evaluation and innovation are important for maintaining a sustainability factor in business (Li et al., 2021). Furthermore, the process of resourcing, organising the processes and changing practices are also considered important factors. The idea of strategic fit for identifying the capabilities, resources and competencies in terms of the environmental context as a basis of competitive advantages is also considered an essential factor. The corporate strategy model is a unique plan designed to gain competitive advantages over the market participants as well the various stakeholders as an expansion and combination strategy within the organisational framework. 
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Figure 8: Using Corporate Strategy Model for Nike’s organisation
(Source: Lecture 2 STM, ppt slide 3)
[bookmark: _Toc123389557]Nike has adequately focused on the investment in technology and production for developing unique products for their customers. High-quality and market-leading technology can be considered as a business strategy to expand to the market for further growth (Review of Theory and Practice_1, pp.5). Thereby, involvement in greater use of science and technology through effective structuring and manufacturing through mass production of their quality products is also considered an essential factor. The organisation has focused on low-footprint-reducing products through formal assessment is also a crucial factor. Thus, the sustainable design ethos and corporate strategy of the organisation are helpful in gaining competitive advantages over their competitors. 
[bookmark: _Toc123391917]4. Implementation of strategy
Implementation challenges 
Nike has made different strategies for achieving sustainability and designing eco-friendly products. This includes using raw material which contains less carbon content. Further, collaborating with material suppliers and independent industry help in better production as well as energy sourcing is challenging. On the other hand, according to the case study, Nike had made a strategy related to labour, environment and the design of the product (Lyddy et al., 2019). It had been observed that Nike had a strategy of global sourcing which allowed Nike to low cost products. However, the effort leads to creating some public relations issues. Activists have criticised Nike for its labour practices of Nike including forced overtime, illegal pay, sexual harassment, physical abuse and exposure to chemicals (Lyddy et al., 2019). Nike, therefore, starts making strategies in consideration of labour practice. 
Nike under a new VP starts exploring the reason leading to suppliers' non-compliance with the code of conduct. There were many implementation challenges with the implementation of the sustainability strategy which need to be considered by Nike. Some of the implementation challenges include performance and aesthetics, time, design, supply chain partners, profit margin, and consumers. One of the challenges to Nike's sustainability strategy is the complex design process (nike.com, 2022). It is, therefore, that designers need to find the right design for sustainable products. It requires considerable time and planning that looked cool as well as efficient. Further, it is important to consider the price as well as constraints to performance improvement. It is important, that the product help in the performance improvement of athletics. 
[bookmark: _Toc123389558]The other challenge that needs to be considered by Nike is considering the time in the development of greener products. From the case study, it was observed that due to fast pace development of products according to the consumer trend as well as organisational effort requires more time (Nike Considered.IC_ (1) Page No 13). Moreover, it was observed that employees were facing difficulty in focusing from dance-oriented consumers towards sports-oriented. It was also observed that Nike faced some performance as well as an aesthetic risk with the use of EPMs. For instance, one of the widely used EPM products is synthetic leather. However, the use of recycled materials results from the use of solvents can result in an efficient product. 
[bookmark: _Toc123391918]4.1 Mintberg’s theory in the planning process
The strategic implementation of sustainability can be done efficiently by setting the objective, allocating resources, monitoring and issue while implementing. First, it is important to understand the limitation of the implementation process (Sönnichsen and Clement, 2019). There needs to be the development of objectives, required time in implementing the plan and monitoring of the progress. For instance, the use of Mintzberg's theory can help in the better implementation of a sustainable strategy. 
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Figure 9: Mintzberg theory
(Source: researchgate.net, 2022)
[bookmark: _Toc123389559]According to Mintzberg's theory, there are five things that need to be considered while making the project implementation (Serrat, 2021). The first thing is making the proper plan of delivering the strategy. The next important thing is doing better than the competitors. The use of different strategies and tools such as impact analysis, scenario analysis and future wheel can help in understanding future competition (Foss et al., 2022). The next important thing is the positioning of Nike in the market. This can be done by reflecting on Nike's efforts towards achieving sustainability. Further, the implementation of strategy depends upon the culture of the organisation. There are different tools such as the cultural web, and the congruence model can be used by Nike in its effort to sustainability. 
[bookmark: _Toc123391919]4.2 KISS model in strategy implementation
Further, the theory KISS (Keep it simple stupid) model can be used in the implementation of sustainability strategy. The use of this model ensures that the process of implementation needs to be kept simple including better communication in the team. The KISS model can be used in the sustainable product development of Nike (Ekhad and Zeilberger, 2020). The model focuses that product design and development need to be simple that can help in achieving the business objectives. 
Different stages in project implementation are discussed below:
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Figure 10: Implementation of strategy 
(Source: Strategic implementation Page No 9)
Setting of objectives 
It is important that while implementing the Nike sustainable strategy it is important to the development of the strategy. The sustainable strategy can be made by Nike managers or superiors. The next important thing is communicating the roles to the employees for effective implementation of strategy (Strategic implementation Page No 5). The most important is to clarify the objective that the organization needs to achieve. For instance, in this case, the objective is achieving sustainability by Nike.
Resource allocation 
This is the next important thing for the implementation of the strategy. Resource allocation requires the finance manager in the organisation to suggest a budget for the project realisation. Nike's decision to launch sustainable footwear is better decisions as these are not expensive as designer shoes (Strategic implementation Page No 6). For instance, some of the natural resources that will be required by Nike in producing greener shoes are leather, rubber, and plant fibres such as hemp, coconut, bamboo, linen and others (weebly.com, 2022). The use of recycled plastic and polyesters can be used in product development. 
Monitoring and controlling of plan
This is an essential step during the strategy implementation. For instance, it is important that employees in the organisation are clear about their roles and responsibility (Implementation Guidelines Page No 1). Further, it is important that there is no miscommunication in the team. Moreover, it requires strategy-making for product implementation in a fast-changing environment. The manager of Nike can monitor and control the implementation of the strategy. 
Balance Scorecard
The use of a balanced scorecard can help in controlling and monitoring the strategy implementation. It is used for checking the entire process in the implementation of the strategy (Betto et al., 2022). There are four perspectives of the balanced scorecard including financial perspective, customer perspective, internal perspective and future perspective. 
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Figure 11: Balance Scorecard
(Source: Created by author)
	Strategy perspective 
	Description 
	KPI 

	Financial perspective
	· Ensuring return on investment 
· Key risk involved with the business 
· Satisfying needs of all involved in business customers, suppliers and customers 
	· Increased revenue 
· Sales growth 
· Return on capital 

	Customer perspective
	· Understanding customer satisfaction with the new product 
· Customer perspective to competitors 

	· Customer retention 
· Customer satisfaction 
· Procuring of new market and customers 

	Internal perspective 
	· Ensuring the objective of the business is met 
· Confirming the quality of product 
· Making new strategies that improved customer experience. 
	· Sustainability of product 
· Quality of product 
· Manufacturing cost 
· Inventor management 

	Future perspective 
	· Making a future goal for the organisation 
· Integrating new technologies such as AI and Automation 
	· Employee retention 
· Employee profitability 
· R&D competencies 
· New development of product 


Table 1: Balance scorecard 
(Source: Created by author)
Perspective strategic planning 
A perspective strategic management approach defines that the business objectives are defined earlier as well as a plan of achieving them. This approach is based on a top-down structure which helps in the efficient implementation of the strategy. In this approach, there are meetings and debates every year which help in the sustainable strategy implementation of Nike. Further, the allocation of funds for the strategy implementation is planned before. Moreover, this approach helps in resource allocation and in controlling outcomes (George et al., 2019). The emergent approach in the project implementation can be used for the strategy implementation. In this approach, managers of Nike make operational decisions and make strategy time to time that results in certain patterns (Strategic implementation Page No 12). Therefore, the strategy made through certain patterns can be documented and presented in the annual report. 
Linking strategy implementation with organisational activities 
[bookmark: _Toc123389560]The activities within the organisation play an important role in strategy implementation. Some of the important organisational activities that affect the implementation of the strategy include human resources, project reviews, rewards and budget (Chaffey and Ellis-Chadwick, 2019). It is important for the HR at Nike to make a plan and define the roles and responsibilities of the employees clearly. Further, it is important that HR regularly provide feedback to employees at regular intervals. It is also important for managers at Nike to consider the view of other stakeholders and shareholders on their new strategy for making eco-friendly products. 
[bookmark: _Toc123391920]5. Conclusion
It can be concluded from the above discussions that Nike's decision for traceability sustainability is a good step. This will promote sustainability and increase the corporate social responsibility of Nike. However, the realisation of Nike's sustainability plan requires making a different strategy. For instance, it is important to understand the market of Nike's operation. The political environment of the UK is observed to be a positive impact on Nike. However, the economic environment of the UK is not supportive of Nike. On the other hand, the factors social, environmental and legal support the sustainable plan Nike. 
The key success factor for the implementation sustainability strategy of Nike requires the allocation of resources and the budget. Further, the factor of motivation among workers and collaboration is important for the realisation of the project. The theories such as cost leadership, value chain, KISS, and Mintzberg theory show that lower cost of operation will give a competitive advantage to Nike. On the other hand, value chain theory reflects that Nike needs to focus on primary and supportive activities to gain a competitive advantage. These include infrastructure, technology, and outbound logistics. The model Jhonson and Scholes show that the culture of the organisation plays an important role in gaining an advantage in the market. Further, the KISS model shows that strategy-making need to be simple to increase the efficiency of project implementation. 
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