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[bookmark: _Toc224942843]1. Introduction
As far as global reach is concerned, no other firm operates in as many countries as Nike in the sports apparel division. Nike is also recognized as one of the most innovative in the field and well-known for its branding and marketing in the development of new items. Newer companies have also focused on Nike for guidance in the development of specialized lines. However, there is growing pressure on companies, including Nike, to adopt measures that would minimize environmental impact. Such pressure is a result of a growing number of environmentally concerned consumers, new laws, and the general concern of a larger community about the the environment (Crane, Matten and Spence, 2019).
As a result of an increase in consumer concern for the environment, many companies including Nike have integrated eco-friendly practices as an operational priority. This is in response to a growing concern regarding the environment and the subsequent demand for sustainable practices. This poses both a threat and an opportunity for many organizations. Improved sustainable practices have the ability to enhance an organization's overall reputation and the overall consumer satisfaction. However, such practices also have the potential to increase costs, production, and logistical re-structuring (Bocken et al, 2014).
The focus of this undertaking is the formulation of an organized strategy pertaining to the introduction of an additional sustainable product line to the Nike catalogue, aimed to balance profitability and ecological sustainability. The core components, effective and inefficient on the balance sheet, of the overall project strategy (corporate environmental sustainability and profitability paradox) will be outlined, and complemented with a project management tool (e.g. Work Breakdown Structure, Gantt chart, and Risk Control Matrix). Once finished, the aforementioned will be supplemented by the aforementioned, ensuring the consideration of absence or presence of variables.
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[bookmark: _Toc224942845]2.1 Aim
The project seeks to formulate an organized trajectory for the introduction of one more sustainable line of products to the Nike sustainable catalogue. This initiative seeks to lessen the ecological footprint of Nike's sustainable product line catalogue while maintaining the catalogue's quality, reputation, and aforementioned market sustainability (Crane, Matten and Spence, 2019).
[bookmark: _Toc224942846]2.2 Objectives
To achieve this aim, the following objectives are proposed:
1. To analyse the consumer audience and identified market levels of the demand for eco-friendly activewear in the prospectus cycle of the industry of activewear (Kotler and Keller, 2016).
2. To create an additional line of products crafted with eco-friendly materials using sustainable mechanisms of production, and
3. To formulate a detailed trajectory that identifies the elements, chronological milestones, and products of the launch (PMI, 2021).
4. To identify a set of resources (e.g. designers, suppliers, and marketers) to provide intra-project functionality (Meredith, Shafer, and Mantel, 2020).
Assessing the possible consequences the new sustainable product line might have on the brand's image, consumer's loyalty, and the company's long-term performance (Bocken et al, 2014).
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The range for this Project encompasses the planning, design, production, and all activities related to the launch of the new sustainable product line for Nike. This involves selection of eco-friendly materials, partnership with new suppliers, product development, including design, production, and all activities related to the launch of the new sustainable product line marketing. This project involves planning of resources, risk control, and stakeholder management toward a successful implementation.
This scope of work excludes construction and operational changes in the period following the new product launch for Nike Sustainable Product Line. In this model, detailed construction on the forecast and financial investment is omitted. As the primary focus of this project is on the plan and implementation, not the construction (Lock, 2020).
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Starting with Nike, this project aims to introduce a new line of sustainable products. The proposal includes sportswear that is made with and against the use of sustainable materials. Excessive and unregulated competition in the sportswear industry has led to impulse differentiation. Sustainability is now one of the most important ways to build brand equity (Peattie and Belz, 2010) and is also vital to win partnerships with consumers who have a more developed ecologically responsible consciousness.
Market research, design and prototyping, acquisition of new sustainable raw materials, and sustainable marketing are the steps to address this project. Each step presents new challenges that are often compounded by a new demand, supplier, and demand chain interruption (Bocken et al., 2014).
Sustainable production and costs/profit margins have a direct relationship with production. When sustainable practices are developed and adopted, they also position the brand positively. However, the costs associated with these practices can have a negative impact on the brand and therefore demand a strong equilibrium (Grant, 2022) to be sustained. A strong equilibrium is what a good project plan aims to maintain, and it describes the basis for planning the proposed launch.
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There are several key aspects associated with successful completion of the project. All are important to the successful product launch.
The first deliverable is the new sustainable product line, which includes sportswear made from eco-friendly materials. This is the main outcome of the project, directly contributing to the improvement of brand reputation and addressing consumer concerns regarding sustainability (Crane, Matten and Spence, 2019).
The second deliverable is the marketing campaign that celebrates the newly launched product line and its sustainable features. This campaign is important because of its ability to communicate value to customers and promote advocacy. If successful, marketing is able to shift consumer habits, encouraging the adoption of the new product (Chaffey and Ellis-Chadwick, 2019).
Another key aspect is the development of a sustainable supply chain to be used. This requires partnering with environmentally compliant suppliers and waste and emission controls during production. For a supply chain to be a partner to product development, it must ensure consistency and quality of the product (Slack and Brandon-Jones, 2019).
The project will deliver performance monitoring measures. These will support Nike in assessing the success of the product line and identifying improvement areas. Long-term sustainability and growth of the business will require continuous evaluation (Stevenson, 2021).
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Launching a sustainable product line at Nike requires a number of different activities to be planned. Each of these activities is crucial to ensure that the project is completed in a timely manner and that all quality requirements are met.
The first of these activities is the completion of the required market research. This means studying consumer behavior and demand for sustainable athletic wear. This market research will guide the design and differentiate the product (Kotler and Keller, 2016).
The second activity to be completed is the designing of the product. At this stage, the design team has to ensure the use of sustainable materials while creating the product to ensure that the wear is of a high quality. This is a very important activity as it sets the overall standards for the product (Bocken et al., 2014).
The next activity will involve the identification of suitable sustainable materials. This will also involve the selection of suitable suppliers, and a thorough understanding of the suppliers’ environmental policies would be critical. This is important in order to maintain strong relationships with suppliers, which will lead to a higher reliability and consistency (Slack and Brandon-Jones, 2019).
The final stage will be the actual production of the products, which must be done in a sustainable manner. This must be a very controlled process in order to ensure that sustainable products are not creating an environmental impact through the production process (Stevenson, 2021).The last tasks involve both marketing and launching the product. A marketing campaign will be used to highlight the product line's sustainable attributes. The launching phase will introduce the product to the market and try to capture the attention of the customers (Chaffey and Ellis-Chadwick, 2019).
[bookmark: _Toc224942853]4.2 Work Breakdown Structure (WBS)
The Work Breakdown Structure (WBS) breaks the project down into smaller tasks. According to the PMI (2021) this increases control, planning, and coordination throughout the project.
The project can be structured into five main phases:
	Phase
	Task
	Subtasks

	1. Planning
	Market research
	Analyse trends, identify target market

	
	Project planning
	Define objectives, timeline, resources

	2. Design
	Product design
	Create concepts, select materials

	3. Production
	Sourcing
	Select suppliers, confirm materials

	
	Manufacturing
	Produce products, quality control

	4. Marketing
	Campaign development
	Design advertising, digital promotion

	5. Launch
	Product launch
	Release product, monitor performance


Structure breaks down activities into more manageable parts. It helpes assign tasks and keep track of progress. A clear WBS aids in reducing confusion and increases efficiency during project execution (Heagney, 2022).
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Milestones are important markers that indicate the importance of steps in the project. These markers help keep the project in order and finish within the time limits.
The milestones in this project consist of finishing the market research, finalising the design of the product, completing the production process, and then launching the product. These milestones all represent significant progress within the activities of the project.

The entire project will take approximately 5 to 6 months to complete. The first month will be dedicated to research and planning. The following 2 months will be for designing the plan and sourcing materials. The subsequent 2 months will be for production and the last month or phase will be for completing marketing tasks and launching the plan.
The entire timeline can be replicated in a Gantt chart to give accurate visualization clarifying the timeline of the project. This chart will be able to show the project in a step-by-step guide and show each dependent task so that the project can be completed in a timely manner (Lock, 2020).
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The most important aspect of the entire project that will define the success of the project will be the accurate allocation of the resources. In order to complete the project, there needs to be enough human resources and enough material resources in order to (smoothly or smoothly) implement the plan.
The human resources needed for complete the plan includes the product designers, marketing teams, supply chain managers, and the project managers. Each group has a specific role in the plan; the designers develop the product, the marketing teams will promote the product, and the project managers will ensure that there is enough coordination so that all the activities are completed (Meredith, Shafer and Mantel, 2020).
The material resources will be the raw materials, the equipment for manufacturing, and the aids for the digital marketing. The raw materials must be of a sustainable, environmentally-friendly kind, and the equipment used for manufacturing must be of good quality and the aids for the digital marketing must be up to date so that the entire scale of production to promote the plan will be produced effectively.
The financial resources are needed in order to support the production of the raw materials, marketing, and partnerships with the suppliers. In order to ensure that the project is successfully completed, proper planning of the resources limited (or reduced) the cost.
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[bookmark: _Toc224942857]5.1 Risk Register
Each project comes with its own set of risks. Failure to control risks can adversely impact a project's cost, time, and quality. The potential risks involved with launching a sustainable product line at Nike should be identified and managed carefully (Lock, 2020).
One primary concern is associated with the cost of sustainable materials. Production costs and profit margins can be impacted due to the fact that eco-friendly materials tend to cost more than traditional materials (Grant, 2022). However, the risk associated with this concern can be managed through thoughtful supplier selection and continuous monitoring of costs.
Market demand can also be a risk. Although sustainability is critical, certain individuals will not be interested in spending additional money, regardless of its importance. This risk can be managed through proper market research and the implementation of precise marketing measures (Solomon, Marshall and Stuart, 2018).
Supply chain sustainability, or the ability of a supplier to meet the needs of increased demand without incurring delays, can also impact a project. The relationship that is built with a supplier can impact this risk factor (Slack and Brandon-Jones, 2019).
In relation to supply chain issues, some other risks associated with the launch include possible delays to the marketing campaign and the launch of the product itself. Regular monitoring of the project, combined with a consistently updated timeline, can help to minimize the impact of the marketing campaign.
A summary of key risks is shown below:
	Risk
	Likelihood
	Impact
	Mitigation Strategy

	High production costs
	Medium
	High
	Monitor costs and optimise sourcing

	Low customer demand
	Medium
	Medium
	Target correct market segment

	Supplier delays
	Medium
	High
	Select reliable suppliers

	Production delays
	Medium
	Medium
	Track progress and adjust schedule
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Stakeholders are the people impacted by a project. Managing stakeholders is necessary since their backing can determine the success of a project (Freeman, 2010).
In this project, the internal and external stakeholders both have specific interests. Internal stakeholders would be employees, managers, and project teams, iar external would be customers, suppliers, and investors.
Customers are the main stakeholders as they are the ones who can determine the success, or failure of the product. They have more interest, but less power. Therefore, a project should aim at satisfying their expectations (Peattie and Belz, 2010) by providing products that are of good quality and are sustainable.
Business projects would also require suppliers. As a stakeholder, he/she is responsible for providing the required materials for production. The reliability of the suppliers would also directly influence the time it would take to get the project done. Therefore, supplier management should be done by maintaining good contact with the suppliers.
Designers and employees are the ones who have direct involvement in the development of a product. They would have high interest and medium level of power.
Training and supportive activities are also required to help them work with materials that are sustainable.
Investors and top management have high interest and high power. Their focus is on the finances and strategy. They are interested in the new updates on progress of the project and simple clear reports (Meredith, Shafer and Mantel, 2020).
A summary of stakeholder roles is shown below:
	Stakeholder
	Interest
	Power
	Management Approach

	Customers
	High
	Low
	Focus on quality and value

	Suppliers
	Medium
	High
	Maintain strong relationships

	Employees
	High
	Medium
	Provide training and support

	Investors
	High
	High
	Provide regular updates


[bookmark: _Toc224942859]6. Application of Project Management Theory
An example of a planned and organized use of project management theory is the launch of a sustainable product line at Nike. It is a manifestation of a defined project lifecycle, all the way from product initiation and planning, through to execution, monitoring, and closure. It is within each of the lifecycle phases where project managers attempt to structure and control processes for project success (PMI, 2021).
Within the project lifecycle, planning is perhaps the most important phase. It is the phase where objectives are set, tasks are defined, and resources are allocated, for which project managers are aided/ supported by a variety of tools, in particular, the Work Breakdown Structure and Gantt chart, both of which aid in clarifying and coordinating defined tasks within complex and/ or multiphase projects, including the maintenance of defined timelines (Heagney, 2022).
The project demonstrated the underlying principles within the domains of marketing and sustainability. The marketing of eco-friendly products is the marketing response to modern consumers, thus sustaining brand equity, within the frameworks of modern marketing and sustainability (Kotler and Keller, 2016).The theory of project management emphasizes how essential flexibility is. Projects contain an array of unknowns, including disruption in the supply chain or fluctuation in demand in the market. Plans must be modified to deal with these risks and to ensure the project will be successful (Lock, 2020).
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A comprehensive project plan detailing how to implement a sustainable product line for Nike has been created. This project was built around the intersection of environmental responsibility and profitability. A defined scope and a set of clear goals, ensured that all the project activities were in line with the project target.
Organizing and controlling the project were assisted by the planning tools of the Work Breakdown Structure, project timeline and resource distribution. Risk management and stakeholder analyses also ensured that the right people were in control and the right challenges were anticipated.
This project illustrated how sustainability can be incorporated into product design without losing market relevance. If this project is implemented effectively, it will enhance the equity of the Nike brand and achieve sustainable profitability.
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