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 The world's leading pioneers and financiers recognize that circumstances are constantly changing and that the organization needs to have a strategy that adapts, is versatile and supports its 'main goal' while also supporting its adaptability and versatility.	ZT Kharal 1919619
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Task – 01
[bookmark: _Toc139631850]Executive summary:
All areas of business today are highly competitive, with overall revenues, profit margins, and stakeholders becoming increasingly difficult to manage and keep up with. While some organizations struggle to maintain their endurance against the inner and external forces that compromise their endurance, those that use 'Vital' brains are regularly able to shape and control the climate in which they work. Changing circumstances have forced this to best offer them an opportunity to demolish their competitors and move towards a time of development and stability. This strategic report will critically review on how Nike's has incorporated their strategic development for the previous 5 years, a critical analysis of the mission and vision and how it changed and progressed using different strategic models to address their strategic positioning, draws conclusion.
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[bookmark: _Toc139631851]1.0 INTRODUCTION:
This report is drawn up as per assessment for final year, BA Leadership and Management to show understanding and the learning achievement of the module “BMSW6104 Strategic Management”, upon the instruction of Mrs Maria Heffernan, senior lecturer in University of Wales Trinity St David’s, Institute of Management and Health department.
A company chosen for this report is Nike, a worldwide famous market leader, member of the Fortune 500 list and occupied has a market cap of $86.6 billion. Nike has a cash flow and revenue of around $34.3 billion and $2.5 billion. (https://www.forbes.com/sites/prestonpysh/2017/10/21/intrinsic-value-of-nike/?sh=67f8e3976271) 
Nike is famous for its diverse and unique design in the sports and athletes’ industry and for being the largest producer (market leader). Nike’s statistics showed on page 3 informs how Nike is doing progress for years and how it emerged globally. The report also states how Nike is an emerging corporation and is at the top of the athlete industry than others. 


[bookmark: _Toc139631852]Task 1 Findings 
[bookmark: _Toc139631853]2.0 - Strategic development
Nike Incorporation is a multinational corporation that provides expertise in manufacturing, design, athletic footwear, equipment, accessories, and apparel. Nike is continuously working on its strategic plans to improve performance in the world by promoting its products and improving on its athletic products through making strategies like digital transformation, product innovation, supply chain sustainability, and consumer sustainability. (Chanpaneri & jain , 2021).
Nikes strategies
1) Product and innovation development:
Nike sits on “star” when it comes to BCG Matrix see appendix 7.4. To be fierce in the market Nike continuously upgrades its product and keeps introducing innovations in their strategies. Nike Incorporation introduced breathtaking products like react cushioning and Vapor max tactics by which they gained amass population of followers in the market. Nike technology known as Fly Knit is offering supporting and light wear footwear that also becomes the source of limelight. Nike uses differentiation strategies to be competitive in the market and produces different products that can inspire their consumers by doing collaborations with popular celebrities and choosing famous designers to produce limited footwear that makes the audience joyous and a good source to grab a good market share by using it as a bolster for their sales. 














1) Focus on China & other emerging markets: 
According to Nike's statistics (in comparison with other companies) below, their global market shares and progress are clearly visible. The company figures out how to take advantage of emerging markets like China to drive growth. Additionally, Nike invests in strategic management to extend its market share and footprints in certain markets. As part of its marketing strategy, Nike makes partnerships with local shopkeepers and social media platforms and offers products specifically to consumers in emerging markets. 
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1) Digital transformation:
Nike admitted the need for e-commerce and digital technology era in the retail industry as well. The company incorporated a high amount in the direct to consumers' capabilities and also in building online brand personalization. Nike’s online sales show incremental growth, online markets, mobile applications and investments done through the websites. The company is also centralizing digital marketing and data analysis to enhance loyalty and customer relationship management. (puterisari, 2022)
2) Social responsibility & its Sustainability:
Nike Corporation works very hard to incorporate sustainability in its operational activities. The company sets various targets for environmental pollution like high usage of sustainable materials and lower carbon emissions. Nike induces a new strategy called 'move to zero' for meeting the consumer’s needs and eliminating environmental factors. This brand also discusses social issues like inclusion and diversity through partnerships and campaigns
3) Controversies and challenges faced:
Nike faced so much backlash and challenges before 5 years. The most controversial one is related to ethics like allegations of harassment and discrimination. Nike has taken measures to address those problems. They also faced criticism about the labour workforce including its supply chain, recommendations to enhance transparency and oversights. With these challenges, Nike can address the crucial need for ethical manufacturing and sourcing for long-term succession. 
Thus, in the previous 5 years, Nike has made a recognition position in the market through innovation, digital transformation, sustainability and emerging markets making its positioning well in the sports industry. Nike should continue to make efforts and be customer-centric to maintain competitiveness and sustainability in the market. (Niskanenen, 2019)
[bookmark: _Toc139631854]2.1 Stakeholders’ analysis
Financial stakeholders like competitors, customers, employees, supplies and manufacturing, regulatory bodies and government, shareholders and community and society affect Nike in terms of success, operation, and decision-making. By critically analysing we get to know that stakeholders are interconnected to the organization’s reputation. If there is some sort of negligence from their side, it will affect the company’s reputation and affects factors like operational activities, decision making and the organisation's success.
[bookmark: _Toc139631855]2.2.1 Critical Analysis of Vision:

General view:
Nike's vision is to become the leading athlete brand in the world by inspiring, innovating and committing to consumers and athletes. Nike aims to be a global reach through brand power and aims to deliver technologies to be a good performer in the market. This is done by delivering products and providing an experience that can enhance an individual capability to fulfill athletes' required potential. In the past 5 years, Nike worked to induce direct-to-consumer focus and digital technology, working on product excellence and innovation. They also worked on brand personalisation and partnership, working with China and emerging markets and working for corporate social responsibility and sustainability.
[bookmark: _Toc139631856]2.2.2 Critical Analysis of Mission:
Nike is working on the mission to bring innovation to every athlete’s life. Nike is defining an athlete as anyone who has a mission to be inclusive and builds potential in everyone by believing in themselves to be an athlete. 
By critically analyzing Nike’s 5 years of development, 
Nike worked to bring innovation, inspiring athletes, digital transformation, community engagement and society and to be inclusive. In these 5 years, Nike illustrated their strategic actions and initiatives to bring a commitment to their missions for continuous growth and a long-life successful brand.
Strategic view of Mission / Vision:
A report published by (P. Smith, 2023), critically analyses how Nike works on their milestones and long-term goals by maintaining a position in the market as the most recognized sports brand. It is quite surprising but Nike is among the first market leader in the athletic industry of accessories, apparel and footwear. Nike reaches 49 billion US dollars in sales which is double the sales of the second on the list, Adidas.
Nike works on their athletic and sportswear industry where their sports apparel shows rapid growth in the previous years and coming also. It is great news and proof of how Nike works on its visionary goals and is named one in the most prominent producers in the market and also ranked in the world’s apparel.
On the other side, there is a significant increase in their 1000 Nike stores comparable to 2021. Whereas its competitor Adidas has only 1000 stores worldwide. The report shows that Nike progresses incredibly and significantly higher their sales than Puma, Adidas, Armor etc. 
[bookmark: _Toc139631857]2.3- Nike owner and new ownership of Nike:
Nike Incorporation was founded in 1964, and owned by Bill Bowman and Phil Knight. Nike is a multinational corporation that specialises in manufacturing footwear, clothing and accessories. After the retirement of Knight Philip, the Board of Directors of Nike has announced John Donohoe as the new chief executive officer and president as well and Mark Parker will continue to work with John Donohoe and the senior management team. (www.Nike.com)
However, Nike is neither owned by any other firm and it is noted that Nike’s structure is evolving with time. Priory, Nike was built by Phil Knight and Bill Bowman and named Blue Ribbon in 1964, then the company was renamed Nike in 1971. Thus, Nike is growing widely and becomes the world's largest sports brand. Nike ownership is still independent and neither operated by any other firm that makes Nike control the brand management, decision making and strategic directions. (kim , 2020) 

Nike operates as a whole or SBU:
Nike is not operated as a strategic business unit but as a whole. Nike is a vertical company that engaged in numerous activities including innovation, supply chain, manufacturing, design, product distribution and marketing also. Nike is operated in numerous regions and allows it to be unified in its approach to business and branding. 

[bookmark: _Toc139631858]2.4- Profit/loss in 2021-2022:
Nike's annual net profit/ loss for 2021 was $5.727B, which means a 125.56% increase from the 2020 year. 
Nike's annual net profit/ loss for 2022 was $6.046B, which means a 5.57% increase from the 2021 year. 
[image: ]
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Source:https://www.macrotrends.net/stocks/charts/NKE/nike/net-income-loss

[bookmark: _Toc139631859]2.5- Market share:
Nike is an incorporation that invests heavily in marketing and promotional campaigns. Nike has a 38.23% market share. In 2022, the company spends $3.1 billion on their marketing campaigns and promotions with a market investment of $197.8 billion. With this Nike become the most valuable company and is named in 5 top companies. Thus, Nike's statistical data collection shows that NIKE is still the most popular brand in the sports industry. (kim, 2020).






The data shows that in 2022, the second quarter Nike Direct sales increased by 25% and sales for Nike Direct rose increases from 16% to $5.4 billion.

Nike annual revenue (in US $)
[image: ]
Source:: investing.com, nike.com
Previous 5 years data:
	
Year
	Revenue

	2022
	$46,710

	2021
	$44,538

	2020
	$37,403

	2019
	$39,117

	2018
	$36,397


[bookmark: _Toc139631860]Task 2 Strategic Analysis 
[bookmark: _Toc139631861]3.0 Strategic Models:
Nike is a world-famous company that is best known for making athletes and sports product. (By viewing the bgc matrix, porters generic and pestle analysis). 
Nike’s Strategic analysis according to companies’ strategic information provided & then suggested some strategies for their survival. 
[bookmark: _Toc139631862]3.1 Nike business level:
Nike focuses on business and corporate-level strategy too. In the corporate strategy, Nike opted and sets the goals for the whole organization to incorporate it into the firm that includes resource allocation, and portfolio management also which affects and overlaps the firm’s strategic decisions. This includes managing relationships, shaping the brand image, and driving it in the long run. 
In the business level strategy, Nike is able to incorporate different types of strategies for all the business sections like equipment, footwear, and apparel. Focuses more on marketing, competitive positioning, and distribution. Nike’s strategy includes market and industry analysis consumer insights, internal capabilities, and leadership expertise. 
Including Nike and all other firms always have an inspiration for their strategic planning. However, Nike is not influenced by schools but many other top-notch corporations follow different cultures and business schools while making a strategic formulation for their firm. It would be best to include business theories and academic research to provide the best strategy formulation from top institutes. 
[bookmark: _Toc139631863]3.2Nike drivers:
Nike follows inward and outward drivers while making strategies. With these drivers, the company is able to make good decisions and provide guidance. Nike follows different inward drivers like organizational drivers, financial considerations, and internal capabilities. The outward drivers are the competitive landscape, external environment, and market and consumer insights. 
[bookmark: _Toc139631864]3.3 Nike Simple & Static Strategy:
Nike focuses on a dynamic and complex approach and not follows the simple and static one. This is because the Nike company operates in a highly fierce market and variable industry with continuous changes that require Nike to be flexible and always adopt new changes and implement them. Nike focuses on dynamic and complex strategy because it follows technology innovation, global expansion, social and corporate responsibilities, market and consumer trends, and digital transformation. (Bennette , 2022)
[bookmark: _Toc139631865]3.4 Nike’s direction of travel:
In 2018, Nike is facing a decline phase. After birth to maturity, the declining phase comes. From 2018 onward Nike focused on the strategic alliance where consumers demand more for environment-friendly products and serious business practices. Nike focuses on more innovation and technology, global expansion, sustainability commitment, and direct to consumer approach. 
[bookmark: _Toc139631866]3.5 Nike’s strategic scope:
Holistically, Nike produces numerous range of products, initiatives, and services across the world.  Nike uses a wide whole organization approach and offers apparel and athletic footwear which has expanded the product portfolio to include a wide amount of products in a go. Furthermore, Nike focuses on strategic aspects like marketing, branding, distribution, and innovation as well. The company is very good at always at a key position and invests money in the Research and development department that helps them to create new products and improve performance by using different technologies. 
[bookmark: _Toc139631867]3.6 Nike long-term planning:
Any strategic plan should be of 3 to 5 years that represents short to long-term goals. It is different from the business plan that centralizes more on tactical planning, short and long term and budget as well. The 5-year strategic plan consisted of a strategic roadmap that focuses on a particular business to be better in the long run also. A strategic plan represents the specific goal of how Nike will achieve certain goals. (Bennett , 2022)  
[bookmark: _Toc139631868]3.7 Nike’s Strategic Stakeholders Influence:
Nike Inc gives more priority to its stakeholders by maintaining CSR that highlights the stakeholder desires. According to a report published by Archie Carroll, he considers the stakeholder as the group or the individual that opts for a significant position in the business. The Nike Corporation influences the stakeholders and stakeholders in return give them profit. Nike is a top-notch company with a strategy to influence their stakeholders with innumerable corporate responsibilities. Thus, Nike believes that the foundation is considered the arm of inducing CSR strategies. 
Nike stakeholders according to the firm’s priority:
1. Communities.
2. Customers.
3. Government.
4. Interest groups.
5. Employees. 
According to strategic models, under described strategies would be the best fit for Nike’s strategy and should focus on brand strength, market leadership, product innovation, sustainability and digital transformation. However, according to forthcoming trends, Nike keeps updating its strategies.
[bookmark: _Toc139631869]3.8 Digital transformation:
The company incorporated a high amount in the direct to consumers' capabilities and in building online brand personalisation. Nike’s online sales show incremental growth, online markets, mobile applications and investments done through the websites. Nike admitted the need for e-commerce and digital technology era in the retail industry as well.
[bookmark: _Toc139631870]3.9 Sustainability and corporate responsibility:
Nike Corporation works very hard to incorporate sustainability in its operational activities. The company sets various targets for environmental pollution like high usage of sustainable materials and lower carbon emissions. Nike induces a new strategy called 'move to zero' for meeting the consumer’s needs and eliminating environmental factors. This brand also discusses social issues like inclusion and diversity through partnerships and campaigns. (Heffron, 2019)
[bookmark: _Toc139631871]3.10 Product innovation:
To be fierce in the market Nike continuously upgrades their product and keeps introducing innovations in their strategies. The Nike Incorporation introduced breathtaking products like react cushioning and Vapor max tactics by which they gained a mass population of followers in the market. Nike technology known as Fly Knit is offering supporting and light wear footwear that also becomes the source of limelight. Furthermore, Nike collaborates with popular celebrities and famous designers to produce limited footwear that makes the audience joyous and increases revenues as well.
[bookmark: _Toc139631872]3.11 Brand Strengths & Market Leadership:
Nike is one of the leaders in the market that is producing in the athlete and sports industry. The company is successful in maintaining effective leadership campaigns and sponsorship. For this, the Nike Company has taken some measures to address the problems of culture work. They also faced criticism about the labour workforce including its supply chain, recommendations to enhance transparency and oversights as well. With these challenges, Nike can address the crucial need for ethical manufacturing and sourcing for long-term succession.





[bookmark: _Toc139631873]Task -3 Critical Discussion 

Below is a list of Nike’s Major stakeholders:
· Customers.
· Employees.
· Regulatory bodies and government.
· Competitors.
· Retail partners.
· Shareholders.
· Supplies and manufacturing.
[bookmark: _Toc139631874]4.0 ADVANTAGES & DISADVANTAGES OF NIKE:
[bookmark: _Toc139631875]4.1 ADVANTAGES OF NIKE:
1. GOOD FINANCIAL PERFORMANCE.
Nike focuses on great quality with affordable prices and amazing brand value that result in great margins and growth in the overall share of the company. It sets brand standards and a competitive image in the market against competitors through global brand product demand, product innovation, effective campaigns through advertising and sponsoring big sports events. The company increased its revenues from 34.4 billion dollars to 44.5 billion dollars in five years from 2017 to 2021. Nike produced revenue of 12.2 billion dollars at the end of 2022. With a strong performance and great returns, the company spent more on continuous research and development, innovation, marketing, and sustainability initiatives, ensuring long-term success and a bright future.
[bookmark: _Toc139631876]4.1.1. Innovation through Great (R&D).
Nike committed attitude towards continuous process improvements and using cutting-edge and modern ways of designing and making products more reliable, long-lasting and easy to use. These products gave them a competitive advantage over other brands and increased brand value and commitment as a team towards their dedication, including the brand using Nike React, DRI fit and involving customers in different campaigns, races and sports to receive feedback and their expectations from the brand.
[bookmark: _Toc139631877]4.1.2. Leaders in the Market.
Nike's strategies and customer involving techniques made them leaders in the clothing and footwear industry by continuously improving their products and making them unique. They make them stand in big gatherings of huge competition and recognition of their brand and the values they provide to be competitive, affordable and in reach of all the people in the market. Their CSR services towards the health of all the people to get them on track through their application and marathons and involvement of people in the brands through their feedback and surveys is what ultimately results in brand recognition, good market share, loyal customers towards the brand and a good relationship with their suppliers.
[bookmark: _Toc139631878]4.1.3. Social participation.
Nike is involved in social activities for the health of society and the betterment of the health of individuals. With sports activities like soccer, marathons, races, and the Olympics, the young generation is influenced to become more active and fit in the period of digital games and social media applications. Additionally, they promote solving societal issues to bring emotional attachment towards the brand which results in brand loyalty and people referring the brand to their close ones. ( Huang , lee & Chen , 2022)
[bookmark: _Toc139631879]4.2 DISADVANTAGES OF NIKE:
1. Human rights and labour over work issues 
Poor working conditions with no safety for workers, very low wages that do not fulfil their basic necessities, having limited rights as a worker and overtime work for all the employees are examples of issues related to human rights or labour.
With no benefits like medicines, leaves and insurance, and in some countries using child labour, brand reputation can be seriously damaged. News across social media can lead to a negative image, boycotts from society, and a loss of trust and loyalty which can affect sales and brand loyalty.
2. Supply chain issues 
Labour issues and violations of worker and human rights concerns in the workplace can lead to serious problems, such as:
· factory closures
· production problems in factories and shortage of supply of raw materials
· Relationship issues between the company and their consumers. It can lead to serious relationship problems between Nike and its loyal customers
· bad brand image
· factory strikes
· protests against the management
· Serious financial issues, such as bankruptcy and the shut-down of the whole production plant due to stakeholders' problems like overtime work, unfair wages, insurance and medical concerns, and family support issues.
3. Ethical concerns.
Nike needs invest more in the wellbeing of employees for happier and healthier work force, offer medical facilitation, time off and safe working condition. Everyone should be accountable for their actions. When dealing with environmental issues, make sure that the Green Procurement Programs throughout the system and creativity and innovation in products is used so that they can be recycled and used again. (Huang , le & choi , 2022)

[bookmark: _Toc139631880]4.3 NIKE STRATEGIES ACCORDING TO ENVIRONMENTAL SUSTAINABILITY:
Material Sourcing and Manufacturing for Sustainability:
Nike can help to protect the environment by emphasising sustainable material procurement and manufacturing techniques. This entails:
a) Eco-friendly resources: Increase the use of recycled and renewable resources. Nike can work with suppliers to develop innovative materials that lessen reliance on non-renewable resources and lower production's environmental effect.
b) Low-Impact Dyes and Chemicals: Adopt low-impact dyes and chemicals to limit water pollution and the release of dangerous compounds into the environment throughout the manufacturing process.
c) Energy Efficiency: Reduce energy consumption and greenhouse gas emissions by implementing energy-efficient technology and practises in manufacturing facilities. Nike may reduce waste and maximise resource efficiency by investing in renewable energy sources and optimising production processes.
Circular Economy and Waste Reduction:
Nike can contribute to a better future by embracing circular economy principles and decreasing waste throughout its activities. This can be accomplished by:
a) Product Design for Durability: Create items that are long-lasting, repairable, and well-made. Nike can use modular design features to allow components to be easily replaced or mended, extending the product's lifecycle and decreasing waste.
b) Recycling and Reuse: Put in place effective recycling programmes to recover and repurpose resources from old items. Nike can build collection systems and recycling activities in collaboration with customers, suppliers, and local communities.
c) Zero-Waste Manufacturing: Aim for zero-waste manufacturing processes by optimising material utilisation, minimising packaging waste, and deploying closed-loop solutions that reduce waste formation throughout the manufacturing cycle.
Environmental Conservation and Restoration:
Nike may help to ensure environmental safety by actively participating in conservation and restoration efforts. This includes the following:
a) Water Stewardship: Implement water-saving measures throughout the supply chain, such as lowering water use in industrial operations and ensuring appropriate wastewater treatment. Nike may work with stakeholders to conserve water supplies and promote water ecosystem restoration efforts.
b) Reforestation and Carbon Offset: Invest in reforestation projects to restore ecosystems, increase biodiversity, and offset carbon emissions. To counteract deforestation and sequester carbon dioxide, Nike can collaborate with organisations that focus on tree-planting programmes.
c) Sustainable Packaging: Make the switch to more environmentally friendly packaging materials, such as recycled and biodegradable solutions. Nike can experiment with creative packaging designs that reduce waste, use less plastic, and prioritise recyclability. (Fung , choi & liu , 2020)


[bookmark: _Toc139631881]Task 4 Findings Result 
[bookmark: _Toc139631882]5.0 Conclusion:
Nike's organisational strategy should prioritise innovation and research to drive product development and stay ahead of the competition. Nike should concentrate on:  Design Thinking Nike should adopt a design-driven culture that encourages creativity, empathy, and teamwork. In order to uncover developing trends, consumer demands, and preferences, encourage cross-functional teams to collaborate closely with athletes, consumers, and experts. Nike makes sustainability in the core component of Nike's innovation strategy. Nike can have a positive environmental impact while preserving product quality and performance by producing environmentally friendly materials, eliminating waste, and embracing circular economy ideas. Nike should focus on the Supply Chain Optimisation (Nike's supply chain is crucial to efficiently and effectively delivering products to customers. Nike should concentrate on the following areas to improve supply chain performance) by optimizing the Collaboration with Suppliers: Improve supplier collaboration to encourage trust, transparency, and continual improvement. Engage in strategic partnerships with important suppliers, promote information sharing, and develop collaborative projects to increase efficiency and innovation. Create effective risk management systems to proactively detect and mitigate potential supply chain interruptions. Diversifying sourcing areas, developing contingency plans, and employing advanced analytics and predictive modelling to anticipate and mitigate supply chain risks are all examples of this and should focus on ethical Sourcing whereas Nike should Increase your focus on ethical sourcing practices by requiring suppliers to meet labour and environmental standards. Nike should undertake frequent audits, help suppliers with training and capacity building, and actively participate in responsible sourcing activities.
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