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1. Introduction
A critical analysis of the strategic management practices of Nike, Inc., the world’s leading athletic footwear and apparel brand, is provided in this report. The current strategic position of Nike is evaluated, its key challenges are diagnosed, and actionable recommendations for sustainable growth are formulated (Fuertes et.al,2020). The main areas to be analyzed include Nike’s external and internal environments through the application of PESTEL and VRIO frameworks, its alignment with Corporate Social Responsibility (CSR), strategic performance via the Balanced Scorecard, and the viability of future strategic choices (Fuertes et.al,2020). While Nike operates globally, particular attention is paid to the United Kingdom (UK) market as a key geographic focus for the application of cultural and economic analyses. In Section 2, a reflective account of the research and analytical process is provided (Caroll,2021).
[bookmark: _Toc228482315]1.1 Organisational Context and Overview
[bookmark: _Toc225513411]Nike, Inc. was established in 1964 as Blue Ribbon Sports by Phil Knight and Bill Bowerman, before being officially rebranded as Nike, Inc. in 1971. The organization has been transitioned from a distributor of Japanese footwear into the preeminent global manufacturer of athletic apparel, equipment, and footwear (Nike, 2023). Headquartered in Beaverton, Oregon, global operations are maintained with a market capitalization exceeding $160 billion and a workforce of approximately 83,700 employees (Nike, 2023). Inspiration and innovation are intended to be brought to every athlete worldwide, a mission supported by the foundational philosophy that any individual with a body is defined as an athlete. Furthermore, a sustainable and digitally enabled future for sport is envisioned, with the brand intended to remain the most distinctive and connected entity in the industry through continuous innovation and the cultivation of deep consumer relationships (Nike, 2023).
[bookmark: _Toc228482316]1.2 Business Model and Competitive Landscape
A diversified business model is utilized by the company, wherein revenue is generated through footwear (66%), apparel (30%), and equipment (4%). These streams are facilitated via wholesale partnerships, licensing agreements, and Direct-to-Consumer (DTC) channels, including digital commerce and Nike-owned retail outlets (Nike, 2023). Under the "Consumer Direct Offense" strategy, an aggressive pivot toward DTC channels has been executed, with priority placed on digital transformation and personalized consumer experiences to secure higher margins (Nike, 2023). Operations are conducted within a global industry valued at approximately $380 billion, which is characterized by rapid technological advancement and a shift toward athleisure and sustainability. Market share is contested by key competitors such as Adidas and Under Armour, while the premium athleisure segment is dominated by Lululemon (Lestan et. al, 2021). Additionally, industry boundaries are increasingly blurred by fast-fashion retailers, including H&M and Zara, through the provision of sport-influenced apparel at lower price points.
[bookmark: _Toc228482317]1.3 Market Position
[bookmark: _Toc225513412]Within the UK athletic footwear and apparel market, Nike is positioned as a premium, authentic sport brand through which performance and lifestyle are successfully bridged. Unlike competitors that are focused purely on function (e.g., Under Armour) or fashion (e.g., Lululemon), a dual appeal is maintained by Nike; innovation is trusted by elite athletes, while products are frequently utilized as casualwear by everyday consumers. A distinctive competitive advantage is afforded to Nike by this "athleisure" credibility (Ko & E et.al,2012). Furthermore, the strategic integration of technical performance with cultural relevance is recognized as a key driver of market dominance in highly competitive regions (Hitt et.al,2020). 
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Fig: 01 Nike’s marketing positioning analysis in the UK

The perceptual map positions Nike within the premium price and performance-led (authentic sport) quadrant, indicating that the brand’s core identity in the UK market continues to be grounded in athletic credibility rather than purely fashion-driven appeal. A comparison with Lululemon reveals that although both brands are positioned at premium price points, Lululemon is more strongly associated with the fashion-led lifestyle segment; consequently, Nike’s performance orientation is perceived to provide a competitive advantage when consumers prioritise technical sportswear functionality, particularly in categories such as running and football (Brodone, 2024). In contrast, Hoka is similarly positioned within the premium performance segment, targeting serious runners, while Adidas is typically located at a slightly lower price point with a more balanced focus between sport and lifestyle, thereby competing across a wider consumer base (Statista, 2024). Economy-focused retailers such as Decathlon and Sports Direct are generally situated within the low-price, performance-led quadrant, capturing price-sensitive consumers without directly threatening Nike’s premium positioning (Deloitte, 2023). Strategically, it is suggested that the greatest risk would be created if brand positioning were shifted excessively toward fashion orientation or price reductions were implemented to pursue volume growth, as such actions could weaken perceived authenticity; therefore, continued investment in performance innovation is considered necessary to sustain differentiation and justify premium pricing within the competitive UK sportswear market (Porter, 2008; Nike, 2024).

[bookmark: _Toc228482318]2 External and Internal Environment Analysis
The external environment is defined as the set of macro-level forces that exist outside the direct control of an organisation, including political, economic, social, technological, environmental, and legal factors, while the internal environment is comprised of organisational resources, capabilities, and competencies that can be managed and controlled internally (Johnson et.al, 2020). In strategic management, the alignment of internal strengths with external opportunities is considered essential for achieving sustainable competitive advantage and long-term organisational performance, as firms are required to adapt their resources and strategies to changing environmental conditions (Barney, 1991). 
[bookmark: _Toc225513413][bookmark: _Toc228482319]2.1 External Environment Analysis (PESTEL)
[bookmark: _Toc225513414]PESTEL analysis is applied to identify how Political, Economic, Social, Technological, Environmental, and Legal factors influence organisational strategy and decision-making within the external environment (Johnson et.al, 2020).
[bookmark: _Toc228482320]Political Factors (Threat)
Ongoing geopolitical tensions between the United States and China and the introduction of reciprocal tariffs have been reported to create significant cost pressures for multinational firms such as Nike, while post-Brexit trade arrangements between the United Kingdom and manufacturing hubs such as Vietnam have been associated with increased customs procedures and regulatory complexity. As a result, gross margins have been negatively affected by rising import and logistics costs, and operational efficiency has been challenged by border frictions. Consequently, supply chain diversification strategies and the strengthening of regional distribution networks have been considered necessary to reduce dependency on single geographic regions and to enhance resilience against political and trade disruptions (World Trade Organization, 2024).
[bookmark: _Toc228482321]Economic Factors (Threat)
High inflation rates and rising interest rates in the United Kingdom have been associated with declining consumer purchasing power and reduced discretionary spending on premium goods. Under these conditions, consumer demand for high-priced sportswear products has been weakened, and a shift toward mid-priced alternatives has been observed across the retail sector. As a result, profit margins within the sportswear industry have been pressured, and revenue growth has been constrained. Therefore, the restoration of full-price sales strategies and the reduction of promotional dependency have been widely recommended to protect profitability and sustain financial performance in challenging economic environments (Office for National Statistics, 2024).
[bookmark: _Toc228482322]Sociocultural Factors (Threat and Opportunity)
Sociocultural dynamics within the United Kingdom have been shaped by high levels of individualism and openness to innovation, characteristics that have been identified within Hofstede’s cultural dimensions framework. These cultural traits have supported consumer interest in personalised products and innovative technologies, thereby creating opportunities for brands offering customisation and performance innovation. At the same time, increasing consumer awareness of sustainability and ethical production practices has influenced purchasing decisions, particularly among younger consumers. However, intense market saturation and brand ubiquity within the athleisure segment have been associated with declining perceptions of exclusivity among younger demographics, thereby creating both reputational risks and opportunities for repositioning strategies (Hofstede Insights, 2024).
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Fig: 02 Hofstede Cultural dimensions between UK & Vietnam
Based on Hofstede’s cultural dimensions framework, significant cultural differences are identified between the United Kingdom consumer market and the Vietnamese manufacturing environment. The United Kingdom is characterised by high Individualism (76) and Indulgence (69), where self-expression and achievement-oriented consumption are widely supported, aligning with performance-driven and lifestyle branding strategies (De Mooij, 2019). In contrast, Vietnam is characterised by lower Individualism (30) and Indulgence (35), where collectivist values and practical communication approaches are emphasised. Differences in Power Distance are also observed, with lower levels in the United Kingdom supporting informal engagement, while higher levels in Vietnam necessitate hierarchical organisational structures. Consequently, marketing and management practices are required to be culturally adapted to local societal expectations and workplace norms (Hofstede Insights, 2024).
[bookmark: _Toc228482323]Technological Factors (Opportunity)
Continuous technological innovation within the sportswear industry has been recognised as a key driver of competitive advantage, particularly in product development, digital retailing, and performance enhancement technologies. Investments in advanced product innovation, wearable technologies, and research and development capabilities have been shown to strengthen brand differentiation and improve customer engagement. Consequently, the introduction of new performance-oriented technologies has been viewed as an opportunity to reinforce product leadership and sustain long-term market competitiveness (McKinsey & Company, 2023).
[bookmark: _Toc228482324]Environmental Factors (Opportunity)
Environmental sustainability has increasingly been prioritised within the global apparel and footwear industry due to regulatory pressures and growing consumer demand for environmentally responsible products. The adoption of circular economy practices, recycled materials, and carbon reduction initiatives has been associated with improved corporate reputation and stronger alignment with environmentally conscious consumers. As a result, sustainability-focused supply chain partnerships and resource efficiency strategies have been recognised as important mechanisms for enhancing brand differentiation and supporting long-term environmental performance (United Nations Environment Programme, 2023).
[bookmark: _Toc228482325]Legal Factors (Threat)
Legal compliance requirements within the United Kingdom, including data protection regulations under the UK General Data Protection Regulation (UK GDPR) and modern slavery legislation, have imposed stricter obligations on organisations to ensure responsible data management and transparent supply chain practices. These regulatory frameworks have increased administrative costs and operational complexity, particularly for companies operating digital direct-to-consumer platforms and global sourcing networks. Therefore, comprehensive compliance systems and rigorous auditing procedures have been considered essential to mitigate legal risks and maintain stakeholder trust (UK Government, 2024).




[bookmark: _Toc228482326]2.2 Strategic Challenges and Critical Success Factors
Strategic Challenges are defined as obstacles, pressures, or uncertainties that arise from internal and external environments and that hinder the achievement of long-term organisational objectives (Johnson et.al,2020). They are conceptualised as gaps between current organisational performance and desired strategic outcomes, through which risks to competitiveness and sustainability are created. Consequently, deliberate managerial action and continuous environmental monitoring are required to address these challenges and to maintain strategic alignment with organisational goals (Johnson et.al,2020).
Critical Success Factors (CSFs) are defined as the limited number of key areas in which satisfactory performance must be achieved to ensure successful competitive outcomes for an organisation. They are regarded as essential organisational conditions, capabilities, or performance outcomes that must be delivered to support the achievement of the mission and long-term strategic objectives (Thompson et al., 2022). Therefore, organisational resources and managerial attention are required to be concentrated on these priority areas to sustain competitive advantage and operational effectiveness (Thompson et al., 2022).

Fig: 03 Strategic challenges & Critical Success Factors Analysis (Self-Analyzed)
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[bookmark: _Toc228482327]2.3 Internal Environmental Factors
Internal environment factors are defined as the resources (both tangible and intangible) and capabilities through which organisational effectiveness is achieved (Barney, 1991). A tangible resource is represented by global distribution centres, including the United Kingdom regional hub, through which operational efficiency and market responsiveness are supported (Grant, 2021).
Tangible Resource – Global Distribution Infrastructure
A global network of regional distribution centres, advanced inventory systems, and logistics assets is maintained, through which rapid and cost-effective delivery worldwide is enabled. Both wholesale and direct-to-consumer (DTC) channels are supported by this physical resource, through which product availability and supply chain resilience are ensured (Grant, 2021).
Intangible Resource – Brand Equity (The Swoosh)
A globally recognised logo, brand name, and reputation have been developed over more than five decades, with brand equity having been valued at over $30 billion. Premium pricing is enabled, customer loyalty is strengthened, and a strong emotional connection is created through this intangible asset, which is not easily replicated by competitors (Keller, 2013).
Capability – Product Innovation
A systematic research and development process is employed, through which breakthrough technologies such as Air Max, Flyknit, Nike Mind, and Project Amplify are consistently delivered. Product differentiation is achieved, premium pricing is justified, and a renewed focus on sport performance is reinforced through this capability (Teece, 2018; Nike Inc., 2023).
Capability – Marketing Excellence
Culturally resonant storytelling, global campaign execution, and athlete endorsement management are leveraged, through which connections between sport and lifestyle are established. Brand preference, cultural relevance, and consumer engagement are driven through this capability (Kotler & Keller, 2015).
Core Competency – Athlete Relationship Network
Long-term exclusive partnerships with elite athletes have been established, through which marketing assets and product co-creation are integrated. A trust-based network is developed that is costly to imitate, through which sustained competitive advantage, authenticity, and performance feedback are achieved (Barney, 1991; Nike Inc., 2023).


Core Competency – Supply Chain Orchestration
A complex global sourcing, manufacturing, and distribution network across countries such as Vietnam, China, and Indonesia is coordinated, through which rapid product launches, inventory optimisation, and cost efficiency at scale are enabled. Operational reliability is underpinned by this competency (Slack & Brandon-Jones, 2022).
[bookmark: _Toc228482328]2.4 Definition of Strategic Challenges
Strategic challenges are defined as critical obstacles, pressures, or capability gaps that are encountered within the internal or external environment, by which the achievement of an organisation’s long-term objectives is hindered. Such challenges are required to be addressed through deliberate and coordinated strategic actions in order for sustained performance to be ensured (Porter, 2008). In the case of Nike, strategic challenges have been identified in the form of margin compression, a decline in the China market, a reduction in digital traffic, and increasing competitive fragmentation within the global sportswear industry (Porter, 2008).
The VRIO framework (Value, Rarity, Imitability, Organisation) is utilised for the evaluation of strategic capabilities, as it is determined whether a resource or capability is able to provide a sustained competitive advantage through the assessment of its value, rarity, inimitability, and organisational support (Barney, 1991).
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Fig: 04 VRIO Framework Analysis for Nike
The VRIO framework is applied as an analytical tool through which organisational resources and capabilities are evaluated to determine their potential to create and sustain competitive advantage. Four criteria—Value, Rarity, Imitability, and Organisation—are systematically assessed to identify whether resources contribute to competitive parity, temporary advantage, or sustained advantage (Barney, 1991). It is argued that only resources that are valuable, rare, difficult to imitate, and effectively organised can generate long-term superior performance.

The value of a resource is examined to assess whether opportunities can be exploited or threats can be mitigated. Rarity is evaluated to determine whether resources are limited across competitors. The cost of imitation is also analysed, as difficulties arising from causal ambiguity or social complexity can strengthen competitive positioning (Grant, 2022). Finally, organisational support is assessed to ensure resources are fully utilised. Overall, sustained competitive advantage is achieved only when all four criteria are satisfied (Porter, 2008).
[bookmark: _Toc228482329]2.5 Internal Strengths 
Internal strengths are defined as the resources, capabilities, and core competencies that are possessed by an organisation and through which superior performance relative to competitors is enabled (Barney, 1991). These strengths are regarded as positive internal factors by which strategic objectives are supported, customer value is created, and a foundation for competitive advantage is established (Grant, 2022).
Critical Discussion: Contribution of Internal Strengths to Competitive Advantage
Based on prior analytical evaluations, including PESTEL, VRIO, and resource-based analysis, several key internal strengths are identified within Nike. Strong brand equity is recognised as a valuable intangible resource through which global recognition and customer loyalty are enhanced (Barney, 1991). Product innovation capability is emphasised, as technological advancements are continuously utilised to achieve differentiation. An extensive athlete relationship network has been developed, strengthening credibility and visibility (Grant, 2022). Marketing excellence is demonstrated through culturally relevant campaigns, while global distribution infrastructure ensures operational efficiency (Rothaermel, 2021).
Nike’s brand equity is considered a source of sustained competitive advantage, as premium pricing, loyalty, and emotional connections are enabled (Keller, 2013). Product innovation is evaluated as valuable, rare, and inimitable, supporting differentiation and addressing competitive pressures. The athlete network further enhances authenticity. However, it is highlighted that organisational alignment is required, as recent performance challenges suggest that resources have not been fully leveraged (Barney, 1991).

[bookmark: _Toc228482330]3. CSR Strategy and Sustainability
Corporate Social Responsibility (CSR) strategy is defined as the voluntary integration of social, environmental, and ethical concerns into organisational operations and stakeholder interactions. It is characterised by actions that extend beyond legal compliance, through which issues such as labour rights, community engagement, environmental protection, and transparent governance are addressed (Tavanti & M, 2025).
Sustainability is defined as the principle by which present needs are met without compromising the ability of future generations to meet their own needs. Within a business context, sustainability is conceptualised through environmental, social, and economic dimensions, which are collectively referred to as the triple bottom line, encompassing aspects such as carbon reduction, fair labour practices, and long-term economic viability (Sheehy et.al, 2021).
[bookmark: _Toc228482331]3.1 Nike’s CSR Strategy and Its Alignment with Business Objectives
Nike’s Corporate Social Responsibility (CSR) strategy has evolved from 1990s labour-related reputational issues to a more integrated and proactive approach. Sustainability initiatives are now embedded within corporate strategy, supported by strengthened environmental and social governance, as reflected in the March 2026 appointment of Cimarron Nix as Chief Sustainability Officer with an enterprise-wide mandate (Nike, 2025). The CSO role ensures sustainability is integrated into strategic decisions, positioning CSR as a core pillar for long-term value creation (Porter and Kramer, 2011; Kotler and Keller, 2015).
[bookmark: _Toc228482332]3.2 Critical Evaluation: Nike’s CSR strategy aligns with long-term objectives, but key tensions remain. Although ambitious targets, such as 100% recycled or renewable materials, have been set, limited large-scale implementation increases the risk of perceived greenwashing (Nike, 2023). A structural conflict between growth and circularity is evident, as high-volume production continues while circular initiatives remain limited (Geissdoerfer et al., 2017). Cost pressures in supply chains also constrain sustainable sourcing. Overall, alignment is partial and requires stronger integration into revenue models.
[bookmark: _Toc228482333]4. Comprehensive and Holistic View: Balanced Scorecard Analysis
The Balanced Scorecard (BSC) is defined as a strategic performance management framework through which an organisation’s mission and vision are translated into measurable objectives across financial, customer, internal process, and learning perspectives. A balanced view of performance is provided by integrating both leading and lagging indicators. Through its application, strategic alignment is facilitated, organisational communication is enhanced, cause–effect relationships are identified, and both financial and non-financial performance are monitored effectively (Kaplan & Norton, 1992)

[bookmark: _Toc228482334]4.1 Four Core perspective analysis:
[bookmark: _Toc228482335]Financial Perspective
The financial perspective is focused on the creation of shareholder value through profitability, growth, and efficiency. Within Nike, financial performance has been challenged by margin compression and declining earnings, through which strategic urgency has been increased (Nike Inc.,2023). Key performance indicators such as revenue growth, operating margin, and return on invested capital are utilised to assess outcomes. It is emphasised that financial stability is required for the support of all other strategic initiatives (Kaplan & Norton, 1992).
[bookmark: _Toc228482336]Customer Perspective
The customer perspective is concerned with how the organisation is perceived by its target market, with emphasis placed on brand strength, loyalty, and engagement. In Nike’s case, declining sales in key markets and reduced digital engagement have been observed, indicating weakened customer relationships. Metrics such as Net Promoter Score and brand preference are applied to evaluate performance. Strategic initiatives are therefore implemented to rebuild trust and enhance customer perception (Grant, 2022).
[bookmark: _Toc228482337]Internal Business Processes Perspective
The internal business processes perspective is focused on the efficiency and effectiveness of operations that drive value creation. Within Nike, key processes such as product innovation, channel management, and supply chain coordination are prioritised (Rothaermel, 2021). Performance is measured through indicators including innovation output and channel performance. Improvements in these processes are required to support differentiation and cost efficiency (Kaplan & Norton, 1992).
[bookmark: _Toc228482338]Learning and Growth Perspective
The learning and growth perspective is concerned with the development of organisational capabilities, culture, and human capital, through which long-term success is sustained. At Nike, leadership changes and organisational restructuring have been implemented to enhance innovation and cultural alignment (Grant, 2022). However, it is recognised that such developments require time to generate measurable outcomes. This perspective is regarded as a foundation upon which all other performance dimensions are built (Kaplan & Norton, 1992).
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Fig: 05 Balanced Scorecard Analysis of Nike (Self-Analyzed)

Integration: Which Perspectives Are Passing or Failing?
A mixed performance is revealed through the Balanced Scorecard, as cause–effect alignment across the four perspectives is assessed. Learning and Growth is evaluated as partially passing, as leadership restructuring and strategic initiatives have been implemented, although cultural transformation remains ongoing. Internal Business Processes are considered partially effective, as improvements in wholesale performance are observed, while inefficiencies in direct-to-consumer operations persist. The Customer perspective is assessed as failing, as declining sales in key markets and weakening brand preference among younger consumers are reported (Grant,2022). Financial performance is also evaluated as failing, as margin contraction and earnings decline are recorded (Nike Inc.,2023). Overall, a strategic disconnect is identified, as leading indicators have not yet translated into improved customer and financial outcomes, highlighting the need for corrective strategic action (Kaplan & Norton, 1992).


[bookmark: _Toc228482339]5. Strategic Choices and Implementation
Strategic choice is defined as the decision-making process through which alternative strategies are evaluated and selected to achieve organisational objectives. Suitability, acceptability, and feasibility are assessed to ensure alignment with the external environment, stakeholder expectations, and internal capabilities. Through this process, organisational direction and competitive positioning are determined (Johnson et al., 2020).
[bookmark: _Toc228482340]5.1 Evaluation of Strategic Choices Available to Nike
At the business level, strategic choices are evaluated regarding how competitive advantage is to be achieved within the athletic footwear and apparel industry. Cost leadership is considered to have low suitability for Nike, as premium brand positioning would be undermined if price-based competition were prioritised. Although cost efficiencies are achieved through outsourcing, brand value would be diluted (Porter, 1985).
Differentiation is assessed as highly suitable, as innovation, design, and brand strength are leveraged to justify premium pricing. This approach is supported by valuable and inimitable resources, including brand equity and athlete relationships (Barney, 1991). However, differentiation is recognised to have been weakened, requiring renewed focus on innovation and authenticity to sustain advantage (Rothaermel, 2021).
At the corporate level, strategic decisions regarding portfolio scope, diversification, and geographic expansion are made. Related diversification is evaluated as moderately suitable, as expansion into adjacent categories is enabled through existing capabilities; however, caution is required due to mixed performance within current brand portfolios (Rothaermel, 2021). In contrast, unrelated diversification is assessed as having low suitability, as alignment with core competencies is not achieved and value creation is unlikely to be realised (Grant, 2022).
International expansion is considered highly suitable; as significant revenue is generated from global markets. A dual-path strategy is recommended, whereby mature markets are stabilised and growth is restored, while market-specific repositioning is implemented in challenging regions. Such strategic alignment is emphasised as critical for long-term performance (Johnson et al., 2020).
[bookmark: _Toc228482341]5.2 Renewed Differentiation and Dual‑Path International Expansion
At the business level, suitability is confirmed, as the root causes of brand dilution and limited innovation are addressed while existing strengths are leveraged (Onyebuenyi, 2025). Acceptability is established, as stakeholder expectations for authenticity and premium positioning are fulfilled. Feasibility is demonstrated through established R&D infrastructure and organisational alignment (Rothaermel, 2021).
At the corporate level, dual-path international expansion is evaluated as suitable, as China requires long-term reset while mature markets require rebalancing (Nike, 2025). Acceptability is ensured through diversification benefits, and feasibility is supported by global infrastructure and marketing capabilities (Rothaermel, 2021).
[bookmark: _Toc228482342]5.3 Critical Assessment of Change Management and Impact on Strategic Implementation
Nike’s change management under CEO Elliott Hill is evaluated using Lewin’s Three-Step Model. In the unfreezing stage, strategic misalignment was acknowledged, and leadership change was implemented to create awareness of declining performance. The replacement of John Donahoe signalled the need for a shift away from a DTC-heavy strategy (Lewin, 1947). During the change phase, organisational restructuring has been introduced, and wholesale partnerships have been reactivated to rebalance channels (Rothaermel, 2021).
In the refreezing stage, new organisational norms are expected to be established, including an innovation-driven culture and balanced channel strategy. Strengths such as decisive leadership and structural realignment have been demonstrated. However, long-term success is considered dependent on effective execution and cultural embedding, as emphasised in Kotter’s Change Model (Kotter, 1996).
Weaknesses and Implementation Gaps:
Operational weaknesses and implementation gaps are identified in Nike’s strategic execution. A decline in direct-to-consumer performance has been observed, as digital traffic has decreased despite improvements in wholesale channels, indicating that channel rebalancing has not been effectively aligned with customer engagement (Onyebuenyi, 2025). Persistent margin pressure has also been recorded, with gross margins remaining constrained due to ongoing cost challenges and limited short-term recovery (Zhou & J, 2026). Furthermore, structural challenges within the China market are encountered, as domestic competitors are strengthened by rising consumer nationalism, reducing the effectiveness of leadership changes alone.
Nike is positioned in a critical transition phase, where structural changes have been implemented but measurable outcomes remain unrealised. A risk of change fatigue is recognised, while execution complexity has been increased. Although transformation phases have been initiated, the refreezing stage has not yet been achieved, placing long-term strategic outcomes at risk (Kotter, 1996; Lewin, 1947).
[bookmark: _Toc228482343]6. Strategic Evaluation and Recommendations
Strategic evaluation is defined as the systematic process through which an organisation’s strategy is assessed to determine its effectiveness, relevance, and alignment with internal capabilities and the external environment. Actual performance is compared against predetermined objectives, and any deviations are identified to support informed decision-making. Necessary adjustments are subsequently implemented to ensure that strategic goals are achieved and sustained over time (Johnson et al., 2020). The Boston Consulting Group Matrix is defined as a portfolio framework in which products are classified by market growth and relative market share (Kotler et al., 2019). In this report, it was applied to Nike’s UK portfolio, where an imbalance was identified. Recommendations were proposed to defend core footwear, improve DTC, invest selectively, and divest underperforming units (Kotler & Keller, 2016).
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Fig: 06 Nike’s BCG Matrix Analysis in the UK

Cash Cow – Nike Performance Footwear
In the United Kingdom, Nike’s core performance footwear segment is characterised by high market share within a mature market where growth is considered moderate. Stable revenue streams and reliable profit margins are generated, making this category a key financial contributor to the portfolio (Kotler and Keller, 2015). Through the “Win Now” strategy, full-price selling is prioritised and distribution partnerships are strengthened; however, profitability is threatened when margin compression is experienced (Nike, 2025).
Star – Jordan Brand
In the UK market, the Jordan Brand is recognised as a high-growth, high-share segment driven by strong demand within sneaker and basketball-lifestyle culture. Premium positioning and limited-edition releases are utilised to sustain brand desirability and competitive leadership (Euromonitor International, 2025). Continued investment is directed toward athlete partnerships and collaborations, while supply levels are carefully controlled to preserve scarcity and protect brand exclusivity, which is considered essential for sustaining long-term profitability (Kapferer, 2012).
Question Mark – Nike Direct (DTC Digital and Stores)
The direct-to-consumer (DTC) channel in the UK is recognised as a high-growth opportunity driven by digital commerce expansion; however, intensified competition from omni-channel retailers has resulted in declining traffic and conversion rates (Nike, 2024). Strategic rebalancing toward wholesale channels is being implemented, and performance improvements are expected to determine whether future growth potential is realised (Porter, 2008).
Dog – Converse and Question Mark – Outdoor / Trail Running (ACG, Nike Trail)
Within the UK footwear portfolio, Converse is classified as a low-growth, low-share segment, where stagnant performance has been reported due to intense competition and market saturation. Despite repositioning efforts, continued revenue decline has been observed (FashionNetwork.com, 2026). In contrast, the outdoor and trail running segment is recognised as a high-growth market, where targeted investment is being directed (Euromonitor International, 2025).
6.1 Recommendations Based on BCG Analysis
Based on the BCG analysis, differentiated strategic actions are recommended for each portfolio category to optimise resource allocation and long-term profitability. Performance footwear, as a cash cow, should be defended through reduced discounting and strengthened wholesale relationships to support margin recovery (Nasdaq, 2026). Continued investment should be directed toward the Jordan Brand to sustain growth and cultural relevance in the UK market. Selective investment is advised for Nike Direct to improve digital performance, while divestment or strict repositioning should be considered for Converse if financial improvement is not achieved. In addition, targeted investment should be pursued in the outdoor and trail running segment to capture emerging growth opportunities.
6.2 Justification with Theoretical Concepts and Real‑World Examples
The BCG Matrix framework is applied to demonstrate that balanced portfolios require cash cows to fund stars and question marks, while underperforming dogs are recommended for divestment (Henderson, 1970). In Nike’s case, portfolio imbalance is observed, as margin pressure is experienced within cash cow segments while substantial investment is required by emerging categories. Differentiation strategies are supported for sustaining premium pricing, and market and product development strategies are identified as suitable growth paths for question marks (Porter, 1985; Ansoff, 1957).
Real-world examples are utilised to illustrate strategic options. A divestment precedent is observed in Adidas, where the CCM hockey brand was sold to refocus on core categories. A DTC turnaround is demonstrated by Lululemon, while trail running growth is evidenced by Hoka. Nike’s strategy is considered partially aligned; however, execution gaps are identified, and improved portfolio balance is recommended (Kotler et al., 2019).

[bookmark: _Toc228482344]Section 02: A Gibbs Reflective Cycle Analysis of the Strategic Management Assessment Process
[bookmark: _Toc228482345]Step 01: Description
A comprehensive strategic analysis of a selected organisation was required, in which theoretical frameworks such as PESTEL, VRIO, the Balanced Scorecard, Ansoff’s Matrix, and the BCG Matrix were applied. Nike, Inc. was selected due to its global prominence, recent strategic challenges, and the availability of up-to-date financial data following its Q2 2026 earnings release. A United Kingdom focus was incorporated, requiring consideration of local market dynamics and consumer behaviour. Primary and secondary data were systematically collected and analysed. Each framework was applied sequentially, and earlier sections were continuously revised as new insights were identified during the analytical process.
[bookmark: _Toc228482346]Step: 02 Feelings
Initially, a sense of being overwhelmed was experienced due to the extensive scope of the assessment. The requirement to analyse a multinational corporation through multiple theoretical frameworks within strict word limits was perceived as challenging (Rothaermel, 2021). Concerns regarding oversimplification were heightened by complex global operations and regional variations. During research, frustration was encountered when contradictory information was identified, requiring reconciliation of diverging performance indicators (Grant, 2022). Gradually, this frustration was transformed into curiosity as strategic nuance was recognised. Application of Hofstede’s dimensions generated engagement, although misinterpretation concerns were experienced (Hofstede, 2011). Completion of the BCG Matrix resulted in satisfaction, with cautious confidence maintained.
[bookmark: _Toc228482347]Step: 03 Evaluation
The effective integration of theoretical frameworks was demonstrated in the analysis. PESTEL analysis was utilised to identify tariff-related headwinds, with a $1.5 billion annualised impact being highlighted, while VRIO analysis was applied to evaluate innovation capabilities, thereby linking external pressures with internal strengths (Greeven et al., 2024). The Balanced Scorecard was used to illustrate causal relationships, where investments in learning and growth were linked to improvements in processes, customer outcomes, and financial performance (Zhou et al., 2026). Hofstede’s cultural dimensions and the BCG Matrix were also incorporated.
Challenges were presented by data currency and limited UK-specific data, while distinctions between confirmed and speculative information were required (Barchart, 2026; Johnson, 2025). Word constraints restricted VRIO depth, and UK contextualisation was partially constrained (Barney, 1991).
[bookmark: _Toc228482348]Stage: 04 Analysis
Several learning points regarding strategic analysis and personal development needs as an international business postgraduate student were highlighted through this experience. A theory–practice gap was identified; as academic models were observed to provide structured thinking while failing to fully capture organisational complexity. Porter’s Generic Strategies was found to assume clear differentiation, whereas Nike’s challenges were partly attributed to differentiation creating distance from its core sport identity. The BCG Matrix was seen to assume fixed category boundaries despite product mobility. Cultural intelligence was reinforced through Hofstede’s Cultural Dimensions. Critical evaluation, data literacy, and reflective practice were also strengthened (Gibbs, 1988).
[bookmark: _Toc228482349]Stage:05 Conclusion
Strategic management has been understood as an integrated process in which tools such as PESTEL, VRIO, the Balanced Scorecard, and the BCG Matrix are collectively applied rather than treated as discrete frameworks. External pressures, including tariffs, are interpreted as strategically significant when evaluated alongside internal capabilities such as supply chain flexibility (Johnson et al., 2020). Portfolio analysis is strengthened when combined with performance measurement systems, enabling a holistic perspective (Kaplan & Norton, 1996). Strategy formulation is understood to require trade-offs, as multiple objectives increase complexity, while sustainable advantage is achieved through clear choices (Porter, 1985). Geographic context is also recognised as essential for adaptation.
A preference for quantitative analysis has been identified, potentially limiting cultural insight, and the integration of qualitative perspectives is therefore emphasised (Hofstede, 2001). Assumptions are increasingly challenged, improving gap identification, while diverse information sources enhance evaluation quality. Reflective practice has been strengthened through structured models such as Gibbs’ cycle (Gibbs, 1988).
[bookmark: _Toc228482350]Stage:06 Action Plan
A source diversity checklist will be established before drafting, ensuring at least three geographic perspectives and both financial and qualitative sources are included to minimise bias (Johnson et al., 2020). Word allocation will be mapped in advance through section-specific budgets to maintain balanced analytical depth. “Assumption challenge” sessions will be scheduled, during which conclusions will be tested against contradictory evidence to strengthen robustness (Porter, 2008). International market understanding will be enhanced through elective study and global business media engagement (Financial Times, 2026). Primary research skills will be developed through independent interpretation of filings, and reflective practice will be embedded using structured models such as Gibbs’ cycle (Gibbs, 1988).
[bookmark: _Toc228482351]Reflection on Gibbs Cycle Utility
The Gibbs Reflective Cycle was found to be valuable for structuring reflection systematically, although its linear nature was occasionally perceived as restrictive. The “Analysis” stage was often merged with “Evaluation,” indicating that Kolb’s Experiential Learning Cycle may offer greater flexibility through abstract conceptualisation. However, accountability was ensured through the “Action Plan” stage, which is absent in Kolb’s model. Strategic management was reinforced as integrative thinking, requiring synthesis and judgment under uncertainty (Gibbs, 1988; Kolb, 1984).
[bookmark: _Toc228482352]Conclusion
Strong brand equity and innovation capabilities are possessed by Nike; however, margin compression, decline in the China market, and underperformance of direct-to-consumer channels are being experienced. Strategic renewal is considered essential, whereby differentiation is strengthened, the portfolio is rebalanced (cash cows defended, selective investments made, and Converse divested), and international expansion is culturally adapted (Porter, 1985). The restoration of authentic sport leadership and sustainable financial performance will be determined by the effective execution of change management and sustainability integration (Kotter, 1996).
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Nike's Perceptual Map in the UK (Market Positioning)

Premium
HOKA NIKE
Lululemon
Price point Adides
DECATHLON
SPORTS DIRECT.COM
Economy
Performance-Led Brand Focus Fashion-Led

(Authentic Sport) (Lifestyle)




image3.png
76
70
35
30
Power
5 Individualism
Distance

66

40

Motivation
towards
Achievement and
Success

60
47
35
30

Uncertainty
Avoidance

Long Term
Orientation

69

35

Indulgence




image4.png
Strategic Challenges Affects

Margin recovery after discount-driven volume Profitability, investor confidence
China market turnaround (6 consecutive quarters of decline) Global revenue growth

Digital traffic decline (~8% Nike Direct) » DTC strategy effectiveness
Competitive fragmentation (Hoka, On, Lululemon) Market share in premium segments
Brand strength and authenticity Premium pricing power

Product innovation velocity Differentiation, margin protection
Channel optimisation (DTC/wholesale balance) Market reach, customer data
Supply chain resilience Tariff exposure mitigation





image5.png
a Costly to e Competitive
Resource / Capability Imitate? Organised? Implication
Global distribution infrastructure  Yes — enables No d_ :omp:;iltlors Partial - replicable Yes Competitive
i scale and speed (Adidas, Decathlon)  over time P.
(engiaLy) & have similar networks B
Brand equity - Swoosh Yes — commands Yes—fewbrands  Yes— built over 50+ Ye Sustained
(Intangible) premium pricing achieve global sport  years, cannot be es [y T—
culture resonance bought
Product innovation capability Yes —differentiates ~ Yes— few match Yes — requires Ye Sustained
products, justifies Nike's R&D scale  decade+ investment, & Compe Advantage
premium (eg., Nike Mind, specialised talent
Project Amplify)
Marketing excellence capability Yes—drivesbrand  Moderate—Adidas  Partial - campaigns Yes Temporary.
preference globally  and others have can be copied, but Advantage
strong marketing athlete network is unique
Athlete relationship network Yes — drives credibility Yes— depth and Yes — relationship Yes
(Core competency) and co-creation duration of capital and trust
relationships unique  built over decades
Supply chain orchestration Yes—enables global ~ No — competitors  Partial — complex Yes
(Core competency) scale have similar sourcing ~ but replicable

networks




image6.png
Application to Nike: Objectives, KPls, Targets, and Key Initiatives
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