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Figure: NIKE
Source: (nike.com, 2021).


[bookmark: _Toc69697451][bookmark: _Toc71193075]Introduction
This assignment is about the case study of Nike Considered; Getting Traction of Sustainability. The company decided to become pioneer in sustainable footwear in 2008 and then built a plan to partner with the products divisions to do so by Hannah Jones, new Vice President Corporate Responsibility for Nike. In 2008. Case study shows if Nike was on the right path and if the company was doing something in the field of sustainability. Internal analyses, external analyses, SWOT analyses and Porters five forces are utilized to explain this case study.


[bookmark: _Toc71193076]   Company Background
“Blue Ribbon Sports, American sportswear firm based in Beaverton, Oregon, Nike, Inc. (formerly 1964–1978). Bill Bowerman, a track and field guide at the University of Oregon and his former student Phil Knight created it in 1964 as Blue-Ribbon Sports” (nike.com, 2021).
The case study of my choice is " Nike Considered: Getting Traction of sustainability." Nike started the Air Jordan XX3 in 2008. In 2008, the Air Jordan XX3 has been published as an advanced, lightweight basketball shoe. It was the first elite performance model of Jordan Brand Nike that focused on sustainable environmental performance. "I want all my shoes done that way," said Michael Jordan to the Brand Jordan team of Nike.
The XX3 was one of Nike's Considered Strategy's first high performance versions. Its sustainable design ethos has been named. The Nike team acknowledged that architecture was the key in the 1990s, but it did not have the capacity to convey environmental awareness to designers.
 In 2005 the Nike Considered line started to produce environmentally friendly shoes. The whole shoe cycle was revolved by Nike and the inefficient manufacturing issues of product innovation were replaced. The Considered Boot was the first Nike shoes to be produced without any polluting glues or content. Also, eco-created will be the later considered models. Friendly activities and the use of manufacturing of certain entirely recycled products. The Considered Boot was awarded in 2005 by the Industrial Designer Society of America Gold and the Best in show awards.
In 2012, Nike's considered line finally changed to Fly knit, a material technology which reduced the use of glues (Montefalcone et al., 2006). It was basically the need for other hazardous materials to produce products dramatically (Mahdi et al., 2015). In the manufacturing phase, the Fly knit Racer has 80% less waste than any other low-profile rider. In any aspect of the design process, sustainability is now included. A Sustainability Index is available for designers to guide them on environmentally preferred material. The business as it is today playing an important part.

[image: ]
Figure: Nike’s global net income 2005-2020.
Source: (Statista, 2020).

[bookmark: _Toc69697452][bookmark: _Toc71193077]Industry overview 

Athletic footwear incorporates those shoes that are created for sports and other open-air exercises. They are shoes that are uncommonly planned for each diverse wear counting ball, baseball, tennis etc., additionally incorporate shoes planned for strolling, running, climbing, exercise centre etc. 
In early 1998, Americans purchased more than 1.1 billion pairs of slides at approximately $38 billion. Athletic shoes' wholesale value for the US has dropped 8.5% by the year 1998 to $ 8.7 billion. Athletic apparel accounts for about 35 percent of all buys for footwear according to the Sporting Goods Manufacturers Association.
Consumers generally spend less on athletic apparel worldwide. Continuous and comfortable shoes concentrate on the new domestic industry. While sales on athletic footwear seem to recover, the market for casual "brown shoe," with a comfortable and robust style, is still leaning toward it. The transition is caused by the growing number of places, where informal dress codes are adopted.


[image: ]
Figure: Nike’s global net income 2005-2020.
Source: (Statista, 2020).
[bookmark: _Toc69697454][bookmark: _Toc71193078]Industry Profitability 
The athletic footwear sector is a saturated and competitive market. Intense competition, developments in fashion and cost-conscious consumers in this industry have slowed down growth. Its sellers are fighting tricky sales of dramatic new models and selling more styles at lower prices. Companies are searching for new ways of boosting revenue through direct Internet sales. Many firms increase profitability as production is shifted to cheaper offshore facilities (Katz, 1994).
This division has reached maturity on the local market and is only expected to achieve moderate long-term sales growth (Baker and Baker, 2004). But, particularly for running shoes, cross trainers and basketball shot, sales have slightly improved. Companies with powerful brands will therefore gradually shift to global growth markets.
[image: ]
Figure: Nike’s global net income 2005-2020.
Source: (Statista, 2020).
[bookmark: _Toc69697455][bookmark: _Toc71193079]Industry Seasonality
In general, sales remain steady throughout the year in the athletic footwear industry. In our industry, global variance balances the fluctuation in seasons. Spring clothing, the back to school season and the Christmas holiday season appear in typical seasonal patterns (Olii et al., 2019).

[bookmark: _Toc69697456][bookmark: _Toc71193080]Industry Cyclicality
For the 1999 fiscal year, the economy for footwear manufacturers was moderately favourable. The footwear industry is closely connected to economic cycles with their profitability. Modest inflation, low job losses and the booming stock market would help to promote good consumer spending (Knight and Greenberg, 2002). Sales decline is theoretically driven by the cyclical rise of athletic footwear and apparel for the Olympics. Years of Olympics have been historically marked by increases in development and tough times of sales. With the coming Olympic Games this year, the outlook for increasing revenue patterns is positive. Nike should expect demand from the World Cup events to rise as well.
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Figure: Nike’s global net income 2005-2020.
Source: (Statista, 2020).

Analyses conducted internally
The useful chain analysis by Nike would identify possible sources of competitive advantage during the planning phase. The business is a collection of different activities with a certain relation. All international market operations cannot be traded by Nike. The approach to the value chain shows that Nike can consider this, such as transactions and economic rental resources (Doorey, 2011). These tasks may also play an important role being a barrier for potential competitors or lead to cost detriments for entrants.

Nike Inc.  a Value Chain Analyses
Nike popularity increased among sports shoe, clothing and appliances brand. The worldwide Swoosh logo makes it easy to remember. Nike achives  a worldwide popularity through its quality products. Moreover, a fan base across the world and a highly competitive brand results from its value chain management. In order to maintain its competitive advantage and higher efficiency, strategic emphasis are essentials.
Professor Michael E. Porter introduced the principle of value chain analysis at Harvard Business School. Refers to the fact that managers must know all steps required by supply chain, in order to add value to the entire manufacturing process. Optimising these stages contributes to improve efficiency and performance, for both support and primary value chain operations (Mahdi et al., 2015).
 [image: ]
	Figure: Nike Value Chain Analysis
Source: (Burris, Liu and Appelbaum, 2020).

[bookmark: _Toc69697457][bookmark: _Toc71193081]Inbound transportation
Good relationships with providers are vital since support for the receipt, storage and distribution of the goods which is required. Nike will encounter a number of difficulties during production of the product without investigating the inbound supply chain system. Inbound logistics analysis permits companies to focus on any aspect of the processing from primary materials to finished goods (Burris, Liu and Appelbaum, 2020). 



Operational procedures
When commodities arrive, Nike is prepared to process the raw material and to launch the importance of the operative analysis in the final product. Examples include processing, packaging, assembly and testing. Organizational operations. Reparation of equipment is also covered by this definition.
It includes manufacturing as well as service operations. To improve efficiency, maximize profitability and guarantee Nike's competitive success, organizational activities need to be assessed.

[bookmark: _Toc69697458][bookmark: _Toc71193082]Outbound transportation
The task involved in delivering the product to the client through various intermediaries are classified as logistics. Stock storage, warehousing, organizing, order processing, transport, and distribution are examples of logistical activities that go to destination. Nike will analyse and optimize manufacturing logistics in order to find competitively beneficial outlets and achieve its market growth objectives.
[bookmark: _Toc69697459][bookmark: _Toc71193083]Marketing strategies and sales growth
In marketing and sales, Nike will emphasize the benefits and points of distinction of the goods offered in order to persuade customers that their offerings are superior to those of their rivals. Only if Nike invests in marketing and promotional campaigns in order to produce a high-quality product at a fair price with exclusive features would this be possible. Salespeople and advertisers have a big role to play.
Salesforce, advertisements, promotional events, rating, channel selection, estimating, quoting and establishing relationships with channel participants are only a few examples of Nike's marketing and sales activities (Wegiel et al., 2014). The marketing funnel strategy can be used by an organization to organize its marketing and sales activities (Kellner, 2001). Marketing campaigns can be pushed or pulled in nature, depending on Nike's business goals, brand image, market and competitive environment (De Tienne and Lewis, 2005).

[bookmark: _Toc69697460][bookmark: _Toc71193084]Intangible activities
Via pre-sales and post-sales services, Nike will play an important role in creating client reliability. Marketing and promotional practices, as well as post-sales operations, are equally important in modern consumer services. The effect of negative e-WOM caused by insufficient funding resources cannot be underestimated in today's technologically advanced age (Locke, 2002). The company should focus on its support activities, to avoid tarnishing the brand's reputation, and use them instead as a tool for spreading positive words through fast, long-lasting, and productive support services.

[bookmark: _Toc69697461][bookmark: _Toc71193085]Guideline Schedules
The supportive actions have a significant contribution in managing and helping the value chain activities. Nike can also take advantage by examining its own support activities which are explained below.

[bookmark: _Toc69697462][bookmark: _Toc71193086]Organizational structure
Legal supervision, accounting, finance, planning, quality control and strategic management (Distelhorst, Hainmueller and Locke, 2017). These are only a few of the activities defined by the company's architecture. An effective infrastructure management will enhance Nike value chain management. Nike will keep an eye on infrastructure operations in order to boost the market's strategic positioning or generally referred to as overhead costs (Nike and Johnson, 2005).
[bookmark: _Toc69697463][bookmark: _Toc71193087]Management and allocation of resources
Nike can examine need of human resource management by assessing different facets of human resources, for example, recruiting, selecting, training, remuneration, and performance management (Mahdi et al., 2015). Nike will be able to alleviate competitive stresses by effective HR management, which will be focused on enthusiasm, skills, commitment, and abilities. The organization would also accomplish its cost minimization goals by analysing expense and training expenditures in relation to their relative return. The importance of this support activity will be heightened by Nike's heavy dependence on talent.
[bookmark: _Toc69697464][bookmark: _Toc71193088]Technical growth
This division includes the Nike Department of Research and Development. Practically all value chain activities depend on the support of technological system in a modern and technologically advanced age. Nike must realize the value of technological advancement for technology incorporation into manufacturing, distribution, marketing and human resources. It can be divided into various tasks in production of products and processes. For example, program mechanization, customer service, which supports technology, research on product design, and data exploration (Wegiel et al., 2014). 

[bookmark: _Toc69697465][bookmark: _Toc71193089]Internal purchasing
The supply chain procurement explains the processes which are involved in the purchase of the commodity that can be used to produce finished products from equipment’s, machines, commodities, components, raw materials and other goods. Nike should analyse its procurement activities to optimize the incoming, operating and out coming value chain carefully because of its relationship to multiple value chain activities. 

[bookmark: _Toc69697466][bookmark: _Toc71193090]Porters five forces model of Nike
Five Forces of Porter is a model which identify, analyses, and determines the weaknesses and strengths of the industry through five competitive forces which form each industry. Analysis by five Forces is also used to describe the business strategy framework of an industry (Montefalcone et al., 2006). The infographic of Nike value chain model is mentioned below.

[bookmark: _Toc71193091]Value Chain Model of Nike
It is important to understand the significance of every activity to apply the Porter Value Chain model. Further details explain the relative importance of determined value chain operations. Nike should highlight areas for adding value, for achieving cost effectiveness, for establishing a differentiation basis, or to optimize processes. The Nike value chain model includes different stages from raw material extraction to products’ end of life.


[image: ]
[bookmark: _Toc69697467]Figure: Value Chain Model for Nike Inc
Source: (purpose.nike.com, 2021).
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Figure: Nike Statistics Growth
Source: (singlegrain.com, 2018).


[bookmark: _Toc71193092]Threats of New Entrants (Very High)
New Textile entrants - Apparel Footwear & Accessories introduces innovative, new approaches to work and place pressure on NIKE, Inc. through the reduction of pricing strategies, cost reductions and offering consumers new value proposals. All these obstacles are managed and successful hurdles are created by NIKE Inc., to protect its competition. The new entrants have to build image like Nike in order to sustain the high pressure therefore the threat is very high on entering the competition.

[bookmark: _Toc69697468][bookmark: _Toc71193093]Bargaining Power of Suppliers (Low)
The  manufacturers are the main suppliers in the footwear industry.. Mostly developing countries are used for manufacturing purpose therefore large number of manufacturers are available all over the world so the supplier power is relatively low. The raw material from various manufacturers is often purchased from the Textile companies – Apparel Footwear & Accessories. The NIKE Inc. margins can be reduced in the market for suppliers in the dominant position. Powerful consumer goods manufacturers use their bargaining leverage to gain price increases from textile - clothing and accessories companies. The net effect of greater negotiating strength is to reduce textile - apparel footwear and accessories' total profitability.
[bookmark: _Toc69697469]
[bookmark: _Toc71193094]Bargaining Power of Buyers (Moderate)
Almost all the buyers are a tough deal to handle. The customer purchase power is moderate. Some customers are price sensitive and wants to buy cheaper stuffs whereas on the other hand some customers buy expensive luxuries footwears in order to gain quality product. By paying the lowest price, they want to acquire the best available bid (Mahdi et al., 2015). This pressed NIKE Inc. into long-term profitability. The lower and stronger the customer base is from NIKE Inc. the more consumers' negotiating strength and their willingness to look for increased deals and incentives is increased.

[bookmark: _Toc71193095]Threats of Substitute products (Moderate)
The treats of substitute products are moderate for Nike. Large number of competitors such as Adidas and under Armor producing similar or match products that of Nike. There are many brands in international and local markets that produce low priced trainers compared to Nike. The design and quality of products of Nike are unique and moderate this threat.


[bookmark: _Toc69697471][bookmark: _Toc71193096]Rivalry in competitive market (Low)
The Rivalry competition is relatively low because few high competitor brands of sportswear are present in the market that can compete Nike in any way. As existing players in a market compete fiercely, prices will fall and the industry's overall output will suffer. Specifically, in the Textile - Apparel Footwear & Accessories industry, NIKE Inc. is the market leader. Nike biggest competitors are Adidas, Puma and Under Armor. The organization's overall long-term sustainability is impacted by this rivalry (Distelhorst, Hainmueller and Locke, 2017).

[bookmark: _Toc69697472][bookmark: _Toc71193097]Implications of Porter Five Forces on NIKE Inc.
Through examining all five strategic forces, NIKE Inc. strategists will obtain a comprehensive understanding of the factors affecting the organization's profitability in the Textile - Apparel Footwear & Accessories industry. To identify early game-changing patterns and to give a quick response in order to exploit a new opportunity, Nike requires capability. By thoroughly knowing the Porter Five Powers, managers at NIKE Inc. will sway certain forces in their favour (Falate et al., 2007).
[image: ]
Figure: Nike Porter’s five forces analysis
Source: (Baker and Baker, 2020).
[bookmark: Environmental_Awareness][bookmark: _bookmark1]

[bookmark: _Toc69697473][bookmark: _Toc71193098]Environmental Awareness
Nike Considered was not Nike's first foray into environmental stewardship and Corporate Social Responsibility (CSR) initiatives. Nike began the CSR initiative much earlier. Nike launched its first recycling campaign in 1993 with the goal of increasing awareness about waste reduction and material recycling (Falate et al., 2007). The Reuse-a-Shoe program was critical because it served as a springboard for new ideas. A few years later, another shoe named "Zvezdochka" started to take shape, appearing to echo some components of the Considered perspective of design. No glue, no bonding, no toxins, and no carcinogens were used. It was a mechanical bolt, not a chemical one. It was essentially a non-bonding package. That is where it all began; the incorporation of a mechanical lock to secure the shoe together was a means of revolutionizing the industry (Locke, Qin and Brause, 2007).
As part of the Considered line's ongoing expansion, the introduction of the Air Jordan XX3 was another huge success for Nike Basketball and the Jordan Brand. Sustainability was integrated into the XX3 without compromising efficiency (Montefalcone et al., 2006).
The case study was chosen because of a deep conviction that product sustainability is a real problem. Remember for a moment how many pairs of shoes we already have in our wardrobe. How many pairs of sneakers we're likely to buy by year's end? These shoes are here to stay. The products continue to pollute the environment and have been found to be detrimental to humans. This is the section in which Nike attempts to improve the world and the environment by passing on the benefits to customers. If you were one of those people who believed that one person could not make a difference, Nike is offering you the chance to change your mind by taking a visible step to alter the way we purchase shoes. Expanding environmental regulations gives Nike more opportunities to improve its environmental and sustainability initiatives, which Nike has long emphasized, as shown by the Nike Considered line, which focuses on making environmentally sustainable products and reducing global pollution. This factor enables Nike to reduce the environmental impact of its operations. Resources should be committed to researching and complying with country-specific environmental laws, particularly when implementing market entry strategies (Montefalcone et al., 2006).
1

[bookmark: SWOT_Analysis][bookmark: _bookmark2][bookmark: _Toc69697474][bookmark: _Toc71193099]SWOT Analysis 

This is an environmental research approach and the position of the firm regarding its weaknesses, strengths, threats and opportunities. Description: The organization is not regulated by two external factors, opportunities and risks (Baker and Baker, 2004).
In the section below the strengths, weaknesses, opportunities, and threats are summarized:
[bookmark: _Toc69697475][bookmark: _Toc71193100]Strengths
• Nike is the world's largest provider of athletic apparel. It designs and manufactures athletic apparel for a number of sports. Nike operates on a "Make-to-Stock" basis, which enables the company to provide a quick service to consumers based on available stock.
• Nike Town is a chain of shoe and athletic apparel stores. • Nike is renowned for its research and growth, as shown by its expanding and creative product collection. The company manufactures anywhere a high-quality product can be produced at the lowest possible cost.
• Nike is a multinational brand that is widely regarded as the world's leading athletic brand.
Nike's brand appeal is enhanced by the ‘swoosh' logo and the tagline 'just do it’ (Nike and Johnson, 2005).
[bookmark: _Toc69697476][bookmark: _Toc71193101]Weaknesses
• Nike suffered a substantial setback as a result of negative press surrounding its overseas production plant.
• The business's revenue is highly dependent on the footwear industry.
Since it is a lifestyle product, the retail sector is extremely price sensitive.
The global recession could have an impact on the industry (Burris, Liu and Appelbaum, 2020). 

[bookmark: _Toc69697477][bookmark: _Toc71193102]Opportunities
• Consumers who purchase Nike products do not necessarily do so for the purpose of participating in sports. Nike is a lifestyle brand of youth culture.
• Emerging markets such as India and China offer significant growth potential for this footwear giant.
• Its focus on great architecture and environmental stewardship seems to resonate with a majority of customers, providing an incentive for differentiation against rivals.
• Nike takes great strides in attracting customers seeking value-based options at a certain price point (Mahdi et al., 2015).
. 

[bookmark: _Toc69697478][bookmark: _Toc71193103]Threats
• Nike is open to the global dynamics of commerce. It purchases and sells in a variety of currencies, which contributes to the volatility of costs and margins over extended periods. Additionally, this means Nike could produce and sell products at a loss. This is a major problem faced by all global brands.
 • The demand for sportswear and footwear is extremely competitive (Kobayashi, 2012). Competitors are creating new brands in an attempt to wrest market share away from Nike.

Summary of Nike SWOT Analysis
In summary, the Nike SWOT review demonstrates the company's major strengths and growth prospects, as it is the market's leading sportswear brand, renowned for its R&D, and driven to improve the environment through its products. It poses no less of a challenge and has the potential to quickly derail the overall profitability. Nike is expected to invest more seriously in growing the revenue share of its non-footwear verticals and in developing better work practices. Additionally, Nike's greatest vulnerability has been its relationship with third-party distributors, which has harmed the company's image. Nike must be able to overcome the negative perception of its overseas labour practices.

[bookmark: PESTLE_Analysis][bookmark: _bookmark3][bookmark: _Toc69697479][bookmark: _Toc71193104]PESTLE Analysis 
Pestle is a method for analysing the main factors affecting the external organization are political, economic, socio-economic, technological, legal and environment. It gives experts insight into the external factors that influence their company (Distelhorst, Hainmueller and Locke, 2017).
[image: ]
Figure: Nike PESTEL Analysis
Source: (Distelhorst, Hain Mueller and Locke, 2017).

World’s largest athletic shoe manufacturer is Nike Inc. Being one of the most successful footwear brands, generating over $30 billion in revenue in each of the past four years. The second tool to be used to analyse Nike’s performance is Pestle. The Pestle analysis model identifies the external factors presenting opportunities and threats in the macro environment.
[bookmark: _Toc69697480][bookmark: _Toc71193105]Political Factors
The political element is concerned with the government's control over industry. Nike will expand its business in most global markets due to stable political conditions. Additionally, widening free trade policies result in increased market penetration abroad. Additionally, increased government support for infrastructure, especially in developing countries, expands Nike's opportunities in these markets. Nike sees opportunities for growth in its existing markets and global expansion in the sportswear and equipment industry as a result of political factors (Knight and Greenberg, 2002).
[bookmark: _Toc69697481][bookmark: _Toc71193106]Economic Factors
The economic aspect highlights the economic concerns of the company. It showed that existing markets like the US remain relatively stable, allowing Nike to keep growing in these countries. The company can also grow rapidly with its expansion of activities in developed countries with high growth. The rapid growth of emerging markets, however, presents Nike with a challenge in driving labour costs across the company's supply chain. Furthermore, the slowing growth of the Chinese economy challenges the country's success as a major sportswear market. Nike should priorities strategies for global expansion and look for new ways for developed countries to catch growth in response (Nike and Johnson, 2005).
[bookmark: _Toc69697482][bookmark: _Toc71193107]Sociocultural Factors
Nike has the potential to reach customers with growing self-sufficiency in developing countries. Additionally, the organization has potential to produce better products and promotes the safety of its products through marketing campaigns. Nike can also pursue a new product development plan in order to expand its market reach. Nike has exceptional prospects for product creation and market growth as a result of these factors (Olii et al., 2019).
[bookmark: _Toc69697483][bookmark: _Toc71193108]Technological Factors
Although Nike is well-known for its research and development, the growing investment in R&D by other companies poses a challenge to Nike, as these companies seek to create more technologically advanced sportswear. Rapid technological advancement also poses a challenge to Nike, as it puts the company under increased pressure to expand its product development efforts. Nonetheless, this external dimension affords Nike the opportunity to incorporate new technology into its products. In this regard, the organization has potential to incorporate mobile technology into its goods in order to attract buyers, when an increasing number of customers use mobile technologies such as mobile apps. These factors demonstrate that Nike faces both major risks and opportunities as a result of new and evolving technologies (Doorey, 2011).
[bookmark: _Toc69697484][bookmark: _Toc71193109]Environmental Factors
Expanding environmental legislation provides Nike with resources to enhance its environmental and sustainability programs, which Nike has long stressed, as shown by the Nike Considered line, which focuses on creating an eco-friendly product and reducing global pollution. This dimension enables Nike to reduce its business's environmental effects. Especially when pursuing market entry strategies, resources should be dedicated to researching and complying with country-specific environmental laws (Nike and Johnson, 2005).
[bookmark: _Toc69697485][bookmark: _Toc71193110]Legal Factors
[bookmark: Evaluation][bookmark: _bookmark4]Improving labour laws in developed countries has the potential to raise labour costs in areas where many of Nike's manufacturing facilities are located. However, this aspect enables the organization to adhere to stricter labour and job requirements. Additionally, Nike will enhance its brand image by emphasizing customer loyalty. Additionally, the organization has the potential to enhance its health and safety policies in order to comply with growing sanitation and safety regulations (Falate et al., 2007).

[bookmark: _Toc71193111]Summary of Nike Pestle Analysis
Nike must resolve a number of opportunities identified in the Pestle study, in order to achieve success. Nike should take a more ambitious global expansion strategy focused on open trade policies and place a greater emphasis on high-growth developing countries. This action will help mitigate Nike's potential decline in the Chinese market. Additionally, Nike could increase its R&D investment to capitalize on latent demand for sportswear that incorporates advanced computing technologies. These considerations underscore the critical nature of Nike's sustainability and job activities. Nike's brand value is enhanced by these actions, which resolve regulatory and sociocultural issues.
[bookmark: _Toc69697486][bookmark: _Toc71193112]Evaluation
The takeaway from this subject is that Nike plays a significant role in environmental stewardship. The company has been refining its entire design and manufacturing process in order to reduce the number of hazardous materials in its products. However, Nike's latest policy includes environmental stewardship. Businesses in the Sports industry face stiff competition (Burris, Liu and Appelbaum, 2020). 




The goods are supposed to be both fashionable and practical in order to maintain the company's competitive edge. Adidas and Nike are the industry's two titans. Both are the most well-known brand names by consumers. To help you better understand the sportswear industry, the following is a side-by-side analysis of the strategies of these two companies:

[bookmark: _Toc69697487][bookmark: _Toc71193113]Differentiation of Nike and Adidas

	
	[bookmark: _Toc71193114]NIKE
	[bookmark: _Toc71193115]ADIDAS

	
Markets
	Children and Women Shoes, Running, Basketball, Cross-
Training
	Athletics, Tennis, and Soccer

	Focus on Strategies
	US Market
	EU Market

	“Production Strategies”
	“Nike does not own production plants. The company outsources many Asian countries.”
	“Adidas has a production plant in German. However, it has recently adopted the outsourcing approach to countries in Asia.”

	“Marketing Strategies”
	“Domestic Focus
To gain the global recognition, Nike focused on soccer.
Sportsperson”
	“International Focus
Govern the global market by soccer which is recognized for the “world
sports.”



	
	sponsorship frenzy to create an appeal among bored customers.
Offer customization
to gain competitive advantages
Employ foreign
production factories to reduce production cost.
Improved it e-sits
with custom options for footwear
	Sponsored
professional athletic team, and athletes
Reduce production
costs and time
Offer low salary to reduce production cost.
Increase advertising
and marketing budget.




[bookmark: _Toc69697488][bookmark: _Toc71193116]To Summarize, Adidas and Nike Pursue Distinct Strategies 
ADIDAS, communicate with end users about their products. While Nike is more concerned with developing high-performance products that are environmentally friendly, Adidas is more concerned with sportswear design, the lifestyle industry, and marketing strategies. Nike, for example, is working to achieve 100 percent product sustainability. Nike's objectives included a reduction in waste and CO2 emissions within the company. Nike has intended to surpass sustainability goals for all footwear by 2011, all clothing by 2015, and all appliances by 2020. It is expected to raise profit and boost the shares to a record high’ (Burris, Liu and Appelbaum, 2020).
Nike, as the world's largest manufacturer of athletic apparel, has a significant effect on people and wealth worldwide. The organization acknowledges their reliance on fossil fuel resources and oil for supplies, which exposes them to potential increases in oil prices or carbon restrictions (Distelhorst, Hainmueller and Locke, 2017). Additionally, they face public scrutiny for the working conditions of the suppliers of Nike's products. Nike has established sustainability as a core value, realizing the increased potential for creativity, corporate responsibility, and profitability associated with it. It is critical for Nike's executives to assess the effect of their commodity output on the environment, as governments in developed markets are rising their pressure. There should be effective strategies for material innovation (Wegiel et al., 2014). There are also concerns about the working conditions in Chinese factories that produce Nike's goods, as there have been allegations of deteriorated working and living conditions, posing legal dilemmas that must be resolved. Nike was one of the first companies in the sportswear industry to place a premium on globalization by outsourcing manufacturing to other companies in developing countries in order to obtain lower labour costs, while other companies maintained their manufacturing in the United State (Nike and Johnson, 2005). The majority of the manufacturers were based in China, Thailand, Indonesia, and Vietnam. With an outsourced production network spread around the globe, it is difficult for US policymakers to have a significant effect on Nike's sustainability (Knight and Greenberg, 2002).

[bookmark: Managerial_Implications][bookmark: _bookmark5]
[bookmark: _Toc69697490][bookmark: _Toc71193117]Conclusion
Additional guidelines to Nike pertain to the above issues. To begin, in response to consumer concerns about the EPM used to manufacture shoes, Nike should concentrate on loyal customers who are also sustainability-conscious and enable them to purchase shoes with a Considered Design rating of "gold." Following that, Nike will create a viral video about these shoes by interviewing consumers who have purchased them in order to establish credibility with the public and to make a clear recommendation. Additionally, with regards to sustainability growth, Nike should consider alternative shoes or footwear companies that could have a more sustainable approach, not only for customers, but also to compare manufacturing processes and inspire businesses like Nike to change their practices. Timberland's Earth-keeper series is a good example. 
Finally, Nike should place a greater emphasis on the materials used to manufacture shoes, as the 59 % of emissions is caused by its material use. This could be accomplished by compelling network suppliers to take a greater interest in the problem and listing appropriate materials for use, as well as by requesting pollution reports from manufacturers to ensure reliable data collection and improvement. To broaden the application to other market fields, other businesses may also learn from Nike about how to incorporate more CSR thinking into their organizations. The reality is that many organizations do not recognize the value of CSR or the advantages that participating in it can provide. 

[bookmark: _Toc69697491][bookmark: _Toc71193118]Recommendations
According to others, CSR is critical when a business is facing difficulties and wishes to improve its reputation with customers. Indeed, there are numerous benefits that a business can derive from CSR. To begin, innovation can be gained via CSR. For instance, Unilever was able to develop new products such as a water-saving hair conditioner. Secondly, it is a cost-cutting measure. Many businesses begin their journey toward sustainability as a cost-cutting measure, whether by reduced packaging or energy consumption. For instance, “General Mills reduced its energy consumption by 15% in 2015 following the installation of energy monitoring meters on several pieces of equipment”. Thirdly, it can help differentiate brands. It was one of the key reason’s businesses adopted CSR. For example, Coca-Cola and Pepsi have been vying for market share. Both are following zero-net-water-use policies and sell water bottles packaged sustainably. Fourthly, it has the potential to increase customer loyalty. CSR can assist businesses in engaging with consumers in novel ways. Additionally, it will attract some new potential customers who are concerned about the Earth and the atmosphere. Finally, it has the potential to increase employee engagement. The majority of businesses convey their CSR plans and practices to the public through their staff (Falate et al., 2007).
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