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[bookmark: _Toc216224421]1. Introduction
In this report, an international business consultancy study on Nike Inc. is given as an overview of its business activities, market strategy, and adaptation to the Chinese market. As a company with a strong international presence, which has developed over time as a leading sportswear brand in the world, based in the United States, Nike has spread its presence in more than 170 countries, including the emerging economies such as China. The report looks at the global value chain of Nike, entry modes and the strategic advantages that the international activities give to Nike. Moreover, it places a critical assessment of how the aspects of Ownership, Location, and Internalisation (OLI) are affected in market entry and examines the effect of cultural differences between the US and China on operational strategies and long-term success in the market. Lastly, the report gives some practical suggestions on how Standard Operating Procedures (SOPs) should be altered to make Nike more competitive, efficient in operations, and performance regarding the Chinese dynamic business environment.


[bookmark: _Toc216224422]2. Benefits and Challenges of International Operations.
[bookmark: _Toc216224423]2.1 Explain why your selected company can be designated a MNC/TNC.
[image: Street signage board with Nike inscription and logo. Modern office center skyscraper and stairs background. Editorial 3D rendering United States. Nike logo illustrations][image: apple inc and nike store in sanlitun village - nike headquarters stock pictures, royalty-free photos & images] Nike Inc. can be explicitly characterised as a multinational corporation (MNC) owing to the intensity, intensive, and design of the global business operations. An MNC is a company that owns or exercises control in value adding operations in over one country (UNCTAD, 2023). Nike has more than 170 countries to work with, regional headquarters at North America, Europe, and Asia-Pacific, and wide-spread manufacturing networks in the emerging economies, especially China and Vietnam (Nike, 2023). Most of the revenue of Nike is earned in the international markets despite the company being based in the United States hence a high transnational business orientation. 
Another defining MNC characteristic is Nike production system in another country. Most of the products that the company produces are not made internally but rather the company operates an internationally distributed network of suppliers, and China also happens to be one of its most strategically vital manufacturing and consumer markets (Statista, 2024). Also, Nike has foreign direct investment (FDI) in terms of subsidiaries, distribution centres, as well as marketing offices spread throughout the world, which confirms that it is committed to the long run on an international basis. Its brand ownership in the global market, cross boundaries design and innovation co-ordination, and centralised strategic control strengthen further its position as a fully developed multinational corporation. 
[bookmark: _Toc216224424]2.2 Summarise the nature of the company’s global operations focusing on the different important aspects of the value chain such as research and development, sourcing, production, sales, financing etc.
The global operations of Nike Inc. are designed to have a highly integrated and internationally-facing value chain that is involved in research and development, sourcing, production, marketing, distribution and financing. The research and development (R&D) activities of the company are also mostly centralised in the United States where in its global headquarters of Oregon, product innovation, design engineering, sports science researches, and digital technologies of performance are developed (Nike, 2023). These new inventions are then distributed over international production and marketing systems and this allows Nike to ensure the consistency of the products worldwide as well as being able to adjust to the local market trends.
Nike has a globally outsourced production system in terms of sourcing and production. Most of the factories of the company are not owned by the company, but it has a vast network of independent suppliers most of whom are concentrated in China, Vietnam, and Indonesia (Statista, 2024). China is a two-fold country; it is a big manufacturing base, but it is also a large consumer market. It is a global sourcing approach that enables Nike to enjoy economies of labour and production efficiency, supply chain flexibility without losing control over the quality standards due to stringent compliance and auditing measures (Nike, 2023).
Nike has regional management structure in terms of sales and marketing which includes North America, EMEA (Europe, Middle East and Africa) and Greater China. Physical retail facilities, e-commerce, and digital applications (including Nike Training Club and SNKRS) are the components of a powerful omnichannel approach that the company uses to promote direct-to-consumer sales (DTC), as it has become a key growth driver on an international scale (Euromonitor, 2024). 
Regarding financial operations, Nike has its global treasury, taxation, and investment centralised in the United States and regional budgets to facilitate international growth strategies (Nike, 2023). The geographical diversification of revenues is witnessed as Greater China forms a large proportion of the overall international revenue of Nike. In general, the globally distributed but strategically integrated value chain used by Nike reflects the features of an extremely developed multinational organisation.
[bookmark: _Toc216224425]2.3 Identify the different entry modes used by the company’s in entering the different international markets in which it has presence. If possible, identify a dominant entry mode for the company’s.
To achieve success in its global growth Nike Inc. has adopted a diversified portfolio of international market entry modes to enable it to grow rapidly without losing strategic control of brand, innovation and distribution. The choice of the modes of entry depends on the market size, the regulatory conditions, the extent of risk, and the strategic significance. 
Nike’s main international entry modes include: 
I. Wholly Owned Subsidiaries: Nike has set up wholly owned subsidiaries in major strategic countries like China, United Kingdom and Japan. Nike also has a presence in China under the name Nike Commercial (China) Co. Ltd., which has total domination over branding, marketing and retail strategies in one of its most valuable markets internationally (Nike, 2023).
II. Joint Operations and Strategic alliances: During the initial phases of entering the Asian and European markets, Nike worked with local distributors and retail partners to lessen its uncertainty in the market and local market experience (Hill and Hult, 2023).
III. Outsourced manufacturing (Contract manufacturing): Global outsourcing is the leading mode of production entry of Nike. Independent manufacturers are contracted by the company mainly in China, Vietnam, and Indonesia to enable Nike to invest minimum amounts of capital and labour risk, with cost efficiencies (Statista, 2024).
IV. Franchising and licencing (Limited Use): Nike has also employed licencing agreements in retailing and branding through small or regulation restricted markets.
Dominant Entry Mode
Global outsourcing and wholly owned market subsidiaries are the dominant modes of international entry of Nike. Although the manufacturing is outsourced to separate plants, Nike keeps the close ownership of the design, branding, marketing, and retailing processes (Euromonitor, 2024). This combination strategy enables Nike to attain cost efficiency, global scale as well as a high brand protection.
Conclusion: In general, the versatile application of various entry modes by Nike indicates a strategically flexible internationalisation model, which allows the organisation to trade off risk, control and market responsiveness in both developed and emerging economies, especially in the strategically important Chinese market.
[bookmark: _Toc216224426]2.4 Explain the key benefits obtained by the company from its international operations.
Nike Inc. enjoys a significant strategic, operational and financial benefits of the highly internationalised operation, which covers more than 170 countries and both developed and emerging markets like China. Nike has been able to reinforce its competitive advantage by expanding its market, operating economically, leveraging innovative innovations, and dominating the brand (Nike, 2023).
Global revenue diversification is one of the greatest advantages. Nike is able to operate in various geographic locations and as such does not rely on a particular market, and it diversifies its economic risk internationally (Hill and Hult, 2023). China, especially Greater China, has become one of the key sources of growth of Nike beyond North America, and one that generates a significant portion of international revenues (Statista, 2024).
The global sourcing and outsourcing manufacturing is another significant cost and efficiency benefit brought by internationalisation to Nike. Nike can cut labour costs, economies of scale, and the ability to produce anywhere but not by investing heavily in the ownership of the factories by locating in countries like China, Vietnam, and Indonesia (Nike, 2023). 
Key strategic benefits include:
I. International brand strength and market coverage:
The international business processes have also made Nike one of the most valuable sportswear brands in the world, and allows the global brand consistency through the localised marketing approaches (Euromonitor, 2024).
ii. Availability of huge and high-growing consumer markets:
Growing to newer markets like China will avail emerging economies with new middle-class, upsurging disposable income, and demand of branded athletic products (World Bank, 2023).
iii. Innovation and sharing of knowledge:
Nike uses customer feedbacks gathered by the global markets in an effort to keep on improving its product designs, digital platforms, and retail formats to innovate more with the help of international learning (Nike, 2023).
iv. Diversification of risk and flexibility of operations:
Geographic diversification enables Nike to reduce the risk in politics, economics, and supply chain because it can reshape sourcing and distribution in case of disruption (Hill and Hult, 2023).
Strategically, Nike has enjoyed better relationship with customers by expanding to international markets via direct-to-consumer (DTC) and also boosted digital sale by using global e-commerce platform and mobile app, especially in China (Euromonitor, 2024). 
Conclusion: All in all, the international operations have allowed Nike to record sustained revenue growth, outsourcing cost leadership, high global brand equity, innovations leadership, and strategic resiliency. These strengths are the base of the long-term competitive advantage of Nike in the already competitive global sportswear market.
[bookmark: _Toc216224427]3. Critically discuss how the OLI factors (Ownership, Location and Internalisation) impact the international market entry mode for your chosen company/emerging economic country pair.
The paradigm of OLI as formulated by John Dunning (1988), which refers to the benefits of Ownership, Location, and Internalisation, offers an inclusive model of understanding the way in which international entry strategy is determined by the multinational corporations (MNCs). OLI Factors is a theory that explains why companies indulge in international business using three factors: Ownership, Location, and Internalisation benefits. Eclectic Paradigm, popularly referred to as the OLI framework, is a foreign market entry decision-making model that expounds the decision-making on the three features; Ownership (O), Location (L), and Internalisation (I) (Dunning, 1988). In the case of Nike Inc., the combination of these three aspects spells the reason why the company has embraced wholly owned subsidiary and controlled outsourcing model in China instead of just licencing or franchising. As China is a strategic market in both manufacturing and high-growth consumer market, the market entry strategy of Nike is a balance of control, risk [image: ]management, and cost effectiveness.

1. Ownership Advantages (O-Advantages)
Ownership Advantages (O-Advantages) is a brand reputation, technology, patents, managerial capabilities and financial resources are internal strengths that provide a company with competitive power in the international level. The ownership advantages are those assets unique to the firm, which give them a competitive edge over the local competitors in the foreign markets. Nike has very strong intangible ownership advantages, which have played a vital role in the choice of China mode of entry. 
The major ownership strengths of Nike are:
· The global brand equity which is always ranked as one of the most valuable companies.
· Product design and innovation strengths that are proprietary.
· High level of marketing skills and networks of athlete endorses.
· Online applications like Nike App, SNKRS and Training Club. 
Interbrand (2024) asserts that Nike is currently among the most valuable global brands and therefore can sell at a high price and high customer loyalty in China. These ownership benefits contribute to the high chances of intellectual property leakage in the event that Nike relied on licencing or franchising to a great extent. Consequently, O benefits of Nike leant heavily towards wholly owned subsidiaries and directing marketing and retail in China (IMF, 2023).
Critically speaking, such strong brand and innovation resources enhance the bargaining power of Nike over distributors which makes joint ventures not so appealing in the long term. Although, at the beginning of the expansion, Nike used local partners in China, it has since switched to a more overwhelming sense of ownership in order to maintain the brand integrity and the constancy of the strategy (MOFCOM, 2023). Therefore, Nike has good ownership benefits, which tends to drive the company to highly controlled entry modes, as opposed to low-commitment contractual relationships.
Nevertheless, one of the major weaknesses of the Nike ownership-based approach is that brand strength, in turn, is not a sufficient condition of success in politically sensitive markets such as China where regulatory pressure, nationalistic consumption patterns, and dependence on digital platforms can undermine the efficiency of the foreign brand benefits (McKinsey, 2024).
2. Location Advantages (L-Advantages)
Location Advantages (L-Advantages) are advantages that a country has like low labour costs, huge markets, raw materials or favourable regulation that appeal to foreign firms. The reason why firms may invest in specific foreign markets instead of exporting is location advantages. China presents Nike with a unique niche of both market and efficiency seeking location benefits and therefore, it is one of the most strategically important international markets of Nike.
China’s key location advantages include:
I. The major location advantages of China are:
II. Biggest sportswear consumer market non-North American.
III. Young middle classes and urban population are growing at a very fast rate.
IV. Global production facilities and logistic systems.
V. Extensive footwear, textile and electronic supplier networks.
VI. E-commerce and sports Government subsidies.
The World Bank (2024) indicates that China is one of the fastest-growing consumer markets in the world even with recent macroeconomic slowdowns. In the case of Nike, this is a great incentive to market-seeking foreign direct investment (FDI) that uses wholly owned commercial subsidiaries and not export-based entry.
There are also high efficiency-seeking benefits offered by China. One of the largest global supplier bases of Nike is located in the country, which also means that there is a location between the manufacturing and consumer markets, which increased the transport costs and reduced delivery times (OECD, 2023). This dynamics of China as a production centre and a demand centre helps justify the move by Nike to have a long term physical and operational presence.
There are however, strategic risks in the merits of the location of China. These include:
· State intervention and regulatory uncertainty.
· It has political stresses with the United States.
· An increase in labour costs in manufacturing areas along the coastal areas.
The risks are one of the reasons why Nike has expanded its manufacturing to Vietnam and Indonesia and stayed in China as a strategic market and not one-point of dependence (McKinsey, 2024). In that way, even though the L advantages of China justify the deep penetration of Nike, it also means that they have to be rebalanced at all times.

3. Internalisation Advantages (I-Advantages)
Internalisation Advantages (I-Advantages) are rationale behind why a firm would rather operate its business in foreign markets (e.g. subsidiaries) instead of licencing, franchising or outsourcing to other companies. The internalisation benefits are reasons why companies opt to internalise the operations instead of outsourcing them by contracting external companies. The strategy of Nike in China illustrates a selective internalisation strategy where Nike internalises brand, retail, marketing and digitalisation, but outsources manufacturing.
Nike internalises the following high-value activities in China:
I. Marketing management and brand management.
II. Nike-owned retail operations in stores and online.
III. Systems of data analytics and consumer engagement.
IV. Pricing control and regional strategic planning.
With this internalisation strategy Nike is able to:
· Custody intellectual property.
· Ensure brand uniformity on a global basis.
· Managing price and customer information.
· Minimise opportunism among local partners.
Buckley and Casson (2019) note that internalisation is especially significant in the situation when the enforceability of contracts and protection of the IP are suboptimal, which is partially the case in the complex Chinese regulatory environment. Nike will not face the risk of opportunistic behaviour by independent distributors, which is caused by internalisation of branding and retail.
On the other hand, Nike does not own manufacturing processes and instead relies on the long term contracts with Chinese suppliers who are independent. This is an indication of a strategic choice to escape the high capital expenditure and labour liabilities and retain the cost efficiency and flexibility. In OLI terms, Nike will source high value strategic functions internally and low margin high risk production activities externally.
4. The joint decision to identify the entry mode of Nike into China by OLI.
Considering the O, L, I benefits jointly, they go a long way to support the decisions made by Nike to adopt wholly owned market subsidiary with controlled global outsourcing, as opposed to franchising or licencing.
In summary:
· Ownership (O)- Strong brand and IP - High-control entry required.
· Location (L) - High level of consumer market and high level of manufacturing- Justifies FDI.
· Internalisation (I) - IP protection and data control - Data control and owned retail and digital platform.
Consequently, the leading China entry mode of Nike can be categorised as:
· Entry mode: 100 percent commercial subsidiary.
· Entry mode of production: Independent supplier contract manufacturing.
Most importantly, an OLI-based strategy provides Nike with the greatest strategic control with minimum capital risk, but ownership exposes the company to greater political, reputational, and supply chain risks. The rising regulatory aggressiveness and geopolitical pressures in China are increasingly putting pressure on Nike to apply only the traditional internalisation logic to dispel its competitors.
Conclusion: The synergy of the ownership advantages, location advantages of China and selective internalisation strategy of Nike provides a strong explanation of why the firm has entered the international markets in China. The strong brand, capabilities of market, and digital platforms of it require strong control over ownership and the depth of local presence is justified by the enormous market size and manufacturing depth of China. Simultaneously, the internalisation model of Nike, which is outsourced, is a strategic trade-off between control and flexibility. But the changing geopolitical uncertainties, regulatory risks and threats of increased costs of production are slowly redefining the very conditions of OLI that made China the most attractive emerging market of Nike. This shows that OLI benefits are fluid and not fixed and they need to be recalibrated on a strategic basis continuously.
[bookmark: _Toc216224428]4. Conduct a critical evaluation of how cultural differences between the home country of your selected company and the chosen emerging economy could impact both the company’s market entry strategy and its potential for success in that market.
The cultural differences are critical in determining how well the international market entry strategies, and long-term business performance work. In the case of Nike Inc. a US-based multinational corporation, entering China entails overcoming significant differences in the national culture, consumer behaviour, expectations of leadership, communication styles and institutional relations. These distinctions have a significant impact on the decisions in the entry mode, brand positioning, marketing strategy, human resource management, and strategic alliances of Nike (Hofstede, 2011; Browaeys and Price, 2019). The inability to fit into the cultural environment of China may compromise the competitive position of Nike, no matter how strong its ownership strengths are.
1. Cultural Context Overview: United Kingdom vs. India
The United Kingdom culture is highly individualistic with low power distance and favors independence, efficiency, and low contextual communication. But in India, there are collectivist culture dimensions with higher power distance and relationship-based communication (Hofstede Insights, 2024). These contrasting cultural values shape the organizational set-ups in terms of management, marketing, and people management within HUL in India.
	Hofstede Dimension
	United States
	China
	Strategic Implication for Nike

	Power Distance
	Low (40)
	High (80)
	Hierarchical leadership expected in China.

	Individualism
	Very High (91)
	Low (20)
	Collective identity dominates in China.

	Masculinity
	High (62)
	High (66)
	Strong performance and success orientation.

	Uncertainty Avoidance
		



	Low (46)



		



		



	Low–Medium (30)






		



	China tolerates ambiguity in long-term strategy.




	Long-Term Orientation
		



	Low (26)



		



	Very High (87)



	China prioritises patience and long-term rewards.

	Indulgence
	High (68)
		



	Low (24)



	Chinese consumers exercise restraint.



(Hofstede Insights, 2024)
1. Much of market entry strategy by Nike has been influenced by culture.
Nike penetrated China through wholly owned subsidiary and direct operational control which is symptomatic of its intention to safeguard brand identity and intellectual property. Nevertheless, the power distance and collectivist orientation of china makes the relationship-building (guanxi) and institute trust much more significant than the contractual enforcement on its own (Warner, 2021).
In China:
I. Government relationships play an important role in the business decisions.
II. The building of trust is based on interpersonal relationships built over a long period of time.
III. It has respect to authority and does not openly take it away.
In its turn, the United States highlights:
· Low hierarchy
· Direct communication
· Legal-contract enforcement
Such a cultural misfit implied that Nike could not afford to use its American-style market logic when venturing into China. Instead, it had to:
· Develop government and provincial relations.
· Adjust to state-controlled retailing.
· Collaborate with regional digital ecosystems including Tmall, JD.com and WeChat.
Child and Tse (2022) state that Western companies that do not value the institutional-cultural hybrid nature of China usually have difficulties despite the high demand in the market. The culture of China has, therefore, pushed the entry strategy of Nike towards relationship-based embeddedness, rather than Western market independence.
2. Marketing Effects of Culture and Brand Strategy.
Among the effects of cultural difference that can be seen most is in consumer behaviour and brand communication. People in the United States are very individualistic and the global slogan of Nike of Just Do It is a statement that shows personal freedom, self-expression and individual accomplishment. Nonetheless, the collectivism culture in China alters the meaning of success to:
I. Family honour
II. National pride
III. Group achievement
Consequently, the Chinese marketing strategy of Nike has changed to give attention to:
· National sports heroes
· Community fitness trends.
· Collective and youth identity associated with collective success.
To understand, the promotional campaigns of Nike in China are gradually embracing the topic of Chinese pride, young solidarity, and endurance, as opposed to direct rebellion by individuals (Zhang and Kim, 2023). Such cultural realignment has a direct effect on the performance of Nike in the market since culturally insensitive advertisements can lead to boycotts by consumers or even governmental reprisal.
Also, the low level of indulgence in China indicates the suppressed consumption and value purchase. This puts pressure on the premium pricing model of Nike and compels:
· Greater frequency of promotional strategies.
· Online-based promotion of discounts.
· Graded pricing throughout the regions.
3. HR Management, Leadership and Culture in Workplace.
The US corporate culture in Nike can be defined as:
I. Flat organisation structure.
II. Informal communication
III. Performance rewarding at an individual level.
IV. High employee autonomy
Comparatively, the Chinese workplace culture indicates:
· High respect for authority
· Formal communication
· Group-based evaluation
· Employment loyalty over a long period.
This cultural variance has a great impact on human resource strategy of Nike in China. Direct feedback and empowerment practises in America may be viewed as disrespectful in China where the workplace hierarchy is the main characteristic of harmony (Warner, 2021).
Nike must therefore adapt by:
· Using vertical decision authority.
· Adopting indirect communication styles.
· Rewarding performance on a group basis.
· The apparent respect of seniority and age.
Lack of adaptation of HR practises may cause:
· High staff turnover
· Weak organisational commitment.
· Breakdown of local trust
Accordingly, a fit within a culture has a direct impact on the efficiency of operations and stability in a long-term market.
4. Strategic Patience and Long-Term Orientation.
The long-term orientation of China has been very high (87) as compared to the short-term performance orientation of America. This implies that Chinese stakeholders appreciate:
I. Gradual trust-building
II. Strategic patience
III. Growth of market share instead of short-term gains.
The long-term investments that Nike has in:
· Youth sports programmes
· Infrastructure partnerships
· Digital ecosystems
represent a response to the Chinese time orientation of culture (Hofstede Insights, 2024). Unable to maintain this long-term commitment, the brand credibility of Nike would decline both among regulators and consumers.
5. All of this affects the overall success of Nike in China in the market.
The culture of the USA and China has both strategic opportunities and serious threats to Nike.
Key Opportunities:
· Mass sports campaigns are supported through large collectivist youth culture.
· The product demand based on performance is fueled by high masculinity score.
· Long term orientation reinforces brand loyalty in case trust is established.
Key Risks:
· Nationalistic reaction may be caused by misplaced messages.
· The conflict between leadership culture can destroy the workforce performance.
· Chinese state ideology may be incompatible with western political values.
Finally, the possibility of Nike to succeed in China is not just the strength of its brand but the ongoing cultural realignment that the company takes in regards to marketing, HR, governance, and political messages.
Conclusion: The CSR issue between the United States and China is significant and multi-dimensional in terms of the market entry strategy and long-term success of Nike. Hierarchy, collectivism, time-orientation, political culture, consumer restraint differences compel Nike to drop the purely Western business logic in the favour of relationship-based governance, culturally sensitive branding, hierarchical leadership adaptation and long-term strategic investment. 
[bookmark: _Toc216224429]5. Critically discuss and recommend three major adjustments the chosen company may need to consider in their Standard Operating Procedures (SOPs) to ensure success in the chosen emerging economic country in line with the earlier analysis of OLI and cultural factors between the country of origin of the chosen company and the chosen emerging economic country.
The nature of Nike Inc products operating in China has been influenced by the advantages of ownership, location and internalisation (OLI) and the cultural, political and economic factors that are unique to the business environment in China. Although Nike has been able to become a key sportswear brand in China, the changing market conditions, cultural subtleties, and regulatory challenges demand the close adaptation of its Standard Operating Procedures (SOPs) to ensure that its operations remain efficient, the brand remains intact, and competitive in the long run. According to the previous reviews of OLI factors and cultural differences, three key SOP changes can be suggested to Nike in Chinese market.
1. Marketing and Brand Engagement SOPs Localisation.
The differences in cultures between the USA and China, specifically in the context of collectivism, high power distance, and long-term orientation, require the modification of the Nike marketing SOPs to appeal to the Chinese consumers (Hofstede Insights, 2024). Whereas Nike global branding focuses on the personal performance and self-expression, the Chinese consumer is even more sensitive to communal, patriotic, and communal storeys of success (Zhang and Kim, 2023). Lack of adjustment in the marketing SOPs will expose the target audience to being alienated and reputational vulnerability.

SOP changes suggested:
· Campaign planning: Make campaign plans culturally in keeping with local festivals, sports events, and national milestones so that an emotional connexion is created.
· Customisation of digital platforms: Focus on Chinese e-commerce and social platforms (WeChat, Tmall, Douyin) more than international platforms and customise content formats, language, and methods of engagement.
· Local influencer arrangements: Involve Chinese sports celebrities and lifestyle influencers to build up brand trust and likeability.
· Consumer feedback loops: Have frequent social listening and sentiment analyses to respond dynamically to messages.
Impact: Localisation of marketing SOPs is better at brand resonance, consumer loyalty, and reducing the risks of misaligned cultural messaging (Browaeys and Price, 2019).
2. Efficiency and Compliance Supply Chain and Production SOP Adjustments.
The OLI-based strategy adopted by Nike is global ownership of brand and outsourcing of production, which is mostly in China. Although outsourcing leads to the lower cost of capital and flexibility, the Chinese regulatory framework and the changing labour standards entail the need to modify SOPs related to the management of suppliers, compliance, and operational risk (OECD, 2023).
SOP changes suggested:
· Supplier compliance auditing: Enforce SOPs on routine cheques of labour standards, the environmental practise and safety in the workplace in line with the Chinese labour laws and international CSR standards.
· Local sourcing integration: Become more dependent on suppliers in the region to cut lead times, cut logistics expenses and help sustainability programmes.
· Contingency and risk management SOPs: Document processes of responding to disruption of the supply chain due to geopolitical tensions, natural disasters or due to pandemic outbreaks.
· Efforts to monitor the supply chain through technology: Introduce digital supply chain tracking, blockchain supply chain verification, and analytics predictive supply chain.
Impact: Improvement of supply chain SOPs would guarantee compliance with regulations, retention of brand image, and enhanced operational resilience, which is in line with Nike internalisation strategy to take control of high value processes with offloading production.
3. Human Resource and Organisational SOP Adjustment.
The US-focused organisational culture, with high power distance, collectivist culture, as well as orientation towards hierarchical leadership, are potentially disruptive to Chinese organisational culture (Warner, 2021). Mismatch between HR and operational SOPs may decrease the involvement of the workforce, restrain the flow of knowledge, and disturb the market implementation.
SOP changes suggested:
· Hierarchical communication rules: Develop strong lines of authority and hierarchy to match the local expectations and maintain a strategic decision-making authority.
· Team based performance appraisal: Modify appraisal SOPs to incorporate team performance targets and personal target in order to encourage collaboration and team responsibility.
· Cross-cultural training activities: Adopt SOPs training expatriates and local managers on Chinese business etiquette, negotiation styles, as well as, labour law compliance.
· SOPs of employee engagement and retention: Work up formal recognition programme to be in line with long term orientation, where the reward is based on loyalty and career development instead of short term outcomes.
· Empowerment of local talent: In order to make operational integration of Nike in China, SOPs should formalise the process of mentoring, succession planning, and professional development of local managers.
Impact: These HR SOP changes will help the company to increase employee engagement, efficacies, and retention of talents, which is essential to long-term sustainability in a culturally differentiated market (Child and Tse, 2022).
Integrating Cultural Sensitivity Across SOPs
Besides its functional adaptations, Nike needs to embrace a culture-sensitive SOP system through institutionalisation of social norms, consumer preferences, and regulatory expectations in China. Some of the essential cross-functional SOP improvements are:
· Stakeholder management SOPS: institutionalise processes of governmental and community engagement, and collaboration with local influencers.
· SOPs of ethical and political compliance: Include the monitoring framework to predict and eliminate reputational risks associated with politically sensitive matters.
· Continuous learning SOPs: Janitorize local teams, ensuring they report on cultural, consumer, and regulatory trends on a regular basis.
Impact: A culture-sensitive SOP framework strengthens strategic agility, brand trust, and compliance, which will enable Nike to deal with (rapidly shifting) Chinese business environment (McKinsey, 2024).
Conclusion: Nike has been able to succeed in China because of strategic adoptions of its SOPs to conform to advantages of OLI and cultural realities. Although ownership, location and internalisation benefits are the cause of competitive power, lack of adaptation of the operational process may endanger inefficiencies, loss of reputation and poor performance on the market. All these SOP changes allow Nike to have a strong, culturally sensitive operation framework, which will give it the long-term competitiveness and sustainability in the fast-changing sportswear industry of China.













 
[bookmark: _Toc216224430]Conclusion
This report critically assessed the international business of Nike Inc. in China including the business strategy, market positioning of the company, the value chain, the OLI factors, the cultural aspects and some suggested modifications in Standard Operating Procedures (SOPs). The global brand equity, proprietary product innovation, and digital marketing capabilities which are combined with efficiently located production and consumer markets form the basis of Nike as a multinational corporation. The OLI analysis shows that the wholly owned subsidiaries and controlled outsourcing model of Nike conform to its brand protection, operational control and effective supply chain management requirements. The cultural analysis proved that there are significant differences between the United States and China, especially in the aspects of collectivism, hierarchy, long-term orientation, and digital consumer behaviour, which directly impact marketing, human resource management, and the involvement of stakeholders. These findings prompted three key SOP changes, including the localisation of marketing and brand engagement, the improvement of the supply chain and production processes, and modifications of the HR and organisational practise to the local cultural norms. These suggestions would reinforce the competitive edge of Nike, regulatory compliance and enhance the alignment of workforce in China.
To sum it up, Nike has a chance to succeed in China in the long-term due to the incorporation of culturally informed operating practises based on OLI-based strategies. Nike can grow and maintain the brand leadership and manoeuvre through the dynamic and multifaceted Chinese sportswear sector by integrating the global expertise with the local adaptation.
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