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SECTION 1: STRATEGIC ANALYSIS
1.  Organisational Context and Overview
1.1  Historical Perspective, Mission, Vision and Business Model
Nike, Inc. is the biggest company in the world that makes and sells athletic shoes and clothes. It has been able to do this by being a brand leader and coming up with new ideas for six decades. Phil Knight, a track athlete at the University of Oregon, and his coach Bill Bowerman started Blue Ribbon Sports (BRS) on January 25, 1964. At first, the company sold running shoes made in Japan by Onitsuka Tiger (Nike, Inc., 2024). BRS stopped working with its suppliers in 1971, changed its name to Nike, Inc., and added the now-famous Swoosh logo, which student Carolyn Davidson made for $35 (Wikipedia, 2025). Michael Jordan's signing in 1984 changed everything. It started the Air Jordan brand and changed the way that sports, culture, and business interact (Britannica, 2025).
Nike's corporate mission is "to bring inspiration and innovation to every athlete in the world; if you have a body, you are an athlete." This shows that the company wants to make money and has a philosophical identity that includes everyone (Nike, Inc., 2024). The company's FY2025 Annual Report says that its strategic vision is to achieve "sustainable, profitable long-term growth by leading with sport, creating innovative, must-have products, building deep personal consumer connections, and delivering compelling consumer experiences through digital platforms and at retail" (Nike, Inc., 2025). The business model has two main sources of income: wholesale distribution ($25.9 billion in FY2025) and Nike Direct, the direct-to-consumer (DTC) channel ($18.8 billion in FY2025). This shows that the company's Consumer Direct Offense (CDO) strategy is only partially working (DCF Modeling, 2025).
1.2  Industry, Competitors and Market Position
Nike is in a very competitive global sportswear market where technology is changing quickly, brands are very strong, and people's tastes are changing. Nike's highest sales were $51.36 billion in FY2024, but they fell by 9.84% to $46.31 billion in FY2025. This was due to poor digital performance, problems with inventory, and costs associated with resetting the company's strategy (MacroTrends, 2025). Even though this is a drop, Nike's sales are still higher than the combined sales of Adidas (€23.68 billion, +10% YoY in FY2024) and Puma (€8.8 billion), which shows that Nike is still the market leader (FashionBI, 2026; Statista, 2025). Under Armour's problems are still going on$5.2 billion in FY2024, a 9% drop from the year before. This shows how tough the competition is in the industry (FashionBI, 2026). On Running and Hoka, two performance-focused disruptors, have taken a big chunk of Nike's market share in core running categories. This has drawn serious performance athletes to their brands, which used to be the main reason people trusted Nike. The cultural revival of Adidas, which is based on the Samba silhouette and heritage aesthetics, is a direct threat to Nike's lifestyle position among younger consumers. Nike's market share fell by 1.1% in 2024, which was a sign of a strategic turning point (Flexdog, 2025). Because of this, the competitive landscape is split into two groups: large companies that compete on brand investment and channel breadth, and agile, performance-focused challengers that win on product credibility and community-level authenticity. This makes Nike's traditional broad differentiation approach more difficult.

2.  External and Internal Environment Analysis
2.1  PESTEL Analysis
Political and Legal Factors
Nike has factories all over the world, but most of them are in Vietnam, China, Indonesia, and Thailand. This makes the company very vulnerable to geopolitical risk. The return of US protectionist trade policy under the Trump administration in 2025, which could include higher tariffs on Asian imports, is a serious threat to structural costs (PESTLE Analysis, 2024). Tensions between the US and China make this risk worse by disrupting supply chains and lowering consumer demand in Greater China, which fell by 12.71% in FY2025 (DCF Modeling, 2025). Legally, Nike is currently being sued in a class action lawsuit in the Eighth Circuit (April 2025) for allegedly greenwashing more than 2,000 product lines. This puts the company's reputation and finances at risk and requires immediate strategic attention (DCF Modeling, 2025). Following labor laws in more than 190 manufacturing jurisdictions makes the risk of legal problems even higher.
Factors that affect the economy and society
Nike's mostly discretionary product line makes it very sensitive to changes in the economy as a whole. North America made $19.6 billion (44% of FY2025 revenue), but that was down 9% from the previous year. This was due to problems with consumer spending and the long-term effects of the CDO strategy's wholesale retreat (FashionBI, 2026). Currency fluctuations make things more complicated. A strong US dollar lowers the value of European and Asian revenues when they are converted, which means that hedging is needed. Sociocultural dynamics can be both good and bad for business. For example, the ongoing global health and wellness trend structurally supports demand for athletic apparel. The female consumer segment, which makes up about 30–35% of North American revenue and saw high single-digit growth in Q4 FY2025 despite overall declines, is one of Nike's most promising opportunities (DCF Modeling, 2025). However, Millennials and Gen Z are clearly drawn to On, Hoka, and Adidas lines that look different. They see Nike's retro franchises as overexposed and lacking in new ideas.

Technological and Environmental Influences
Nike has spent a lot of money on AI, machine learning, and data analytics to help them predict demand, optimize their inventory, and personalize their products (DCF Modeling, 2025). Nike's digital ecosystem includes the Nike App, SNKRS, NTC, NRC, and .SWOOSH. It collects consented data from more than 500 million members and combines it into unified profiles that allow for hyper-personalized engagement (Techtide Solutions, 2025). RFID technology has been used in almost all clothing and shoes. These investments, on the other hand, have not led to any business returns: Nike Brand's digital sales fell by more than 20% in each of the next two quarters of FY2025 (Zoommetrix, 2025). This shows that having good technology alone is not enough to make a business work. Nike's Scope 3 supply chain emissions are its biggest environmental problem when it comes to sustainability. Climate change, on the other hand, is a threat to the outdoor sports infrastructure that is important to the company's brand.
2.2 Important Factors for Success and Strategic Problems
Nike's key success factors (CSFs) are maintaining brand equity and cultural relevance, constantly coming up with new products that are based on performance, having a strong global supply chain, and being able to make money from its digital membership base. The strategic challenges are just as big: running's structural market share erosion; the CDO strategy's failure to deliver long-term digital growth; macroeconomic demand headwinds in North America and China; and the need to prove sustainability credentials without getting into trouble for greenwashing.
2.3 Internal Environment: Resources, Skills, and Key Strengths
According to Barney's (1991) resource-based view (RBV), Nike's internal environment is made up of a unique mix of intangible and tangible resources. This view says that long-lasting competitive advantage comes from resources that are valuable, rare, inimitable, and used by the organization at the same time. Nike's brand equity is its most important intangible asset. It has been built up over six decades through iconic marketing (the "Just Do It" campaign in 1988), cultural storytelling, and endorsements from athletes. This capital has the power to charge high prices, build strong customer loyalty, and make it very hard for others to copy it. Core competencies exist in three areas: first, the athlete endorsement ecosystem, which creates aspirational associations that no competitor can quickly copy; second, proprietary innovation (Air, Flyknit, React, and Forward materials) that keeps performance differences coming; and third, a digital and data infrastructure that allows for personalization on a large scale. However, this third competency only gives a temporary advantage right now, as rival brands use the same strategies (Cognitute, 2025).


2.4  VRIO Framework Analysis

	Resource / Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Outcome

	Brand Equity (Swoosh, Jordan)
	Yes
	Yes
	Yes
	Yes
	Sustained Advantage

	Athlete Endorsement Ecosystem
	Yes
	Yes
	Yes
	Yes
	Sustained Advantage

	Proprietary Technology (Air, Flyknit)
	Yes
	Yes
	Moderate
	Yes
	Sustained Advantage

	Digital Ecosystem (500M Members)
	Yes
	Moderate
	Moderate
	Yes
	Temporary Advantage

	Global Supply Chain Network
	Yes
	No
	No
	Yes
	Competitive Parity

	DTC Channel Infrastructure
	Yes
	Moderate
	Moderate
	Yes
	Temporary Advantage


Table 1: VRIO Analysis of Nike, Inc. (adapted from Barney and Hesterly, 2006)

The VRIO analysis shows that Nike's strongest competitive advantages are its brand equity and its ecosystem of athlete endorsements. These are resources that are deeply rooted in cultural capital and years of relationship-building, making it too expensive for competitors to copy. Proprietary technology approaches sustained advantage, but the moderate imitability rating shows that well-resourced competitors (like Adidas and Asics) can come up with similar new ideas if they have the time and money to do so. Nike's digital ecosystem and direct-to-consumer (DTC) infrastructure are useful and well-organized, but they only give the company a short-term edge because other brands are using the same personalization strategies. The digital results for FY2024-2025 were not very good for business, which makes this capability even less useful in the current market (Cognitute, 2025).
3.  CSR and Sustainability Objectives
3.1  Nike's CSR Strategy and Business Alignment
The "Move to Zero" program is the main part of Nike's CSR strategy. It is Nike's way of getting to zero carbon and zero waste. Nike believes that "protecting the planet means protecting the future of sport" (Nike, Inc., 2025a). The program covers all of Nike's value chain and works on four environmental pillars: carbon, waste, water, and chemistry. Key quantitative commitments include: a 70% absolute GHG reduction in owned and operated facilities through 100% renewable electricity; a 30% supply chain emissions reduction by 2030 aligned with SBTi frameworks; a 65% Scope 1 and 2 reduction against a 2015 baseline; and diversion of 99% of footwear manufacturing waste from landfills (Nike, Inc., 2025b). Recycled polyester, Flyleather, and Nike Forward are all new materials that help reduce Scope 3 emissions.
There are many ways in which Nike's CSR agenda and business goals are strategically aligned. For example, using sustainable materials lowers long-term input costs and makes the supply chain less vulnerable. The Move to Zero story also appeals to Gen Z and Millennials. Nike is putting growth first, and initiatives like Reuse-A-Shoe in the circular economy get real consumer engagement that paid media can't match. Nike's integrated ESG approach is similar to Elkington's (1994) triple bottom line framework of people, planet, and profit. It tries to balance environmental commitments with social equity programs (like community investment and worker welfare) and financial sustainability. But it is important to look at it closely. The ongoing greenwashing class action lawsuit, which affects more than 2,000 product lines, shows how making claims about sustainability can hurt a company's reputation faster than taking real action (DCF Modeling, 2025). Carroll's (1991) CSR pyramid framework warns that Nike's charitable and moral commitments must be based on real changes in how the company works, not just on how they can help the company sell more products. Nike's 2023 Sustainability Report "Moving Together" admits that some goals weren't met. This is a good thing because it shows that the company is being honest, but it also means that it needs to keep being accountable to others (This Rock ESG, 2024). If Move to Zero is going to be a real strategic asset and not a reputational liability, Nike needs to change how it talks about sustainability. Right now, there is a credibility gap between what Nike says about sustainability and what it does in court.


4.  Comprehensive and Holistic View: The Balanced Scorecard
4.1  BSC Framework and Nike Application
Kaplan and Norton (1992) came up with the balanced scorecard (BSC), which combines four strategic perspectives that depend on each other: Financial, Customer, Internal Business Processes, and Learning and Growth. This makes it a more complete way to manage performance than just looking at financial metrics. In the context of Nike's strategic plan for FY2025, the BSC shows how to prioritize financial recovery, brand re-engagement, operational excellence, and the growth of the company's capabilities.

	Perspective
	Objective
	KPI
	Target
	Initiative

	Financial
	Restore revenue growth post-FY2025 decline
	Revenue growth %; Gross margin %
	Growth in FY2026; GM >44%
	Wholesale rebalancing; inventory rationalisation

	Financial
	Improve DTC profitability
	DTC revenue %; EBIT margin
	DTC >40% of total revenue
	Re-engage Amazon; premium positioning

	Customer
	Rebuild Gen Z and performance athlete relevance
	NPS; Membership growth; Digital engagement
	Membership growth >10% p.a.
	Athlete-hero campaigns; SNKRS exclusives

	Customer
	Lead the women's category
	Women's revenue growth; % apparel share
	Women's >35% of N. America revenue
	Women-first product lines; community activation

	Internal Process
	Accelerate product innovation cycle
	Time-to-market (months); SKU success rate
	Design-to-shelf reduced: 18 to 12 months
	AI demand forecasting; agile design sprints

	Internal Process
	Meet sustainability commitments
	% preferred materials; GHG (Mt CO2)
	50% preferred materials; -30% supply chain by 2030
	Move to Zero; Reuse-A-Shoe

	Learning & Growth
	Build AI and data capability
	Data science headcount; AI model deployments
	+10% digital talent annually
	Atlanta tech centre; AI/ML integration

	Learning & Growth
	Foster innovation culture
	Employee engagement; patent applications
	Top-quartile employee satisfaction
	Nike University; innovation labs


Table 2: Nike Balanced Scorecard (adapted from Kaplan and Norton, 1992)



4.2  Discussion of BSC Perspectives
The 9.84% drop in revenue in FY2025, the biggest in recent history, requires immediate action to fix the problem. The CDO's goal of 60% direct sales by 2025 was clearly too high. Wholesale sales were $25.9 billion, while Nike Direct sales were $18.8 billion. This shows that third-party retail is still structurally necessary (DCF Modeling, 2025). To pay for new products and marketing, gross margin must stay above 44%.
From the customer's point of view, Nike needs to deal with the split in its customer base: performance athletes are moving to On and Hoka, and lifestyle consumers are drawn to Adidas and New Balance's looks. Kaplan and Norton (1992) say that customer KPIs must be linked to financial results in a way that makes sense. Nike's database of 500 million members is an amazing personalization tool, but only if it leads to measurable business behavior. The women's segment is showing resilience in a market that is getting smaller, so it deserves more strategic investment than the other segments.
For a business to be competitive in the medium term, it needs to make improvements to its internal processes. As DCF Modeling (2025) says very clearly, "you can't afford a 12-month design cycle when a trend lasts six months."The global ERP rollout and the expansion of the multi-node logistics network (in Los Angeles, Bethlehem, Dallas, and Madrid) are necessary but not enough on their own. A new product pipeline is also needed (Techtide Solutions, 2025). Sustainability KPIs need to be built into operations, not just used for corporate reporting. The learning and growth perspective is the most important thing: the Atlanta technology center, RFID deployment, and hiring data science talent all show that the company is serious about improving its capabilities. However, the CDO's partial failure shows that investing in capabilities must be matched with strict change management (Golden Owl, 2025).






5.  Strategic Choices and Implementation
5.1  Business-Level Strategic Options
Porter's (1980) generic strategies are used to compare Nike's strategic options at the business level. Nike has historically focused on broad differentiation, using brand equity, technological innovation, and cultural marketing to charge higher prices. This is still the right strategic position, and the VRIO analysis backs it up. Nike's brand and innovation skills give it a competitive edge that cost leadership can't, because operational efficiency strategies come with the risk of imitation. Porter (1980) warns against being "stuck in the middle." Nike's broad differentiation has made it weak by not investing enough in the serious performance athlete segment, which has let On and Hoka take a credible focused differentiation position. The suggested strategy is to revitalize the differentiation approach with a strong focus on three key areas: performance running (to regain lost market share), women's (to take advantage of proven growth momentum), and basketball (where the Jordan Brand has an unassailable cultural authority). This directly aligns with Nike's strategic realignment for FY2025, which is called "sport offense" (DCF Modeling, 2025).
5.2 Strategic Options at the Corporate Level
Ansoff's (1957) matrix serves as the evaluative framework at the corporate level. Because FY2025's revenue is going down, the best short-term strategy is market penetration. This means getting back into existing markets by reinvesting in marketing, coming up with new products, and fixing the wholesale channel, without the risk of diversification or entering a new market that hasn't been tested yet. If the product pipeline is updated, North America (44% of FY2025 revenue) has a lot of room to recover. Market development through APLA (Asia Pacific and Latin America, $6.25 billion in FY2025) is a great chance for the medium term because the population is getting younger, disposable incomes are going up, and the fitness culture is growing (DCF Modeling, 2025). From 2020 on, Nike's strategic distributor model has been used in Brazil, Argentina, Chile, and Uruguay. This shows how organizations can learn to manage complexity in new markets. Diversifying into connected fitness hardware or the broader wellness sector offers potential long-term benefits, but it also comes with execution risks that are not appropriate during the current strategic reset. The best corporate-level strategy for FY2026–2028 is to focus on market penetration (primary) and selective APLA market development (secondary). This strategy has the best risk-return profile.





5.3 Evaluation of Change Management
Nike's Consumer Direct Offense (CDO) strategy, which started in 2017 and was changed in FY2024, is a good example of how to make big changes to a company's strategy. The CDO wanted to move Nike to a DTC-led, digitally-driven model by cutting thousands of wholesale accounts and putting proprietary channels first. The first gains came in the form of better gross margins and useful consumer data from DTC growth between FY2021 and FY2022 (HBR, 2024). However, execution failures occurred on three fronts: wholesale withdrawal led to inadequate multi-brand retail representation, prompting consumers to shop for competitor brands; excessive reliance on discounting undermined premium positioning; and a deteriorating product pipeline revealed DTC's structural dependence on product desirability, which wholesale had previously concealed. According to Kotter's (1996) eight-step model, Nike failed to keep the wholesale safety net during the DTC transition at steps 5 and 6, which were "empowering broad-based action" and "generating short-term wins." Nike's change in FY2025, which includes getting back in touch with wholesale partners, going back to Amazon, and focusing on making great products, shows that the company is strong. Lewin's (1947) unfreeze-change-refreeze model places Nike in the "change" phase, meaning that the company has not yet settled into a new strategic configuration. To fully implement, you need to keep spending money on new products, fixing relationships with channels, and moving marketing money from performance channels back to brand-building.










6.  Strategic Evaluation and Recommendations

6.1  SWOT Analysis
	STRENGTHS
•  World's most valuable sportswear brand
•  Iconic athlete endorsement ecosystem (Jordan, Ronaldo)
•  Proprietary technology portfolio (Air, Flyknit, React)
•  500M+ member digital infrastructure
•  Revenue scale ($46.3B) with unmatched investment capacity
	WEAKNESSES
•  Over-reliance on ageing retro franchise products
•  CDO strategy failure: inventory accumulation FY2022-23
•  Digital revenue declines exceeding 20% in FY2025
•  Diminished Gen Z performance credibility
•  Greater China contraction: -12.71% FY2025

	OPPORTUNITIES
•  Women's segment: resilient growth in declining market
•  AI personalisation leveraging 500M member base
•  APLA emerging markets: young demographics, rising income
•  Global health and wellness macro-trend acceleration
•  Sustainable innovation as differentiation driver
	THREATS
•  On Running and Hoka structural disruption in running
•  Adidas cultural resurgence (+10% revenue FY2024)
•  US-China tariff escalation and supply chain risk
•  Greenwashing litigation: 2,000+ product lines
•  Macroeconomic consumer discretionary spending contraction


Table 3: SWOT Analysis of Nike, Inc.

6.2  BCG Matrix Assessment
Using the Boston Consulting Group (BCG) matrix on Nike's portfolio shows clear signs of where to put money. The Jordan Brand is a "Cash Cow" because it makes a lot of money with little extra investment because it is so deeply rooted in culture. The women's segment and APLA markets are considered "Stars," which means they are growing quickly and need ongoing investment to solidify their leadership positions. Nike's retro running franchises (Air Force 1, legacy Air Max colorways) are in danger of moving from "Cash Cow" to "Dog" as people get tired of them faster. The BCG framework says that putting more money into products that are losing popularity is a waste of money because it takes money away from products that are growing faster. Converse is in a stable but strategically peripheral "Question Mark" position. It isn't growing very quickly, so it needs to make a clear strategic decision: either invest to grow or manage for cash. This BCG study makes it clear that capital and management need to focus less on old retro franchises and more on performance innovation and the women's category, where growth is still clearly on the rise.


6.3 Suggestions for Strategy
Recommendation 1: Make a new commitment to performance innovation. Nike needs to quickly regain the trust of serious athletes by putting more money into research and development in the running, training, and outdoor categories. AI-assisted design can cut the time it takes to develop a product from 18 months to 12 months. Re-engaging the running community through programs for both elite and grassroots athletes, and launching truly competitive performance footwear are all things that must happen. On and Hoka pose a structural, not cyclical, competitive threat, which means that a long-term product-led response is needed (Johnson et al., 2023).
Recommendation 2: Change the Channel Architecture. The CDO needs to stop going too far in the direction of DTC and move toward a balanced omni-channel model. Wholesale sales of $25.9 billion in FY2025 show that third-party retail is still important for reaching customers and helping them find new products (Cognitute, 2025). Nike should start working with strategic wholesalers again to sell a lot of products to the general public. At the same time, they should keep DTC channels for high-end, exclusive, and personalized customer experiences. This way, they can protect their margins and get back to having a wide range of distribution.
Recommendation 3: Make the Women's Category a Strategic Business Unit. Despite a 12% drop in overall revenue, the women's segment had high single-digit growth in Q4 FY2025. This is one of Nike's best short-term opportunities (DCF Modeling, 2025). Nike should make women's a separate strategic business unit with its own product development leadership, marketing budget, and consumer insight infrastructure, not just a part of the Nike Brand.
Recommendation 4: Make money from the digital members. Nike's database of 500 million members is a business asset that isn't being used enough. To boost conversion rates, purchase frequency, and lifetime value (Techtide Solutions, 2025), AI-driven personalization should be used across NTC, NRC, SNKRS, and the Nike App. Investing in predictive analytics should come before building more infrastructure. This will turn digital reach into measurable business results.
Recommendation 5: Prove your credentials for sustainability. Because there is a real risk of greenwashing lawsuits, Nike needs to make sure that its messages about sustainability are in line with its independently verified environmental performance. Move to Zero needs to go from being a marketing story to a board-level operational transformation program, with SBTi-verified milestones and clear annual progress reports. Carroll's (1991) CSR pyramid framework stresses that ethical and charitable duties must be carried out in practice, not just talked about in business.

SECTION 2: REFLECTIVE ACCOUNT

Section 2:  Reflective Account Using the Gibbs Reflective Cycle
The following reflective account chronicles my methodology in researching, analyzing, and formulating this strategic management evaluation of Nike, Inc. I have utilized Gibbs' (1988) Reflective Cycle, which consists of six iterative stages: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. This framework transcends mere retrospective description, necessitating critical evaluation and future-oriented learningattributes essential to Level 7 postgraduate practice.
Step 1: What Happened?
The evaluation necessitated an extensive strategic analysis of Nike utilizing various theoretical frameworks, including PESTEL, VRIO, the Balanced Scorecard (Kaplan and Norton, 1992), Porter's (1980) generic strategies, Ansoff's (1957) matrix, and the BCG matrix, within a dynamic real-world organizational context. I started by building a broad base for my research by reading Nike's FY2024 and FY2025 Annual Reports, peer-reviewed strategic management journals, and reliable industry sources. I then organized the analysis step by step, starting with the macro-environmental context (PESTEL), then moving on to the internal capability evaluation (VRIO), and finally to the holistic performance management (BSC) and forward-looking strategy formulation. There were many drafts, and each one was revised several times to get the right analytical tone for Level 7 work.

Step 2: EmotionsHow Did I Feel and What Was I Thinking?
At first, I was intellectually anxious because Nike has a lot of information about it, which is both a good thing (having a lot of data) and a bad thing (falling into the trap of describing things). I was very aware of the Level 7 requirement to "evaluate critically current research and advanced scholarship" instead of just listing facts (UWTSD Assessment Brief, 2025). As I moved forward, I found the tension between Nike's big goals and its recent operational failures to be very interesting. This was especially true of the CDO strategy's shift from being a visionary to a cautionary tale. This complexity required a more in-depth exploration of change management theory (Kotter, 1996; Lewin, 1947) than I had originally expected, which ultimately made the assessment more analytically coherent.

Step 3: EvaluationWhat Was Good and What Was Bad About the Experience?
The research process provided several useful insights. Nike's extensive public strategic communications, including annual reports, investor presentations, and sustainability documentation, provided a strong empirical basis. The coming together of different frameworks around the same strategic themes (the need to update products quickly, the need to rebalance channels, and the opportunity to reach women) made my recommendations more convincing. The VRIO analysis gave me a lot of intellectual satisfaction because it looked at the ways that competitive advantage works in a way that was more precise than the SWOT framework alone would have allowed. On the other hand, the amount of information that was available made it hard to put everything together. Cottrell (2019) points out that the urge to put more emphasis on covering all the facts than on going deeper into the analysis is a common mistake in academic writing at all levels. I made a point of pushing myself at every step to go from "what" to "why" and "so what." Instead of just reporting the evidence, I asked myself how it was important to the strategy.

Step 4: AnalysisHow Can I Understand What's Going On?
Upon analytical reflection, I acknowledge that my initial characterization of Nike's strategic challenges was somewhat superficial, influenced by media coverage that highlighted the DTC digital failures. A more in-depth look at Nike's strategy using the PESTEL and VRIO frameworks showed that it is more complicated than it first appeared. Nike is dealing with multiple issues at once, including renewing its product pipeline, staying relevant to different age groups, changing the way it sells products, and proving that it is environmentally friendly. Each of these issues affects the others and makes them worse. This showed again how important it is to use multiple frameworks for strategic analysis. Each model added a different level of analysis: PESTEL showed macro-environmental limits; VRIO showed how to set up capabilities to keep a competitive edge; the BSC turned strategy into operational measurement; and Ansoff's matrix gave structured vocabulary for growth options. Johnson et al. (2023) assert that strategic analysis necessitates the integration of various analytical perspectives; consequently, the convergence of frameworks resulted in conclusions possessing superior explanatory capacity compared to any singular model.

Stage 5: ConclusionWhat Other Options Were Available to Me?
Looking back, I would make the analysis stronger in three ways. First, primary researchsuch as consumer survey data, employee engagement studies, and supplier assessmentswould have offered a more robust empirical foundation than secondary sources alone, especially for the VRIO and BSC analyses that inherently depended on industry estimates. Second, a more thorough examination of sector-specific academic literature would have anchored the theoretical frameworks in empirical research from the sportswear industry instead of relying on generic strategic theory. Third, and most importantly, I would be more open about how the frameworks themselves have problems. People have said that the BSC gives a false sense of strategic coherence by aligning measures without real causal relationships (Norreklit, 2000). At Level 7, having epistemic humility about the limits of methods is a sign of academic excellence in and of itself.

Step 6: Make a plan of actionWhat would I do if it happened again?
If I were to do a similar evaluation in the future, I would make four specific changes. First, I would start the structured literature review sooner, making sure that academic sources meet theoretical needs before writing starts. Second, I would keep a disciplined analytical journal throughout the research process, writing down new ideas and contradictions as they come up to make the link between research and argument stronger (Cottrell, 2019). Third, I would intentionally pursue contrarian viewpoints, examining whether the rationale behind the CDO strategy was fundamentally flawed yet poorly implemented, or indicative of a more profound market misinterpretation, instead of passively accepting the dominant cautionary narrative. Fourth, I would devote extra time to developing recommendations, creating quantifiable implementation roadmaps and risk-adjusted assessments of alternative actions, in line with the Level 7 standard of "decision-making in complex and unpredictable contexts" (UWTSD Assessment Brief, 2025).
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