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Section 1: Organizational Analysis and Strategic Management

1.1 Organizational Context and Overview

Nike, Inc., founded in 1964 by Bill Bowerman and Phil Knight as "Blue Ribbon Sports," is a global
leader in the design, manufacturing, and marketing of sportswear, footwear, and athletic equipment.
The company is headquartered in Beaverton, Oregon, and has evolved into one of the most
recognizable brands worldwide. Nike’s product portfolio includes shoes, clothing, and equipment,
serving athletes and active individuals across various sports and fitness activities. With a vast
global presence, the company is driven by innovation, technology, and a commitment to

sustainability, reinforcing its dominant position in the sportswear industry.

1.1.1 Mission, Vision, and Business Model

Nike’s mission is “to bring inspiration and innovation to every athlete in the world,” aiming to
empower both professional and amateur athletes (Nike, 2023). Its vision is “to remain the most
authentic, connected, and distinctive brand,” reflecting a commitment to innovation and inclusivity
(Nike, 2023). Nike’s business model centers on creating high-quality, performance-enhancing
products while leveraging technology and a strong brand identity (Hitt et al., 2016). The company
employs a multi-channel approach, including direct-to-consumer sales, retail partnerships, and e-
commerce, providing global reach while maintaining control over the customer experience (Kotler
& Keller, 2016). Critics argue that while this model drives growth, it faces challenges in
sustainability and inclusivity (Smith, 2022).

1.1.2 Industry Overview and Market Position

Nike operates in the highly competitive sportswear industry, which includes companies that design,
manufacture, and distribute athletic products such as apparel, footwear, and accessories (Statista,
2021). The global sportswear market is valued at over $400 billion, with significant growth driven
by rising health awareness, increasing sports participation, and the growth of the middle class in
emerging markets such as China and India (Grand View Research, 2020). Nike maintains a
dominant position, recognized as a leader in product innovation, quality, and performance (Forbes,
2021). This leadership is reinforced by an expansive retail footprint, influential athlete

endorsements, and cutting-edge marketing strategies (Deloitte, 2020). Moreover, Nike's significant



investments in sustainability and digital transformation have helped it adapt to changing consumer

preferences and market trends (Nike, 2022).

1.1.3 Key Competitors and Strategic Positioning

Nike faces stiff competition from global players such as Adidas, Puma, Under Armour, and New
Balance. Adidas, in particular, closely rivals Nike, especially in the global market, focusing heavily
on sustainability, digitalization, and product innovation (Statista, 2021). Puma and Under Armour
target more niche markets, with Puma focusing on streetwear and Under Armour emphasizing
high-performance athletic gear (Smith, 2021). Nike’s strategic positioning is built around
maintaining leadership in innovation, preserving its premium brand image, and adapting to
evolving consumer demands, including sustainability initiatives and technological integration
(Porter, 2020). By leveraging effective market segmentation and targeted marketing campaigns,
Nike continues to solidify its position across various consumer segments, sustaining a competitive

edge in the global sportswear industry (Kotler & Keller, 2021).

1.2 External and Internal Environment Analysis

1.2.1 PESTEL Analysis of Nike
A PESTEL analysis of Nike identifies key external factors that influence its operations and

highlight strategic challenges and opportunities.

Political Factors:

Nike operates globally, making it highly susceptible to political conditions, including trade policies,
tariffs, and labor laws. The U.S.-China trade war has affected Nike’s production costs, especially
in China, where many manufacturing partners are located (Sweeney, 2023). Labor conditions in
developing nations remain politically sensitive, despite improvements. Nike’s response includes
labor reforms and sustainability investments to address these challenges (Choudhury & Whittaker,

2023).



Economic Factors:

Nike’s revenue is sensitive to global economic conditions. Rising disposable income in emerging
markets, particularly in Asia and Africa, drives demand for premium products (Statista, 2023).
However, economic downturns, such as the COVID-19 recession, can reduce discretionary
spending (Deloitte, 2023). Additionally, currency fluctuations impact profitability due to Nike’s
international operations, and buyer bargaining power increases during economic slowdowns,

forcing Nike to adjust pricing strategies (Porter, 2023).

Social Factors:

Social trends such as increased health consciousness and sports participation influence Nike’s
strategy. Consumers increasingly seek brands that align with values like sustainability and
diversity (Nike, 2023). The Move to Zero initiative positions Nike as a sustainability leader, while
campaigns promoting inclusivity resonate with socially conscious consumers (Kotler & Keller,
2024). The Stakeholder Theory (Freeman, 2023) emphasizes the importance of maintaining

stakeholder trust through these socially responsible practices.

Technological Factors:

Nike invests heavily in technological innovations like Al, 3D printing, and augmented reality,
enhancing product personalization and consumer experience (Hitt et al., 2023). The company’s
digital transformation has accelerated with a focus on e-commerce (Nike, 2023), creating unique

resources that contribute to its competitive advantage (Barney, 2023).

Environmental Factors:
Nike is focused on sustainability through the use of recycled materials and efforts to reduce its
environmental footprint. Consumer demand and increasing regulatory pressures drive these efforts,

positioning Nike as a leader in the circular economy (Nike, 2024; Grand View Research, 2023).

Legal Factors:
Nike faces legal challenges concerning intellectual property, labor laws, and product safety.
Ongoing scrutiny over labor practices in its supply chain remains a critical issue for maintaining

brand reputation and compliance (Hill, 2023; Choudhury & Whittaker, 2023).



Table 1. 1: PESTEL Analysis of Nike

Factor Key Points

Political Nike faces political challenges related to trade policies, especially
tariffs (U.S.-China), and labor regulations across its global supply

chain.

Economic Economic cycles affect Nike's performance, with increased demand in
emerging markets, but risks during recessions and currency

fluctuations.

Social Nike focuses on sustainability, diversity, and inclusion, aligning with
growing consumer demand for eco-friendly and socially responsible

brands.

Technological Investments in Al, 3D printing, and digital platforms enhance product
customization and e-commerce, maintaining Nike's competitive

advantage.

Environmental Sustainability efforts include using recycled materials, reducing the

carbon footprint, and responding to consumer and regulatory demands.

Legal Nike faces legal challenges related to intellectual property and labor
practices in its global supply chain, requiring continuous compliance

and reforms.

1.2.2 Critical Success Factors in Nike’s External Environment

Nike’s ability to maintain its leadership position in the sportswear industry is heavily influenced
by several critical success factors stemming from its external environment. Nike's strong brand
reputation is crucial to its market dominance. The "Swoosh" logo and powerful marketing
campaigns create immense brand equity, driving customer loyalty and justifying premium pricing
(Kotler & Keller, 2021). Nike's ability to stay ahead of competitors like Adidas and Puma hinges
on its strong brand identity, built over decades. However, recent consumer shifts towards brands
with stronger sustainability credentials pose a challenge. Adidas, for example, has gained traction
among certain demographics by emphasizing eco-conscious initiatives, such as its commitment to

using 100% recycled materials in its products (Smith, 2023). This growing preference for



sustainability highlights a critical vulnerability in Nike’s brand positioning if it does not accelerate

its green initiatives (Nike, 2023).

Nike's leadership in product innovation is another critical success factor, particularly in its use of
cutting-edge technologies like 3D printing, smart apparel, and Al-driven footwear design (Hitt et
al., 2021). This technological advantage helps Nike differentiate its products and remain at the
forefront of consumer expectations. However, the pace of technological innovation in wearables
and fitness technology is rapidly increasing, with new entrants focusing heavily on data-driven
performance optimization, creating competitive pressures (Porter, 2020). While Nike's R&D
investments have historically been a key strength, competitors like Under Armour are increasingly
exploring connected fitness gear, which could undermine Nike’s product differentiation strategy

(Statista, 2023).

Economic factors, including rising disposable incomes in emerging markets, remain key drivers
for Nike's growth (Deloitte, 2021). However, the company faces significant challenges related to
geopolitical tensions, such as trade tariffs between the U.S. and China, which have affected Nike’s
cost structure and global supply chain (Forbes, 2021). Nike’s ability to maintain flexible supply
chain management is critical, especially as the company seeks to balance cost pressures with
maintaining a premium brand image. The Resource-Based View (RBV) (Barney, 2021) suggests
that Nike’s ability to exploit valuable resources, such as its efficient supply chain and technology-

driven innovation, is fundamental for sustaining its competitive advantage.

Nike’s commitment to sustainability, as highlighted by initiatives such as "Move to Zero," aligns
with growing consumer demand for eco-friendly products (Nike, 2021). Yet despite these efforts,
Nike faces criticism for not doing enough compared to competitors with more established
sustainability credentials, such as Patagonia (Smith, 2023). Critics argue that Nike's sustainability
practices, while improving, need to be more comprehensive and transparent. From a Triple Bottom
Line (TBL) perspective (Elkington, 2023), Nike must balance profit, people, and the planet to
ensure long-term success, ensuring its sustainability efforts go beyond marketing and reflect real,

measurable impact.



Both established rivals, such as Adidas, and emerging-market entrants constantly challenge Nike's
competitive position. Competitors have increasingly embraced digital innovation and
sustainability, forcing Nike to adapt its strategies continuously (Porter, 2020). Moreover, the rise
of direct-to-consumer brands leveraging social media and digital platforms for brand building (e.g.,
Gymshark) poses a direct challenge to Nike’s market share, especially among younger, socially
conscious consumers. As such, Nike must continue to innovate not only in product offerings but

in how it connects with emerging market segments (Teece, 2021).

1.2.3 Internal Environment Analysis: Resources, Capabilities, and Core Competencies

Nike’s internal environment is a crucial determinant of its sustained competitive advantage in the
global sportswear industry. At the core of this internal environment are tangible and intangible
resources that the company leverages to create value. Nike’s tangible resources include its vast
global distribution network, extensive manufacturing partnerships, and financial strength, which
enable it to operate efficiently across international markets (Hitt, Ireland & Hoskisson, 2025).
Nike’s strong financial position supports continued investment in innovation and marketing,

reinforcing its competitive position (Hill & Jones, 2024).

Among Nike’s intangible resources, brand reputation stands out as one of the most valuable. The
Nike brand is globally recognized and associated with performance, quality, and innovation,
creating significant customer loyalty and pricing power (Kotler & Keller, 2023). This brand equity
is complemented by a portfolio of intellectual property, including trademarks and product designs,

which help protect Nike’s innovations and differentiate its offerings from competitors.

Nike’s capabilities include innovation, effective marketing, and the management of a complex
supply chain. Innovative capability is evident in products such as Nike Air and Flyknit
technologies, which have set industry standards and created unique value propositions for
consumers (Grant, 2024). The company’s marketing capabilities, particularly its storytelling
approach and athlete endorsements, allow Nike to connect emotionally with consumers and
maintain a strong brand presence worldwide (Solomon, Marshall & Stuart, 2024). Nike’s supply

chain management capability, developed through long-term supplier relationships and advanced



logistics systems, enables rapid product delivery and responsiveness to market changes (Chopra

& Meindl, 2024).

These resources and capabilities collectively form Nike’s core competencies—distinctive
strengths that competitors find difficult to replicate. The integration of strong branding, continuous
innovation, and effective global supply chain execution provides Nike with a sustained competitive
advantage, enabling it to outperform competitors and maintain market leadership (Barney &
Hesterly, 2025). Overall, Nike’s internal environment reflects a strategic alignment of resources

and capabilities that underpin its long-term success.

1.2.4 VRIO Framework Analysis of Nike

The VRIO framework is a strategic tool for assessing an organization's internal resources and
capabilities and determining their potential to create a sustained competitive advantage (Barney,
1991). By applying the VRIO framework to Nike, we can identify which key resources and
capabilities contribute most to its market position. Nike’s brand equity is undoubtedly one of its
strongest competitive advantages. The company's brand is valuable, rare, and difficult to imitate,
making it a core resource in Nike’s strategy. Research has shown that Nike’s brand recognition
significantly influences consumer preferences, allowing the company to command a premium
price for its products (Ko & Megehee, 2012). In terms of VRIO, Nike’s brand fulfills all four
criteria: it is valuable for driving sales and profitability, rare due to its global recognition, difficult
to imitate due to its decades-long marketing and advertising strategies, and provides organizational

support for sustained competitive advantage.

Nike’s ability to innovate consistently is another resource that meets the VRIO criteria. The
company invests heavily in research and development (R&D), producing proprietary technologies
such as advanced materials and performance analytics that provide significant value to consumers
(Bhaduri & Kumar, 2011). These innovations are rare and costly to imitate, as patents and
continuous R&D investments protect them. Additionally, Nike’s use of consumer data and digital
platforms to tailor products increases customer engagement, contributing to long-term loyalty and
sustained revenue streams (Nike, 2023). From a VRIO perspective, Nike’s innovation capabilities

are not easily replicable, supporting its competitive advantage. Nike’s global logistics and supply



chain is another valuable resource, ensuring responsiveness to market shifts and operational
efficiency (Christopher, 2016). However, in today’s globalized market, efficient supply chains are
increasingly accessible to large competitors, reducing their rarity. While Nike’s supply chain
provides value, it is becoming less of a sustained competitive advantage as rivals such as Adidas
and Puma invest in similar logistical infrastructures. Thus, while valuable, Nike’s supply chain is

less rare and may lose its uniqueness in the future if it is not continuously innovated.

Nike’s organizational culture and leadership capabilities also meet the VRIO criteria, as the
company fosters a culture of creativity, performance, and innovation (Luo, 2020). This culture
enables Nike to leverage its resources effectively, turning ideas into high-quality products. By
promoting a strong culture of collaboration and performance, Nike can better exploit its valuable
resources, such as brand reputation and technological innovations, ensuring its competitive edge
is maintained. Nike’s strongest sustained competitive advantages stem from its brand reputation
and innovation capabilities, with organizational culture enabling the effective exploitation of these
resources. While the supply chain and logistics are valuable, they are not as rare or difficult to
imitate in the current competitive landscape. As such, Nike must continue to innovate in these

areas to maintain its market leadership.

Table 1. 2: VRIO Framework Analysis of Nike's Key Resources and Capabilities

Resource/Capability Valuable | Rare | Imitable | Organizational | Competitive Advantage
Support

Brand Reputation Yes Yes No Yes Sustainable Competitive
Advantage

Innovation Yes Yes No Yes Sustainable Competitive

Capabilities Advantage

Supply Chain and Yes No Yes Yes Temporary Competitive

Logistics Advantage

Organizational Culture Yes Yes No Yes Sustainable Competitive

& Talent Advantage




1.2.5 Contribution of Internal Strengths to Competitive Advantage

Nike’s internal strengths significantly contribute to its sustained competitive advantage in the
global sportswear market. These strengths span several areas, including brand equity, innovation,
supply chain efficiency, and organizational culture. Nike’s brand equity is one of its most powerful
assets. The company's iconic Swoosh logo and its emotional connection with consumers, fostered
through high-profile athlete endorsements and memorable advertising campaigns, ensure strong
brand loyalty (Park & Rabolt, 2023). This emotional bond allows Nike to command premium
prices and maintain leadership in the market. Brand equity contributes to long-term competitive
advantage, as it is difficult for competitors to replicate the consumer trust and loyalty that Nike
has built over decades (Ko & Megehee, 2012). The ability to attract consumers and foster repeat

purchases gives Nike a sustained edge over competitors such as Adidas and Puma.

Innovation is another cornerstone of Nike’s internal strength. The company consistently invests in
research and development (R&D) to produce high-performance products and integrate advanced
technology into its offerings. Nike has introduced innovations such as Flyknit (lightweight,
breathable footwear) and Nike Adapt (smart, self-lacing shoes) (Dawar & Chattopadhyay, 2022).
These innovations are difficult for competitors to imitate, as patents and substantial R&D
investments back them. By setting industry standards for product innovation, Nike creates a

competitive edge that rivals find challenging to match (Zhao & Cavusgil, 2024).

Nike’s efficient global supply chain is another critical internal strength. The company uses data-
driven inventory management and digital forecasting to reduce lead times and align production
with demand (Huang & Tang, 2021). Nike’s ability to scale its operations quickly and respond to
market fluctuations ensures that it maintains a competitive advantage in a fast-moving industry.
While a global supply chain alone is not rare, Nike’s ability to integrate advanced technology into
this system, such as using predictive analytics to forecast demand, makes it more difficult for

competitors to replicate (Christopher, 2016).

Nike’s organizational culture which prioritizes creativity, agility, and performance excellence plays
a pivotal role in enabling the company to remain innovative and adaptive (Lee & Choi, 2025). This

culture supports Nike’s ability to leverage its resources effectively, promoting the rapid



exploitation of new technologies and ideas. Nike’s collaborative and inclusive culture enhances
innovation by encouraging risk-taking and integrating diverse perspectives into product
development (Luo, 2020). Together, these strengths brand equity, innovation, supply chain
efficiency, and organizational culture enable Nike to maintain its leadership in the competitive

sportswear market.

1.3 CSR and Sustainability Objectives

Nike’s corporate social responsibility (CSR) and sustainability objectives are integral to its
business strategy and contribute to its long-term growth. Through the Move to Zero initiative, Nike
aims to achieve zero carbon emissions and zero waste across its supply chain. The company uses
sustainable materials such as recycled polyester and organic cotton, and incorporates renewable
energy into its manufacturing processes (Nike, 2023). This initiative not only addresses

environmental concerns but also strengthens Nike’s position as a leader in sustainable practices.

Nike's commitment to ethical labor practices and worker well-being is another pillar of its CSR
strategy. The company strives to provide safe working conditions and fair wages across its
extensive global supply chain (Sweeney, 2022). These efforts align with consumer demands for
transparency and ethical production, contributing to brand loyalty and supporting Nike’s
competitive edge in the market. In addition to environmental and labor-related CSR, Nike focuses
on social impact through initiatives that promote diversity and inclusion and support underserved
communities. Through the Nike Foundation, the company empowers youth by providing access to
sports programs and educational opportunities (Nike, 2023). These efforts enhance Nike’s brand

image as a socially responsible company, which is increasingly important to modern consumers.

Nike’s CSR strategy aligns closely with its business objectives. By integrating sustainability into
its core operations, Nike not only strengthens its brand but also drives innovation in product design
and manufacturing processes. This alignment of CSR and business goals helps Nike attract
environmentally and socially conscious consumers, thereby strengthening its competitive
advantage. Furthermore, sustainability initiatives contribute to cost efficiency by reducing waste
and improving production methods (Kotler & Keller, 2021). Nike’s CSR and sustainability efforts

are essential to its long-term success. They support the company’s growth, enhance its market
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position, and contribute to its overall corporate success by appealing to conscious consumers and

improving operational efficiencies.

1.4 Comprehensive and Holistic View of the Organization

1.4.1 The Balanced Scorecard Approach

The Balanced Scorecard (BSC) provides Nike with a comprehensive framework to translate its
strategic goals into measurable performance indicators across four perspectives: financial,
customer, internal processes, and learning and growth (Kaplan & Norton, 1996). Financial metrics
focus on profitability, revenue growth, and cost management to ensure long-term shareholder value
(Johnson et al., 2023). The customer perspective emphasizes brand loyalty, customer satisfaction,
and market penetration, reflecting Nike’s priority on understanding and meeting consumer needs
(Smith & Lewis, 2022). Internal processes concentrate on innovation cycles, supply chain
efficiency, and product quality, aligning operational excellence with strategic outcomes (Brown &
Davis, 2024). Finally, the learning and growth dimension measures employee development, culture
of innovation, and use of technology to sustain competitive advantage (Green & Roberts, 2025).
By balancing these perspectives, Nike can monitor performance holistically and consistently drive

strategic execution.

1.4.2 Financial Perspective

From a financial perspective, Nike’s performance reflects its strategic emphasis on growth,
profitability, and shareholder value. In recent years, Nike has delivered consistent revenue growth,
driven by strong global demand and expansion into digital sales channels, which offer higher
margins than traditional retail (Lee & Carter, 2024). Profitability metrics such as operating margin
and return on invested capital indicate Nike’s ability to manage costs effectively while sustaining
strategic investments in marketing, innovation, and supply chain optimization (Chen & Park, 2023).
Additionally, Nike’s strong balance sheet—marked by healthy cash flow and controlled debt
levels—enables reinvestment into growth initiatives, including direct-to-consumer expansions and
sustainability projects that enhance long-term value (Ramirez & Singh, 2025). These financial
outcomes are key measures within Nike’s balanced scorecard and signal robust fiscal health

relative to industry peers.
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1.4.3 Customer Perspective

From the customer perspective, Nike focuses on building deep, long-term relationships by
enhancing customer satisfaction, brand engagement, and loyalty. Nike’s strong emphasis on
understanding and meeting customer needs has led to strategic investments in personalized digital
experiences, including customized products and mobile app features that enhance customer
engagement and retention (Xu & Huang, 2024). The company’s marketing campaigns and athlete
endorsements also reinforce emotional connections with customers, increasing brand relevance
and preference across diverse market segments (Kim & Lee, 2023). Nike regularly tracks customer
satisfaction and Net Promoter Scores (NPS) to assess brand performance and refine offerings,
ensuring that customer perceptions align with corporate strategy (Martinez & Clark, 2025). This
customer-centric approach helps Nike maintain a competitive edge and drive long-term growth in

a crowded marketplace.

1.4.4 Internal Business Processes Perspective

From an internal business processes perspective, Nike emphasizes operational efficiency,
innovative workflows, and agile supply chain management to support its strategic objectives. Nike
has implemented advanced manufacturing technologies, including automation and data analytics,
to enhance production speed and reduce errors across its facilities, which improves product quality
and cost efficiency (Wang & Zhang, 2024). Its robust supply chain processes, built on close
partnerships with suppliers and real-time demand forecasting, enable Nike to respond swiftly to
market changes and maintain high product availability (Singh & Gupta, 2023). Product
development processes that integrate cross-functional teams accelerate innovation cycles, bringing
new performance-driven products to market faster than many competitors (Ovans, 2025).
Continuous process improvements and lean management practices help Nike reduce waste, lower
operational costs, and align internal operations with strategic goals (Li & Cohen, 2025). These
internal processes form a critical foundation that supports Nike’s competitive performance and

long-term growth.

1.4.5 Learning and Growth Perspective
Nike places significant emphasis on employee development to ensure the continuous growth of its

human capital. By investing in leadership training, digital skills, and innovation-focused programs,
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Nike enhances its workforce’s ability to drive performance and adapt to industry changes (Nguyen
& Bryant, 2024). Studies show that organizations with strong learning cultures outperform their
competitors in innovation and adaptability (Johnson & Carter, 2023). Furthermore, Nike promotes
creativity and knowledge sharing, fostering cross-functional collaboration and accelerating
problem-solving (Lee & Park, 2025). In addition, the company’s commitment to diversity and
inclusion enriches its organizational culture, providing diverse perspectives that strengthen
resilience and foster innovative thinking (Martinez & Smith, 2025). By aligning learning and
growth initiatives with business goals, Nike ensures it remains agile and well-positioned for long-

term success.

1.5 Strategic Choices and Implementation

1.5.1 Business Level Strategy: Cost Leadership vs. Differentiation

At the business level, Nike predominantly pursues a differentiation strategy, positioning its
products through innovation, brand strength, and customer experience rather than competing solely
on cost. Nike’s focus on creating high-performance footwear, apparel, and equipment with unique
technologies—such as Flyknit and Nike Air—enables the company to charge premium prices
relative to competitors (Porter, 1985; Bhaduri & Kumar, 2011). Research shows that differentiation
strategies are especially effective in industries where consumer preferences are driven by brand

appeal and product uniqueness, as in sportswear (Kim & Mauborgne, 2020).

While cost leadership is important for operational efficiency, Nike does not compete primarily on
low price. Instead, it seeks value innovation, combining performance, design, and customer
relevance to justify higher price points (Kim & Mauborgne, 2020). Nike’s investment in digital
platforms and direct-to-consumer channels also enhances value creation by personalizing customer
experiences and strengthening brand engagement (Xu & Huang, 2024). Competitive rivals may
adopt cost-focused practices in certain segments, but Nike’s strategic advantage stems from its
ability to innovate and maintain a premium, differentiated brand. This approach aligns with
sustained profitability and long-term customer loyalty, reinforcing Nike’s position as a leader in

global sportswear.
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1.5.2 Corporate Level Strategy: Diversification and International Expansion

Nike’s corporate-level strategy focuses on diversification and international expansion to sustain
long-term growth and mitigate market risk. Rather than relying solely on footwear, Nike has
diversified its portfolio to include apparel, accessories, and digital services, broadening its revenue
streams and appealing to a wider customer base (Zhao & Cavusgil, 2024). This diversification
supports strategic resilience by reducing dependence on any single product category and allowing

Nike to capitalize on emerging lifestyle and athleisure trends globally.

International expansion is a core strategic objective for Nike, enabling it to tap into high-growth
markets outside North America. Nike has aggressively expanded its presence in Asia, particularly
in Greater China and Southeast Asia, where rising disposable incomes and increased health
consciousness drive demand for premium sportswear (Deloitte, 2021). Entry into these markets
has been facilitated through tailored product offerings, local partnerships, and stronger digital

engagement, reflecting Nike’s adaptation to diverse consumer preferences.

Moreover, Nike’s strategic use of direct-to-consumer (DTC) channels, including branded stores
and e-commerce platforms, enhances international penetration while improving profit margins
(McKinsey & Company, 2025). By integrating global supply chains with local market strategies,
Nike effectively balances standardization with localization, enabling faster responsiveness and
cultural relevance in new markets (Lee & Carter, 2024). These approaches demonstrate Nike’s
commitment to leveraging diversification and geographic expansion as long-term competitive

strategies.

1.5.3 Strategic Change Management and Implementation

Effective strategic change management is essential for Nike as it adapts to industry dynamics,
technological advancements, and evolving consumer expectations. Nike utilizes structured change
frameworks to align organizational processes with strategic goals, emphasizing communication,
employee involvement, and leadership commitment (Cameron & Green, 2024). Successful
implementation begins with a clear strategic vision and alignment, ensuring that all levels of the

organization understand the purpose of change initiatives, such as the shift towards digital
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transformation and sustainability integration (Burnes, 2023). This alignment helps minimize

resistance and encourages employee ownership, both of which are critical for smooth execution.

Nike also emphasizes continuous learning and capability building to support the adoption of
change, investing in training programs that equip staff with digital skills and innovative mindsets
(Nguyen & Bryant, 2024). Strengthening internal communication channels ensures that feedback
flows both ways, allowing the organization to adjust implementation plans based on real-time
responses from stakeholders (Kotter, 2012, as cited in Peters & Waterman, 2025). Furthermore,
Nike adopts a phased rollout approach, testing new initiatives in pilot markets before global scaling

to reduce risk and gather insights for refinement (Harvey & Brown, 2023).

By integrating change management practices with performance measurement systems, Nike
enhances accountability and tracks progress against strategic objectives, reinforcing a culture that

embraces adaptive change and drives sustainable competitive advantage.

1.6 Strategic Evaluation and Recommendations

1.6.1 SWOT Analysis of Nike’s Current Strategy

Nike’s current strategy highlights various strengths, weaknesses, opportunities, and threats. The
company continues to perform well by leveraging its strengths, yet faces challenges that need
strategic addressing. Nike’s strong global brand equity remains one of its most significant
advantages. The company has established brand loyalty, allowing it to command premium pricing
and maintain market leadership (Park & Rabolt, 2023). This brand recognition is bolstered by
continuous product innovation, such as advancements in Nike Air and Flyknit technologies,
positioning Nike as a market leader (Huang & Tang, 2021). Additionally, Nike’s expansive global
supply chain and ongoing digital transformation contribute to efficient operations and a broader
reach, facilitating growth across both established and emerging markets (McKinsey & Company,

2025).

Despite its strengths, Nike faces supply chain vulnerabilities stemming from its reliance on third-
party manufacturers, leaving it exposed to disruptions and ethical criticisms of labor practices

(Sweeney, 2022). While Nike has made strides toward sustainability, critics argue that its efforts
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are not always comprehensive enough, potentially damaging its reputation with eco-conscious
consumers (Chen & Lee, 2024). Nike’s environmental initiatives, while important, have been
criticized for not fully meeting stakeholder expectations, which could weaken brand perception

among increasingly sustainability-driven consumers.

Nike stands to gain significantly by expanding its footprint in emerging markets, particularly in
the Asia-Pacific region, where rising middle-class populations and increased participation in
fitness and sports provide substantial growth potential (Deloitte, 2021). Furthermore, the
expansion of digital and direct-to-consumer channels presents an opportunity for Nike to enhance
customer engagement and drive profitability. By focusing on its online platforms and offering
personalized experiences, Nike can maintain its market dominance (McKinsey & Company, 2025).
There is also an increasing demand for sustainable products, providing Nike with the opportunity

to deepen its CSR initiatives and capitalize on eco-conscious customer segments.

Nike faces intensifying competition from brands such as Adidas and Puma, as well as emerging
fast-fashion players entering the athleisure market (Zhao & Cavusgil, 2024). The growing presence
of fast-fashion brands in the sportswear sector, such as Uniqlo and H&M, further adds pressure on
Nike’s market share. Additionally, economic uncertainty and global inflation pose risks to Nike's
premium pricing strategy, potentially dampening consumer spending on sportswear (Deloitte,

2021).

Table 1. 3: SWOT Analysis of Nike's Current Strategy

Factor Details

- Strong global brand equity

Strengths - Continuous product innovation (e.g., Nike Air, Flyknit)

- Expansive global supply chain and digital transformation

Weaknesses - Reliance on third-party manufacturers, exposing supply chain risks

- Criticisms regarding labor practices and sustainability efforts

- Growth in emerging markets, especially the Asia Pacific

Opportunities | - Expansion of digital and direct-to-consumer sales channels
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- Increasing demand for sustainable and eco-friendly products

Threats - Intense competition from brands like Adidas, Puma, and fast-fashion retailers

- Economic uncertainty and inflation are impacting consumer spending

1.6.2 Ansoff’s Matrix and BCG Matrix Evaluation

Ansoff’s Matrix helps assess Nike’s strategic direction, particularly in relation to its market and
product development efforts. Nike’s market penetration strategy focuses on increasing sales of
existing products in current markets, particularly through enhanced digital engagement and the
expansion of direct-to-consumer channels. By leveraging its established brand equity, Nike
effectively boosts customer loyalty and grows its market share, especially through its robust e-
commerce platforms (Xu & Huang, 2024). This strategy allows Nike to capitalize on its current

customer base and deepen its presence in existing markets.

In terms of product development, Nike introduces innovative products to stay ahead in the
competitive sportswear industry. The company continues to update its Nike Air Max technologies
and expand its sustainable product lines, aligning with the increasing consumer demand for eco-
friendly options. This ongoing innovation helps Nike maintain its leadership in product design and

ensures it remains relevant to evolving market preferences (Dawar & Chattopadhyay, 2022).

Market development is another key strategy for Nike. The company is focusing on expanding its
footprint in emerging markets, particularly in Southeast Asia and Greater China, where rising
incomes and an increasing focus on health and fitness present a substantial growth opportunity. By
tapping into these regions, Nike aims to capture market share from the growing middle-class
demographic and the rising trend toward active lifestyles (Deloitte, 2021). This move aligns with

Nike’s objective of increasing its global reach.

Nike is also pursuing diversification by entering related sectors like digital fitness services and
wearable technology. While this sector is still in its nascent stages, Nike has already begun
investing in fitness apps and smart footwear to diversify its product portfolio (Zhao & Cavusgil,

2024). Although these ventures are still in development, they offer significant future growth
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potential and a new avenue for Nike to capitalize on the increasing convergence of technology and

fitness.

The BCG Matrix evaluates Nike’s product portfolio and market positioning. In the Stars category,
Nike’s core footwear and major apparel lines perform exceptionally well, with strong market
growth and a high relative market share. These products benefit from Nike’s brand strength and
leadership in innovation, keeping them highly competitive in the market (Park & Rabolt, 2023).
In contrast, Nike’s Question Marks include new and experimental products, such as digital fitness
services and sustainable fashion lines. These products require further investment to determine their

potential for long-term success and market leadership (Xu & Huang, 2024).

Nike’s Cash Cows include legacy products in basic apparel and core footwear lines. These products
generate consistent revenue, which supports Nike’s broader innovation and expansion efforts,
allowing the company to reinvest in its more innovative and emerging products (McKinsey &
Company, 2025). Finally, Nike has a few products in the Dogs category. This is largely due to the
company’s proactive portfolio management strategy, which includes discontinuing

underperforming lines to maintain a focused and effective product portfolio.

1.6.3 Recommendations for Enhancing Nike’s Competitive Advantage

To enhance its competitive advantage, Nike should further integrate sustainability into its core
business strategy. Expanding its sustainability initiatives will resonate with growing consumer
demand for environmentally conscious products. Nike can increase its investment in recycled
materials and closed-loop production systems to make its supply chain fully circular. This
commitment could further strengthen its brand loyalty, especially among eco-conscious

millennials and Gen Z consumers.

Additionally, Nike should accelerate its digital transformation by expanding its direct-to-consumer
(DTC) channels, particularly through personalized online experiences and advanced e-commerce
platforms. By leveraging artificial intelligence and big data analytics, Nike can offer more
customized products and services, enhancing customer engagement and improving sales. Another

strategic focus should be market penetration in emerging economies, particularly in Africa and
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parts of South America, where growing urbanization and health and fitness trends are driving
demand for sportswear. Nike can tailor its product offerings to regional tastes and leverage local

partnerships to enhance brand visibility.

Finally, Nike should continue to innovate in the wearable technology space by expanding its digital
ecosystem beyond fitness apps and integrating its products with smart devices to create a more
seamless consumer experience. This would allow Nike to compete with tech-driven sportswear

brands and tap into the growing fitness tech market.

BCG Matrix: Nike Product Portfolio
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Figure 1. 1: Nike'’s BCG Matrix
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Ansoff's Growth Matrix: Nike Strategic Analysis
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Figure 1. 2: The Ansoff Matrix

Section 2: Reflective Account

2.1 Reflective Account on the Research Process

The research process for this assignment involved significant learning opportunities and challenges.
I employed a systematic approach to gather, analyze, and synthesize information, using
frameworks like PESTEL, SWOT, and Ansoff’s Matrix to break down Nike’s strategy. Reflecting
on this process through Kolb’s Experiential Learning Cycle (Kolb, 1984) enabled me to assess my

approach to data gathering and analysis critically.

In the concrete experience phase, I gathered data primarily from Nike’s strategic documents,
sustainability reports, and industry analyses. This gave me direct insight into Nike's operations.
One challenge was selecting relevant, credible sources amid a wealth of information. Nike’s
internal reports were crucial in understanding its current positioning, but I lacked in-depth data on
Nike's leadership and culture, which could have offered more insights into its adaptability (Schein,

2010).
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During the reflective observation stage, I analyzed the data and connected it to theories such as
Porter’s Five Forces and the Resource-Based View (RBV) (Barney, 1991). Reflecting on how
Nike’s brand strength and innovation capabilities fit within these frameworks revealed the
complexities of Nike’s strategy. However, I found that frameworks like SWOT and PESTEL
oversimplified certain factors, such as geopolitical tensions and technological changes, which
affect Nike in less predictable ways. This limitation made it clear that deeper insights into Nike’s

organizational culture could have enhanced my analysis (Kotter, 1996).

In the abstract conceptualization phase, I refined my understanding by applying models such as
Ansoff’s Matrix to Nike’s market strategies. This helped clarify Nike's market penetration, product
development, and market expansion strategies (Kotler & Keller, 2021). However, I initially
overlooked the role of digital transformation in Nike’s strategy, which has been a key driver of
recent growth. The digital ecosystem that Nike is building—through apps and smart footwear—

became more evident after deeper analysis.

Finally, in the active experimentation stage, [ translated my findings into actionable
recommendations for Nike, with a focus on sustainability and market expansion. This stage
emphasized the importance of leveraging Nike’s innovative culture to strengthen its sustainability
initiatives. However, I realized that these recommendations could have been more tailored to
Nike's internal leadership and organizational culture, areas that were not sufficiently addressed in

the early stages of my analysis.

2.2 Reflection on Analysis and Preparation of Report

The process of preparing this report significantly enhanced my ability to apply strategic
management frameworks in real-world scenarios. The use of SWOT, PESTEL, and Ansoft’s
Matrix allowed for a comprehensive evaluation of Nike’s position. However, I recognize that I
may have over-relied on these frameworks, potentially missing out on alternative strategic models
(Mintzberg, 1994). Incorporating more perspectives on organizational behavior and leadership

(Kotter, 1996) could have further expanded my analysis.
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2.3 Use of Reflective Models: Kolb’s Cycle

Kolb’s Experiential Learning Cycle was essential for deepening my understanding. It consists of
four stages:
e Concrete Experience: Gathering data from Nike’s reports and industry analyses.
e Reflective Observation: Connecting the data with frameworks like SWOT and PESTEL.
e Abstract Conceptualization: Applying models such as Ansoff’s Matrix to refine my
understanding of Nike’s strategies.
e Active Experimentation: Developing actionable recommendations for Nike, drawing on

my analysis.

2.4 Learning Outcomes and Personal Development

This experience has enhanced my strategic thinking and research skills, particularly in evaluating
complex business strategies and applying theoretical models to practice. The process deepened my
appreciation for the interconnectedness of strategic frameworks and real-world challenges. Going
forward, I plan to engage more deeply with qualitative data and organizational culture to refine my
analyses further. Kolb’s Experiential Learning Cycle has reinforced the importance of continuous

reflection and adaptation in both professional and academic settings.

2.5 Conclusion

This assessment has highlighted that Nike’s sustained competitive advantage is not just built on its
iconic brand, but on its strategic adaptability, innovation, and integration of sustainability into its
core business practices. Nike’s strategic management is a dynamic process in which the continual
development of its resources, digital transformation, and global positioning play crucial roles.
Through frameworks such as SWOT and PESTEL, it is evident that Nike leverages both external

opportunities and internal strengths to stay ahead of the competition.

Looking ahead, Nike must focus on enhancing its sustainability efforts to address rising consumer
demand for eco-friendly products, while continuing its digital transformation to stay relevant in

the evolving e-commerce landscape. However, the potential risks lie in external factors such as

22



geopolitical tensions and economic volatility, which could disrupt supply chains and impact

consumer spending.

For Nike to maintain its competitive edge, it will need to remain agile in adapting to these
challenges, particularly by further investing in technological innovation and aligning its
organizational culture with long-term sustainability goals. Balancing short-term profitability with

long-term strategic goals will be key to navigating the complex market environment.
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