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Task 3
Reflection
Nike’s development from its origins as Blue Ribbon Sports into a globally influential athletic brand demonstrates how strategic vision, innovation, and cultural resonance can shape a company’s identity across decades. Nike’s philosophy is rooted in the belief that “sport has the power to transform lives, communities, and cultures, and its products aim to enhance human performance while simultaneously inspiring personal ambition and emotional connection.” This dual focus functional excellence and emotional storytelling have shaped Nike’s evolution and continues to define its global relevance.
Reflection on Nike's development across stages 
Early stage: Founder Vision and Entrepreneurial Risk
Nike’s early development reflects a classic entrepreneurial narrative driven by Phil Knight and Bill Bowerman. Knight’s willingness to take personal financial risks, including relying on small loans and early support from Onitsuka Tiger, demonstrates a founder committed to long‑term vision rather than short‑term security. Bowerman’s experimental approach to product innovation famously using a waffle iron to create new sole designs established Nike’s culture of creativity and performance‑driven design (Childs & Jin, 2016).
This stage was characterised by resource scarcity, improvisation, and founder‑led decision‑making. The business plan highlights Nike’s early reliance on “long‑term athlete endorsements, iconic marketing campaigns, and a reputation for quality,” demonstrating how relational strategies became foundational to its competitive advantage. Research on sports innovation supports this, showing that early experimentation and close ties to athletic communities are critical for long‑term brand development (Kaushikkar et al., 2018).
Growth stage: Innovation, Branding and Cultural Positioning

As Nike expanded, innovation became systematic rather than experimental. Technologies such as Air, Flyknit, ZoomX, and Dri‑FIT transformed Nike from a footwear manufacturer into a performance‑technology leader. My business plan emphasises that these innovations “differentiate Nike’s products through measurable performance benefits,” reinforcing Nike’s reputation for technological advancement.
Branding became equally central to Nike’s identity. The Just Do It slogan evolved into a global symbol of empowerment, and Nike’s partnerships with athletes such as Michael Jordan, Serena Williams, and Cristiano Ronaldo strengthened its cultural influence. Recent scholarship highlights how Nike’s branding has shifted toward more inclusive and psychologically supportive messaging to align with contemporary consumer values (Ind, Eklund & Helmefalk, 2026). This evolution demonstrates Nike’s ability to maintain cultural relevance while adapting its brand voice to emerging social expectations.
Maturity stage: Digital Transformation and Cultural Adaptation
In recent years, Nike has embraced digital transformation through direct‑to‑consumer channels, personalised apps, and gamified fitness experiences. The uploaded document notes that gamification features within Nike Run Club significantly improve brand attitude and customer loyalty, a finding supported by empirical research showing that gamified fitness platforms strengthen emotional attachment and long‑term engagement (Sari et al., 2023).
Nike’s integration of virtual fashion through the RTFKT collaboration and its sustainability initiatives demonstrate a willingness to innovate beyond traditional product categories. Research on brand storytelling shows that Nike’s digital ecosystems create “immersive brand experiences” that strengthen emotional resonance and identity formation (Wang, 2025). This ability to merge physical products with digital engagement has allowed Nike to remain competitive in an increasingly digital marketplace.
Critical Reflection on the Founders
Phil Knight’s leadership was visionary, intuitive, and often unconventional. His long‑term focus on brand building rather than short‑term profit demonstrates a founder who understood the power of emotional connection. Bowerman’s commitment to performance innovation shaped Nike’s identity as a technology‑driven brand.
However, Nike’s early reliance on outsourced manufacturing created long‑term vulnerabilities. Labour controversies and supply chain risks illustrate how rapid growth without robust governance can undermine brand trust. This tension between innovation and ethical consistency is widely discussed in contemporary branding literature (Ind, Eklund & Helmefalk, 2026).
What I Would Do Similarly If Starting My Own Company 
I would emulate Nike’s purpose‑driven brand philosophy, which positions products as tools for personal transformation. Research shows that brands combining innovation with emotional storytelling achieve stronger consumer loyalty (Wang, 2025).
I would also invest in early innovation, mirroring Bowerman’s experimental approach. Nike’s success demonstrates that product innovation can become a long‑term competitive advantage.
Nike’s mastery of storytelling and athlete partnerships is another strategy I would adopt. These partnerships create authenticity and cultural relevance, which are essential for modern brand building.
Finally, I would integrate digital ecosystems early in the business model. Nike’s apps and gamification strategies demonstrate how digital engagement strengthens loyalty and community (Sari et al., 2023).
What I Would Do Differently
First, I would prioritise ethical manufacturing from the start. Nike’s labour controversies show the reputational risks of reactive ethics. A transparent, diversified supply chain would reduce vulnerability and strengthen brand trust.
Second, I would avoid over‑reliance on limited editions. Research shows that scarcity can drive demand but may also create frustration and exclusion (Wang, 2025).
Third, I would embed sustainability into the initial business model rather than adopting it later. Contemporary consumers increasingly expect environmental responsibility.
Finally, I would establish governance frameworks early to ensure ethical consistency during rapid growth an area where Nike initially struggled.
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