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Executive summary
In the report, the topic of discussion is the brand Nike and what the background of it is in general. It would also talk about the constant and additional changes that are taking part in the organisation. The mission and vision of the firm along with all the strategies that it has chosen to grow. The success factors of Nike have been discussed in this report. An analysis of the external environmental factors is provided using PESTLE. Internal factors have been discussed by using Porter's five forces. The factors and resources of Nike have been analysed by using the VRIO framework and Value chain model. The report has recommended Nike focus on its marketing strategies and innovation. 
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[bookmark: _Toc110848814]Introduction
The organisations should focus on adopting effective business strategy to achieve their aim and objectives. The assignment will be throwing light on the background and the business strategy of Nike. In the beginning, the discussion will be about the company and its background where every detail about the company will be discussed. Here the three major strategies including Strategic position, strategic choice and action planning will be discussed in detail. Nike’s plan of using these strategies and the points on which it understands the performance delivery and task delegation will be discussed too. Further, the benefits of the planning in the brand and the mission and vision the company runs on are going to be discussed. The PESTLE, SWOT, Porter’s Five Forces and Porter’s Generic of Nike are going to be applied here. 
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[bookmark: _Toc110848816]Nike’s company background
Nike is a well-known apparel brand that started on 25 January 1964, in Eugene, Oregon in the United States. The founders of Nike Bill Bowerman and Phil knight had named it Blue Ribbon Sports in the beginning but eventually, it turned into Nike. Moreover initially, the brand said ‘Just Do It’ but recently they have changed their tagline to ‘NEVER DONE PLAYING’ (Nike, 2022). Earlier in 2008’s January Nike launched the 23rd iteration of their Air Jordan Shoes specifically for basketball. This Air Jordan was named XX3 and like all the orders it was also sad to be lightweight and high-performance shoes. These were made up of recycled products from the disposed of shoes. In 2008 itself, the brand had become the world's leading brand for athletic apparel and pieces of equipment. It had 50,000 products styled across its three product lines including brands like Converse, Umbro, Cole Haan and Hurley. Nike sources all the footwear production from around 50 factories situated in China, Thailand, Vietnam and Indonesia and has 800,000 workers working for it in 52 countries. Nike Inc. earned $18.6 Billion in revenue out of with $16 came under and $2.6 under its affiliated brands (taken from the case study).  
[bookmark: _Toc110848817]Exploring strategy
Nike has always taken up production and sales into its strategy of being in the market and Air Jordan XX3 has been one of the highest performing strategies. The brand has occupied its position on top for many years in this industry. They have a great marketing plan and great strategies to run this global brand. 
Strategic Positioning:
Nike implements the exploring started model which is helpful in understanding the position of strategy, making the strategic choices for the near future and managing all the strategies. Strategic direction is the plan that requires to be put into action for an organisation to move towards its purpose, which is moving the world forward. They take actions protecting our planet, increasing awareness and accessibility to sports and building communities (Nike, 2022). The work environment at Nike is all about empowerment and respect, it is a place where people can show their real self and give the best in their work daily (Indeed, 2022). The work Culture of Nike is based on inclusivity and a review by the employees’ state that it is a flexible place to work with flexible working hours (Indeed, 2022). Nike’s Innovation mode calls for development of a sustainable and a better palette of production and designing options. The innovation in the product is scored depending on the material used, the solvents and the amount of waste produced (refer to the case study). 

Strategic Choices: 
Nike as a business sets up goals and targets for the company to achieve. Nike Inc, includes establishing the sequence according to those targets. The corporate responsibility of the company is no longer a task for staff. It is a function designed to improve the experience of customers and to design sustainable products. The corporate leaders are accountable for achieving the given tasks (Taken from the case scenario). Nike acquired around 1,000 retail stores globally in 2020 and employed more than 73,000 people (statista, 2020).  Internationally Nike is a huge brand that is appreciated everywhere and has taken over the apparel market for sportswear and other equipments.

Action Plan:
Nike’s production process had been handled by the teams called triads, which was comprised of a marketer, a designer and a developer. The learning tool for Nike’s product team includes ‘Change Agent’ where teams win points for coming up with new significant process ideas and footprint reducing products. Less rewards are awarded to the teams that adopt the ideas by different teams. The evaluation criteria of Nike products depends on the product brief that specifies what should the product earn (Refer to the pdf). Internationally the revenue collected by Nike fell by 1% to $12.2 Billion and increased by 3% on the basis of currency  neutral (Nike, 2022). 
[image: The exploring corporate strategy model [5] | Download Scientific Diagram]
Figure 1: Exploring Strategy
(Source: Mohammed Hassanien, 2017)

[bookmark: _Toc110848818]How these were deployed in the emergent strategies
With the help of strategic positioning, Nike makes new directions where it differentiates itself from the rest and makes new goals, missions and programs. Nike has a clear goal that has helped it and still helps in finding new strategies for positioning the marketers. Moreover, Nike makes effective decisions which ultimately helps in creating a useful framework and a perfect line for making difficult decisions (Indeed, 2021). With the help of Strategic planning, Nike stays proactive rather than reactive. The company has set up a set of directions, which helps it to grow in that particular direction easily. Nike has increased its operational efficiency according to which the production and sales operation of the company has gained heights since the time it started making it the top brand. All of these have given Nike the position that it holds today and has made the business durable. Nike uses the strategic planning to bring a better work culture and a good environment for the employees and for efficient working.  It believes expanding and brushing the capabilities of the employees. 
Strategic choices are that part of the process where Nike uses the characteristics of the business to expand the business whenever there is a chance to step forward from its competitors. The brand brings in innovations very frequently and the motivation behind it is the competition it creates among its employees and rewards them (Refer to case study). Nike brings its plans to action by processing the production and sales of the products in the most convenient way by organising practices and trainings for the employees. They also evaluate the skills of their employees on regular basis. The Actions is more fruitful as they believe in changing their products and the process to attract new and like minded customers and people. 
Nike can easily determine which work should be delegated to whom and how the goal should be achieved. This in return gives a clear objective to the company. For example, launching the new Air Jordan would bring together the designers, the crafters, the marketers and the sales (Refer to the case study) people for the selling of the product. This would make the sales process more convenient for the brand to launch the product and achieve its goal. In the end with all being done, with the action plan, Nike measures the success of the launch of any product. With the measure of being successful, they step into the first pool towards the larger ocean of achievements for the product or Nike (Johnson et al., 2020). 
[bookmark: _Toc110848819]Nike’s mission and vision objectives
“BRING INSPIRATION AND INNOVATION TO EVERY ATHLETE* IN THE WORLD *If you have a body, you are an athlete” The company aims to help the athletes in reaching their potential (Nike, 2022). The environment for athletes and encouraging people to participate in sports. On the other hand, the vision of the company has a picture of the target future condition of the business. Nike concentrates on the brand strength and the development of the brand and its growth in the global market. The company believes in applying the corporate statements as a guide that would help in the evolution of the business and lead to creating and strengthening the brand name and its image. This would eventually be effective in implementing the corporate mission and vision statement. Nike Inc.’s corporate vision is “to remain the most authentic, connected, and distinctive brand.” The business continues to ‘remain’ in the market, stay ‘authentic’, stay ‘connected’ to the customers and the employees and remain 'distinctive'. 
The company has managed to stay especially distinctive by providing its customers with the best apparel and footwear and sports pieces of equipment as well as to its customers (Panmore, 2022). The vision of the business as a leader in its domain has pushed the potential of the business to stand out and separate itself from the competitors like Puma and so on.
[bookmark: _Toc110848820]Success factors in Nike
Nike has succeeded in the sports apparel and footwear industry due to several factors:
· Marketing strategy
Nike has a smart and effective marketing strategy that focuses on the branding of the company. Advertising of the latest and most vibrant products is done across the social media platforms. The company's official Instagram page has over a 223million followers which is evident to the great online reach the firm has obtained (Instagram, 2022). As mentioned in the case scenario, key support functions like product engineers and innovators were used by Nike which helped in its sales. Digital marketing has paved the way for brand awareness of Nike which is one of the key factors for its success. 
· Quality products 
Product quality is the most celebrated factor of Nike. The organization produces high-quality at leisure wear to cover the apparel and footwear requirements for sports. Use of water-based adhesives increased since the development of Nike in the 1990s that causing quality and safety concerns in the past (Refer to case study). At present, customer reviews of Nike show that the firm not just provides quality products but also has a helpful staff (Facebook, 2022). The customer service is rated to be of high efficient quality and it is an add-on to the succeeding factors of the company's establishment. 
· Variety of products
Variation in the product range is a factor about Nike that makes the firm stand out from competitors. There is a huge collection of apparel and footwear for kids, men and women. Product ranges are visible on the official website of the company (Nike, 2022). Nike covers products for several sports related activities like, basketball, running, training, gym, skateboarding, golf, tennis and so on. As stated in the case study, the Nike brand is a subsidiary of Nike Inc which was organized with more than 30 product categories for designing, developing and marketing catered to niche consumers. A huge collection of variety products has helped Nike to beat competitors and stay level-headed. 
· Sustainability
Sustainable business operation is not just beneficial for the environment but also for the consumers. Nike is a member of the Sustainable Apparel Coalition (SAC) which works in partnership with NGOs and government to produce eco-friendly apparel and footwear (Nike, 2022). The company has worked with SAC since 2009 to carry out an approach to reduce carbon footprint in the environment. Sustainable business has created an environment-friendly image of Nike. It is useful as people who are conscious about the environment feel more drawn to purchase from Nike. Collaborations with other brands and sponsors have maximized the benefits of the company and expanded in its business growth.
· Emotional benefits
Nike is known for their integration of emotional aspects in their marketing practices. This has enabled the company to draw a connection with the target audience efficiently. For instance, whenever one thinks of sports the name "Nike" comes to mind. It is due to the emotional connection associated with the brand which is also a beneficial aspect of the firm. 
· Technological advancement
Technology is the most efficient tool that has elevated the performance quality of strategic management for Nike. Data and analytics, Machine learning and dynamic team collaboration are provided by Nike's technical team to offer a swift and quality efficient experience for the consumers (Nike, 2022). The application of advanced technology has created a user-friendly service in the Nike company that contributes to strategic management enhancement. A single mould system was used to allow CP with better technological performance at a lower cost and less impactful for the environment (Refer to case study). Technology is used to understand consumer choices which enable Nike to produce products that cater to the consumer needs. 
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External environment of Nike has been analysed by using PESTLE:
Political
The UK has a stable political condition which is reflected in the country's consistent political stability index till the current year being 0.47% (Theglobaleconomy, 2022). It implies that there is minimum government interference in the business operation of Nike. An opportunity is created for this firm to operate its business in the UK. In the past, Nike’s strategy of pursuing Global sourcing to produce lower costs was a financially rewarding step. However, it created significant public relations problem for the company at a political level(Refer to case study). In order for the firm to utilise the stable political condition of the UK older problems need to be avoided by ensuring that public image was not harmed at a global and national level. The corruption rate in the UK has decreased from a score 78 in 2021 to 72 in 2022 (Tradingeconomics, 2022). It means that the business can operate ethically and transparently. Increasing brand image and sustainability can be achieved by the firm in this country. 
Economic
Economic stability is low in the UK as the inflation rate is as high as 9.4% in 2022 (Tradingeconomics, 2022). A high inflation rate means high-cost expenditure to establish a business in this state. It will be a risk to operate in this country with the current economic state. As per the case study, Nike footwear and apparel sourced materials from nearly 700 factories which totalled an amount of 8000,000 workers. It was located in 52 countries which created a massive global supply chain for the firm. However, the GDP rate of the UK has also lowered from 7.44% in 2021 to 3.75% in 2022 (Statista, 2022). It means that economically the country is not entirely stable. However, Nike’s capital is adequate to sustain the business in the UK.
Social
Population growth is useful for Nike’s strategic management operation. The UK population has grown up to 67.95 million in 2022 (Statista, 2022). It means that a large amount of target consumers is available for the Nike and it is a positive aspect of their strategic management in the UK. Based on the case scenario, in earlier times, Nike faced issues regarding wages, forced overtime and arbitrary abuse. However, the management has recognized the issues behind the complaints of workers and ensured that the management complied with code of conduct. Income of consumers is essential for Nike’s sales to increase.

[image: ]
Figure 2: Per capita income in the UK
(Source: Statista, 2022)

Per capita income of the population in the UK is as high as 49,761,13 dollars (Statista, 2022). Advantage of such a high per capita income is that the people can afford to buy products beyond basic needs. Although, Nike's products are intended to meet athletic needs but it also provides an aesthetic sense to it.
Technological
Technological operation is highly advanced in the UK. Application of technology in the UK has increased its performance by 60% from 2020 to 2021 (Statista, 2022). Technical performance growth is evident in the country's technological advancement. It is a major benefit for Nike to utilise this advanced technology for enhanced strategic management. Advancement of technology is present in Nike that including machine learning and data analytics software that enhances the technological sector of the firm (Nike, 2022). R&D development is an essential aspect of a country's technical environment. In the UK an annual growth rate in R&D advancement is estimated to be 5.05% in 2022 (Statista, 2022). Growth in the R&D advances denotes the UK as a highly technologically advanced state. For the firm's expansion, it will be beneficial to use high quality technology for its services. 
Environmental
Environment is extremely important to operate efficiently in a country. The Environment Protection Act of 1990 needs to be abided by Nike in order to meet environmental standards set by this Act in the UK (Legislation, 2022). As per the given case, by 2000 Nike had launched a companywide training program centred around sustainable production. In the past, Nike had produced an amount of 1.36 million tons (MT) in FY06. This led to the beginning of the company’s current initiative in producing sustainable goods. It is necessary for Nike to continuously work towards delivering carbon-free products. The company’s carbon footprint was significant. The UK population reported 47% being fairly concerned about the welfare of the environment (Statista, 2022). It is a major need for Nike to ensure that sustainable operations are carried out. Legislative
Consumer rights are safeguarded by the Consumer Rights Act 2015 in the UK (Legislation, 2022). Abiding by this law can enable Nike to carry out strategic management smoothly in the state. This is because legal norms are important for businesses to abide by to avoid falling into any legal conflicts. Legal issues might harm the company’s public image and cause severe harm to the business operation. Nike has served a legally sound business in the past and it needs to continue to do so. As mentioned in the case study, in the past wage and overtime issues were experienced by workers in Nike. It created several problems for the management of the company to function efficiently. At the present, equal and supportive work culture is essentially maintained by Nike. The employee reviews of Nike show that the company provides proper salary and incentives to the staff (Glassdoor, 2022). Equality Act 2010 is the law for ensuring that equal treatment and opportunities are provided to employees in the UK (Legislation, 2022). Ensuring to maintain this law can make the organisation's management efficient. 
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Industry analysis has been done by using Porter's five forces.
Competitive rivalry
A large number of established competitors are available in the state. It means that switching costs for consumers are low. Nike faces intense competition and needs to reduce its price in order to mitigate this threat. The competitors of Nike are Puma, Adidas, Under Armour and so on (Statista, 2022). Competitive rivalry is majorly impactful for Nike to operate strategic management efficiently. However, the sustainable approach taken by Nike is one of its unique features that can be used along with cost reduction to combat competitors. Based on the analysis, the threat from existing rivals is high.
Threat from new entry 
The firm capital is evident as its brand value amounted for 33 billion US dollars in 2022 (Statista, 2022). In order to sustain this position, the organisation needs to continue reducing its price from competitors. It would be useful for Nike to apply a low pricing strategy as it would attract more customers and purchase rates can increase. Threat from new entry is (low) as the firm is an estimated brand and has adequate capital to sustain
Suppliers' bargaining power 
Nike is an established company with enough wealth to set up multiple suppliers. The number of suppliers available in the UK is sufficient. In the year 2020, the apparel market of the UK estimated 52 billion British pounds as revenue (Statista, 2022). It shows that the apparel market is steadily growing in the UK. Suppliers are multiple which reduces their bargaining power. Negotiation skills can be the only way suppliers can practice their bargaining power. Nike being a big brand can afford to connect with multiple suppliers for strategic operations. Power of suppliers in terms of bargaining is moderate for the firm.
Buyers' bargaining power
Several competitors make the switching cost low for buyers. Nike can experience a high threat from buyers' bargaining power. Consumers can easily shift their purchasing choices to competitor brands. Nike traded 113.87 US dollars in august, 2022 while facing competition from Adidas and other rival companies (Tradingeconomics, 2022). It is essential to produce unique and exclusive products to retain consumers and sustain business profitability. Although, the brand name Nike limits the bargaining power of buyers and it can range from moderate to high depending on the substitute market pricing. The bargaining power of buyers is moderate to high.
Threat from substitute products
Similar products are available in other similar companies. Switching cost for customers will be low due to the availability of substitute products at a lower price. In order to combat this threat Nike needs to reduce their price and produce exclusive innovative products. Adding innovation to products can be done by redesigning the apparel and footwear. Changing the materials can also provide exclusiveness to the products of Nike that would help to deal with substitute threats. Considering the number of established competitor firms in the UK the threat from substitute products is high.
[bookmark: _Toc110848824]Competitive advantage 
Porter’s Generic-
Different businesses opt for different strategies to grab a sustainable market position in this competitive environment (Bhattarai, 2018). Porter's Generic helps companies to select the best strategies for them to maintain uninterrupted growth in the competitive market environment. Therefore, some businesses opt for cost-saving strategies to offer decent services to the maximum number of customers. On the other hand, a few companies continue their business on niche products. Such companies like Nike try to deliver optimal customer experience to the customers and offer excellent comfort through their products. Nike can follow one generic strategy to maintain sustainability in the competitive market environment. 
Cost leadership strategy-
The cost leadership strategy allows a company to gain a competitive advantage over the competitors by increasing the profit level of the company (Chepchirchir et al., 2018). Therefore, the organisation can acquire a competitive advantage in two ways. The primary way is to increase the profit of the company by reducing the manufacturing and processing cost of the products. However, in this way, the company does not change the price amount and charges the customers the industry-average price. Another way to achieve a competitive advantage in cost leadership strategy is to reduce the price of the products while decreasing the manufacturing cost as well. This strategy can help the company to gain a massive market share while following the competitive price range. 
Differentiation strategy-
The differentiation strategy gets adopted by the organisations that even involves producing different products from the competitors to achieve a competitive advantage over the competitors (Msinga et al., 2018). In addition to it, different companies adapt to this strategy differently in the context of their industry and enhance the brand value of the organisation smoothly. The companies generally focus on functionality, durability, support, features and brand image while following the differentiation strategy. For that reason, an organisation like Nike that follows the differentiation strategy, invest a massive amount of resources in R&D to develop efficient and upgraded products or services efficiently. In other words, this strategy even focuses on offering high-quality services which are different from the competitors.    
Cost focus-
The cost focus strategy mainly focuses on the cost and it generally narrows the market of the companies as well. In addition to it, the cost-focus strategy even emphasises the cost-minimisation strategy within a focused market efficiently. However, this generic strategy minimizes the opportunities for the companies and provokes them mainly focus on the cost part of the products. In that scenario, the organisations generally overlook the quality part of the services. Additionally, the cost-focus strategy even ensures the companies offer their products in a focused market. 
Differentiation focus-
Differentiation focus allows the companies to implement a differentiation strategy in the product or services and allows the organisation to manufacture the unique product within the focused market. Although the differentiation focus strategy allows the companies to concentrate on differentiation, the companies only focus on a narrow market. Therefore, this focus strategy minimizes the scope for the organisation and prevents the organisations from approaching globally as well. 
Nike is a multinational company that offers footwear, apparel, accessories, equipment and services to customers across the globe. Therefore, the company generally focuses on a differentiation strategy to manufacture unique and quality products for the consumers. Moreover, the differentiation strategy is even helpful for the company as the organisation only manufactures niche products for the customers. Since the company follows sustainability while manufacturing the products and take care of the betterment of the environment while offering quality services, the brand image of the organisation increases rapidly. Since Nike has excelled in research, innovation and development, the company follows the differentiation strategy to fix the price of the products. As per the case study, Nike Considered is one of the most sustainable high-quality footwear available in the current market. In 2005, John Hoke and Parker Jones established the Considered Group to help Nike manufacture aesthetic, pleasing, efficiently-performing and green footwear to enhance sustainability in the current competitive market (refer to case study). 
Moreover, the objective of manufacturing this footwear is to help maintain the product life-cycle and decrease the environmental footprint simultaneously. Since the motto of reducing Nike Considered footwear is to reduce the carbon footprint and increase sustainability, the product stands out from the crowd and beat the competitors in the context of producing green products. Moreover, with the assistance of sustainability, Nike has even designed this green footwear highly performing and apt for sports purposes. Therefore, the leading athlete brand Nike follows a differentiation strategy while setting up the cost of such niche products and values the “green” part of the products massively (Richter, 2022). Although Nike focused on reducing carbon footprint and recycling while manufacturing the footwear, the products turned out highly-performing ones. Moreover, the sustainable strategy and manufacturing of products with sustainable materials help the company grow the sustainability of the services smoothly. Irrespective of the green-ness of the products, the footwear of Nike are extremely well-performing and quality products simultaneously. Therefore, the differentiation strategy even helps Nike beat competitors as only a few footwear manufacturers has implemented sustainability within the business operation.            
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VRIO Framework for Nike
	Factors
	Valuable 

	Rare

	Costly to imitate

	Organisation capable of exploiting

	Competitive advantage

	Brand image
	Yes
	Yes
	Yes
	Yes
	Above normal

	Product innovation
	Yes
	No
	Yes
	Yes
	Normal

	Fit technology
	Yes
	No
	No
	Yes
	Sustained

	Supply chain management 
	Yes
	No
	No
	Yes
	Sustained


Table 1: VRIO Framework for Nike
(Source: Created by the learner)
Valuable 
The brand image is one of the valuable factors of Nike. It gives the company a better impression and creates a strong connection with consumers. Most people tend to buy Nike products which make the brand more popular. Product innovation is highly valuable as it brings a production edge to the organization. Nike can enter markets and grow smoothly by using this valuable factor of innovation. Fit technology is a valuable factor for Nike. This is because it enables athletes to practice for a longer duration as the apparels absorb sweat ad provide comfort. 50,000 product styles across Nike's three product lines were launched in 2008 that including Converse, Cole Haan, Umbro and Harley brands (Refer to case study). Product innovation enabled Nike to become a leading brand in current times. Supply chain management is valuable for Nike as it manufactures its products in China and Vietnam that have cheap labour availability. 
Rare
Brand image is a rare factor as it cannot be found in other companies. The branding cost of Nike amounted to 3.11 billion US dollars in 2021(Statista, 2022). Nike is one of the leading brands of athletic wear which makes it rare and unique from rival companies. Product innovation is not rare as it is adopted by competitors’ companies like Adidas and Reebok. Fit technology is not rare as competitor firms have also introduced keep-it dry clothes like the fit technology. The factor of supply chain management is not rare for Nike as it is easily present in rival firms. 
Costly to imitate
Imitating the Nike brand can be extremely costly as it would entail excessive work and financial support. It is highly costly to imitate the product innovation factor of Nike. This is because the product innovation cost of Nike is hard to afford. It would require high investment to imitate this factor. Imitating the fit technology is easy as the material used is Polyester which is affordable and easily available. Supply chain management is easy to imitate as the cost is less and can be afforded. 
Organisation capable of exploiting
Nike has improved its brand image by studying consumer behaviour and understanding their choices. The brand image is exploited by building value and introducing new products to make the goods attractive for consumers. In order to exploit product innovation Nike maintains its partnership with athletes and teams that attracts more consumers for the company. It also provides a sustainable advantage to the company by innovating products efficiently. Fit technology is exploited by Nike by introducing this feature in countries where dry clothing is rare. This provides a wide range for production and market advantage to the company. There were 50 factories in China, Indonesia and Thailand in the past of Nike (Refer to case study). At present, supply chain management is exploited by improving the supply chain network and adjusting to new markets.

Value chain
[image: ]
Figure 3: Value chain model
(Source: Lasse Berntzen and Milena Yordanova Krumova, 2017)


Primary Activity
Inbound logistics
Quality and sustainability are the foundation of Nike. Nike has planned to incorporate responsibility-related global trends like water, health and energy conservation to increase worldwide awareness of climate change (Refer to case study). The firm has focused on environmental safety and pollution reduction which is why they prefer suppliers with similar approach. 
Operations
Operations involve the manufacturing, assembling, packaging and testing of the products. It also covers equipment repair manufacturing. Efficient manufacturing and services are included in the operations of Nike.
Outbound logistics
Storing and distribution form the outbound logistics functions of Nike. As per the case study, factories' expertise in managing the production process is efficient as it allows Nike to focus on the creation of products and marketing. Distributors of the company that enables the smooth operation in distributing the products. 
Marketing and sales 
Nike uses advertisement, branding, promotion and distinctive product features for marketing. The company's marketing has focused on consumer needs and establishing an emotional connection. Utilising channels like TV, radio, social media and newspaper is done by Nike for marketing practices. 
Service 
Pre-sales and after-sales are essential elements of Nike services. This helps in better customer service results and increases purchase rate. Customers sign up for membership in Nike and become loyal buyers due to efficient services. 
Supportive activity
Human resource management 
Manufacturing plants, distribution channels and retail outlets are handled by the efficient human resource team of Nike. As found in the case study, CR (Corporate relationship) has been recognized as one of the important HRM strategies for Nike. The company provides a healthy atmosphere that rewards employees and ensures that strategic management is carried out. HRM of Nike is efficient in ensuring that the company goals are met along with value and rewards given to the employees. 
[bookmark: _Toc110848827]SWOT Analysis
Strength-
Implement sustainability-
Nike is a member of the Sustainable Apparel Coalition (SAC) and it allows the enterprise to manufacture footwear from sustainable and eco-friendly materials to take care of the planet earth. Therefore, Nike has launched the Nike Considered, Space Hippie, Air Force 1, Air Max, Blazer, Free RN, SuperRep and Move to Zero. All these footwear models stand out from the crowd due to their sustainability (refer to case study). However, not a single sustainable footwear of Nike is compromised in aesthetics, look or quality. This sustainable footwear is not only made from recycled materials or space junk but also these shoes have helped the company lower the level of carbon emissions during the entire production process (Nike, 2022). Moreover, the objective of launching Move to Zero is to initiate the journey towards zero waste and zero carbon emissions. The company has even launched apparel that is made with at least 50% sustainable materials (Nike, 2022). Since there are only a few companies producing premium-quality sustainable apparel and footwear currently, the company can achieve a competitive advantage smoothly. 
Low production cost strategy-
Nike manufactures most of its products in China, Vietnam, Brazil, Indonesia, India, Argentina, Mexico and Italy (BBC News, 2021). Since the labour costs in these countries are too low, the company can follow a low-cost production strategy. 
Weakness-
Innovation over sustainability-
Nike follows a strategy of Innovation over Sustainability that can contradict its sustainable strategy (Bauck, 2019). Since the company prioritises innovation over anything else, implementing sustainability within the business strategy is contradicting the business objective. Nike’s innovation units even had to collaborate with other groups to develop sustainable products (refer to the case study). 
Focused market strategy-
Despite being a global business, 39% of its entire sales of Nike come from the US (Tighe, 2021). Therefore, this focused market strategy and over-dependence on the US market decrease the profit level of the company and ensure the failure of its diversification strategy. 
Opportunity-
Cutting out middleman strategy-
The customer-direct strategy of Nike can increase the sales of the company and lower the price of the product concurrently (Richter, 2021). With the gradual enhancement of the online shopping of the company, the customers can purchase quality and sustainable products direct from the company without visiting any of its stores. Thus, the price of the apparel gets lowered and the company can increase its revenue. 
Threats-
Rising competition-
Despite being the leading brand in the athlete industry, the rising competition can threaten the company severely. Although Nike has incorporated sustainability within its business operation, it is not enough. Moreover, Nike only invested 3.6 Billion Dollars in sports marketing and demand creation expense last year which can threaten the overall market position of Nike (investors.nike, 2020).


[bookmark: _Toc110848828]Conclusion
It can be concluded that Nike had several issues in its management and production in the past. As time progressed, the company improved its performance by up-scaling product quality. Variation in the products was also brought in by Nike which is a continuous innovation by the company. Nike has become one of the leading brands in the apparel and footwear industry particularly catering services for athletes. Collaboration with athletes and teams is one of the most important strategies of Nike that attracts more consumers. Sustainable business has been one of the key factors for the brand’s growth. Nike ensures that the products are eco-friendly and developed with low carbon footprints. Environmental factors are suitable for Nike to operate strategies management. The internal factors are of high quality like brand name, product innovation and supply chain management. Major rivals of Nike are mentioned in the report and combating strategy of cost reduction has been given. Nike has come a long way with its efficient customer service, employee satisfaction and high-quality products. An efficient HRM and inbound and outbound logistics are advantageous elements of Nike. It can be stated that the brand has established an emotional connection with its target consumers. Marketing and sales strategies of effective advertising have elevated the brand awareness and growth of the company. 
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Cost leadership strategy-
Nike is recommended to follow the cost leadership strategy for a few of their prototype products as the number of premium quality shoe sellers has increased massively. With the scenario of rising competition in the athlete industry, the company can sell sustainable yet prototype footwear and apparel at a lower cost to attract customers of lower income levels (Brett, 2018). 
More investment in marketing and technology-
Nike is suggested to focus on innovation, robust marketing strategy and AI to beat the competitors. The company can implement AR and VR within the marketing strategies to improve the customers experience of the quality and performance of the products even before purchasing (Wedel et al., 2020). Additionally, Nike can spend more resources to promote their products to attract more consumers as well. 
Invading new markets-
Nike is recommended to sell their products in India, China and Brazil, as a huge market for high-quality and sustainable athlete apparel and footwear is rising in these countries. Since Nike is massively dependent on the US market for most of its sales and revenue, expanding the business in the global market successfully will increase sales efficiently (Tighe, 2021).
Innovation through sustainability-
Nike is recommended to embrace innovation and sustainability within the business operation to maintain the entire trading efficiently. Since innovation is the key success factor of the business, the company needs to find a way to incorporate both innovation and sustainability to fulfil the changing demands of the customers (refer to the case study). 
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