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Strategic management is essential for a company to develop a competitive advantage and dominate the changing market (Barney & Hesterly, 2018). Strategic management deals with the development of the strategic vision, which defines the objectives, and the planning and implementation of strategies, to achieve the strategic goal of the organization. Focuses on identifying opportunities and threats, considering the strengths and weaknesses of the company, and developing strategies for its life, growth, and expansion.
This report aims to analyse the strategic decisions and actions of Nike, Inc. to get traction on sustainability and to apply relevant theories, models, methods, and strategies to the management of Nike’s business. The first part of the report will include information on the company’s history, financial situation, target market, marketing strategies, and employees. It will be highlighted the company’s vision and mission, its strategic objectives, and the elements of success. The theories of strategic management and Exploring strategies framework will be analysed in detail. In the second part, external factors that affect the business will be examined; Porter’s five forces model, Pestel and Swot analysis tools will be used to identify the strong and weak elements of the business, how to develop opportunities, and assess risks. The third part will focus on the analysis of internal business factors by applying the VRIO model,  Value chain model and Porter’s generic strategic to identify resources, capabilities, and elements of strength and weakness. The Ansoff matrix will help to understand the possibilities of growth of the company and of competitive advantage. Following the conclusions and recommendations achieve better results.
[bookmark: _Toc112833714][bookmark: _Toc113020603]Company Background
Nike, Inc. is an American multinational that operates in the apparel and sports industry. Its brand is probably one of the most recognizable worldwide and is the most influential company in the modern textile industry. Nike, Inc. designs markets and distributes sports footwear, apparel, equipment, and accessories for men, women, and children, as well as sports-related products. The company sells its products through its flagship stores, online stores, and independent distributors around the world (MarketLine, 2022). 
The company was founded in the United States by Bill Bowerman and Phil Knight, respectively coach and student. In 1966 the first Nike store was opened in Santa Monica, California, called Blue Ribbon Sports, originally importing Onitsuka shoes from Japan (Nike, Inc., 2022). The store achieved some success and in 1971 changed its name, Nike as the Greek goddess of victory. During the 80s, many factories and stores were opened in strategic cities: New York, Chicago, and London. In 1985, Nike partnered with the American NBA champion, Michael Jordan, and revolutionary basketball shoes ‘Air Jordan’ was the result of that collaboration. That was the beginning of a long-lasting partnership and famous athletes' involvement in the company's marketing strategies. In 1996, the Nike.com website was launched, focused on athletes who collaborate with Nike. The website was pioneering; it offered users the option to customize items and make online purchases (Jenkins, 1998). Since the 1990s, the business has only experienced success and rose to global market fame. Over the years, it has partnered with several tennis, hockey, and football players, constantly establishing itself as a revolutionary brand (Nike, Inc., 2022).  Today, Nike has 79,100 employees worldwide, with more than 700 stores in 45 countries. The company’s revenues are growing year by year, $46,710 million for the fiscal year ending May 2022, an increase of 4.9% from 2021. In the 2022 financial year, the company’s operating margin was 14.6%, compared to 15.5% in 2021. In the 2022 financial year, the company recorded a net margin of 12.9%, compared to a net margin of 12.9% in 2021 (MarketLine, 2022). Nike also experienced the effect of the pandemic crisis: in 2020 it recorded total revenue of 37,403 million dollars with net revenue of 2,534 million. But in 2022 the company recorded a record: of 46.710 million dollars with net revenue of 6.046 million (MarketLine, 2022). The company has a strong financial situation.
[bookmark: _Toc112833715][bookmark: _Toc113020604]Exploring Strategies
It’s difficult to provide a widely accepted definition of Strategic Management since scholars and practitioners cannot agree on a single concept. Strategic management could be defined as the capacity to understand and manage a company’s resources to achieve results. This involves planning a strategy and then applying it over time (prescriptive approach) (Lynch, 2018) . Recently, it has demonstrated how external events may impact and affect a company's circumstances and drive the adoption of new strategies changing the previous direction.  Some scholars suggest that strategic management should be considered as a dynamic element, ever-changing, including the ability to grab market opportunities, experiment and develop a competitive advantage over time (emergent approach) (Lynch, 2018). There are many real examples of companies that have changed their strategies with the market after experimenting with the wrong strategies or because the previous ones didn’t work.
EXPLORING STRATEGIES FRAMEWORK- An excellent tool to evaluate the strategies of a company is the Exploring Strategy Framework. This model consists of 3 elements: understanding the strategic location of an organization, evaluating strategic choices for the future, and managing strategy in action. 
Figure 1: Exploring Strategy Framework 
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Source: (Whittington, et al., 2020)

Observing the picture, the 3 elements are represented by interconnected circles, to emphasize that the positions, choices and actions are overlapping and interdependent. They cannot be considered separate units, and there is no priority element among them. The strategic position outlines the impact of the external environment on the strategy, resources and strategic capabilities of the organization, the objectives of the organization and its culture. The strategic choices indicate the strategic possibilities and strategic methods that the company could adopt for achieving the business’s goals. Management strategy in action is about the effective and practical way in which strategies are developed and applied  (Whittington, et al., 2020).
In order to make a strategic decision, three aspects must be taken into account: the strategic context, that is the environment, external and internal, in which the company operates; the strategic content, that is the strategic actions/directions the company can take; the strategic process, whereby how the strategy will be planned and put into action (Whittington, et al., 2020).





Figure 2: Three elements of Strategic decision
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Source: (Whittington, et al., 2020)
[bookmark: _Toc112833716][bookmark: _Toc113020605]Mission And Strategic Objectives of The Company
Mission: Nike’s mission is to inspire people and bring innovation into the lives of all athletes (meaning for athletes all those who practice sports) (Nike, Inc., 2022). Since its beginnings, the company has supported the sport and all those who wanted to achieve goals in the sport either at a competitive level, professional or leisure. The motto of Nike is ‘Just do it’, meaning that everyone can do it, better with the right goods (Nike’s shoes and clothing). According to CEO John Donahoe's letter, anticipating the corporate report for the year 2021, Nike's key objective is to break the rules and the barriers. Nike wants to change the world, redefining sport for the new generations (Nike, Inc., 2021).                                  The first objective for the company is to respect the environment. In 2020, the company has set targets to reduce the environmental impact to be achieved by 2025: a 70% reduction in greenhouse gas emissions in owned or operated facilities, by 100% renewable electricity; a 10% reduction in waste for each production, distribution, packaging unit; the reduction of 25% per kg of the use of fresh water in dyeing and finishing of fabrics. The company wants to carry on positive environmental changes, but the first change must occur within the company. In fact, an important part of the 2025 plan is inclusivity and diversity. The business focuses on the well-being of its employees, providing 4 new initiatives to support physical and mental health as well as free counselling sessions and financial advising: many annual benefits, offering several yearly perks, 100% equity pay across all the employee levels, and career-advancing training. The company aims to reach 50% of women within the company workforce and offer more career opportunities to women. Achieve 35% representation of ethnic minorities in the corporate workforce in the United States is another big goal that Nike aims to settle up by 2025. The company invested $125 million to support organizations that promote and support equal opportunities for minorities and $10 million to support universities and colleges attended by minorities. Nike, Inc. invested 25% of pre-tax income (in 2020 about 89.9 million dollars) in the local community for social improvement (Nike, Inc., 2021). 
[bookmark: _Toc112833717][bookmark: _Toc113020606]Nike’s Success Factors 
The sports industry had a decline in profitability in 2020 due to the pandemic and performed better than the apparel industry. The pandemic has had a significant impact on consumer behaviour as well as the worldwide market.  Nowadays, the listed below are considered success factors of the sports industry: athleisure, sustainability, digital fitness communities, e-commerce market, the supply chain (Becker, et al., 2021).
[bookmark: _Toc112833718][bookmark: _Toc113020607]Brand Awareness
Today the logo and the motto of Nike are one of the most recognizable in the world, often mentioned outside the context of marketing, and have contributed to Nike becoming one of the most well-known sportswear brands in the world. The fact that Nike intentionally never translates it into other languages also helped it become famous. The brand is the key element that identifies and allows it to be known and distinguished from competitors. The choice of the brand name turned out to be a success: the name of the Greek goddess of victory, only 4 letters and easy to remember with a nice sound. The famous logo Swoosh is a symbol that indicates movement and great visual impact and a remarkable choice of colours tending to simplicity: black and white. The motto “Just do it” is an imperative phrase, not a kind invitation to have an experience. This powerful sentence was a citation from the last words of a criminal, Gary Gilmore, which also helped create a myth (Minhong, 2020).
[bookmark: _Toc112833719][bookmark: _Toc113020608]Innovation
Nike's success has been largely attributed to its innovative products. Since the beginnings, the company has worked to provide athletes with comfortable, performance-improving sports footwear. The company's founder, Bowerman, was a very creative coach who experimented with the inventions on his shoes at home. The company's current mission is innovation (Minhong, 2020). A significant contribution to the innovation of Nike products has been given by Tinker Hatfield, a revolutionary sneakers designer, working for Nike since the 80s. Being a former athlete, he was able to offer the business both his creative talent and his skills as a sportsman. Hatfield is now working in the research and development department of Nike to provide an increasing number of high-performance shoes (Tinker Hatfield: footwear designer, 2016)
[bookmark: _Toc112833720][bookmark: _Toc113020609]Advertising
Nike’s innovative marketing has contributed to the company’s success. The choice was to create advertising campaigns that connect people emotionally and with positive vibes, to inspire consumers to try an experience with the certainty of being able to achieve results (Minhong, 2020). Nike has been able to quickly grasp the opportunities offered by social media and the e-commerce advent. Today Nike is the second leading brand on Instagram worldwide (Statista, 2021).
[bookmark: _Toc112833721][bookmark: _Toc113020610]Celebrity Endorsement
Like many famous brands of success, Nike has promoted celebrity endorsement. In the 80s, the company started a partnership with Michael Jordan, the famous basketball player, which led to the creation of a line of innovative shoes ‘Air Jordan’. Over the decades Nike has collaborated with many athletes and supported many sports: golf with Tiger Woods, tennis with McEnroe and recently Nadal, and the world of football with Ronaldo. The company has demonstrated real interest and passion for sport and innovation, and people have understood that (Minhong, 2020). 

[bookmark: _Toc112833722][bookmark: _Toc113020611]Critical Analysis of Nike’s External Environment 
[bookmark: _Toc112833723][bookmark: _Toc113020612]PESTEL Analysis
The Pestel analysis is a method for examining significant external forces that affect an organisation. Every business is affected by, the so-called, macroenvironment. That’s because a firm is not a closed system, but it is in connection with and is impacted by its external environment (Whittington, et al., 2020). However, some external elements that affect the firm are not fully controllable, so, it is essential to evaluate all the external factors that might affect a company before making any strategic decision.
Pestel analysis (see Tab. 1 in the appendix for complete Pestel in-depth analysis) shows that Nike has many opportunities for growth because of the strong US market in which it is primarily based, and thanks to the legislation that regulates one of the strongest countries in the world. New opportunities are represented by the international expansion towards new rising nations both in terms of labour and sales market, especially with the recent decline of the Chinese market. The research and development department is essential for a company that aims to offer innovative and performing sports products for professional athletes, so it must increasingly enhance information technology.
[bookmark: _Toc112833724][bookmark: _Toc113020613]Industry Analysis: Porter’s Five Forces
This model, developed by Michael Porter, helps in understanding the external environment, competitors, and potential risks by suppliers or customers, that a company can face. It determines the organization's strengths and weaknesses by analysing the external forces that impact the company (Doyle & Stern, 2006). These forces include competitors, existing and new entrants, customers and suppliers, the bargaining power of suppliers, the bargaining power of buyers and the threat of substitutes.
Figure 3: Porter’s five forces model
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SOURCE: (Visual-paradigm, 2018)
[bookmark: _Toc113020614]RIVALRY- The competition in the sports apparel market is strong, many companies offer a wide variety of products and many chains of shops like Decathlon offer good quality, and variety at competitive prices (MarketLine, 2021). The main competitors of Nike are Adidas, Puma, Reebok, Fila and New Balance. Nike continues to be a leader in its sector and holds more than 20% of the US market, thanks to the offer of high-performance and highly innovative products. Marketing strategies also enhance its reputation as a reliable and fashionable brand. Despite of the strong competition, Nike maintains its leading position in the market. The rivalry is low.
[bookmark: _Toc113020615]BARGAINING POWER OF BUYERS- The power of buyers is moderate. Although the market offers similar products, Nike holds its prominent place in the sports apparel market. Nike products are sold online, in the brand stores and also in large chains, so they are available everywhere. The company can keep the costs in a medium range of price thanks to massive production (MarketLine, 2021). But the crucial element is the brand reputation that Nike has built over the decades, which has ensured customer loyalty. Thanks to excellent customer service, consumers are satisfied with the post-purchase services.
[bookmark: _Toc113020616]BARGAINING POWER OF SUPPLIERS- Generally, the power of suppliers is moderate in the sports industry because there are many variables related to the cost of raw materials. For example, when the price of oil goes down, so does the price of products provided to industry (e.g., rubber is fundamental for producing shoes); if the price of oil goes up, so does the price cost by suppliers (MarketLine, 2021). But for Nike, the situation is different. It is a great well-known brand with which suppliers aspire to work and maintain long-term relationships; so rather than exercising their power as suppliers, they will try to make deals with Nike (Siegmann, 2008). So, the power of suppliers is low.
[bookmark: _Toc113020617]THREAT OF NEW ENTRANTS- The threat of new companies entering the sportswear market is moderate. Although it is quite easy to start a business in sportswear, with the possibility of growing locally and perhaps then nationally; it is not easy to compete with well-established companies such as Nike, which provide a wide variety of products. In recent decades there have been several acquisitions and mergers that have led to great results in the sports market, two examples are Direct sports acquiring Bob's Stores and Eastern Mountain Sports and JD sports acquiring Finish line (MarketLine, 2021). The market offers more opportunities for small independent companies, which develop niche products. So, the threat of new entrants is moderate.
[bookmark: _Toc113020618]THREAT OF SUBSTITUTES- A substitute product is a good that offers the same functions and features as an existing product. As far as sportswear is concerned, there are no significant substitutes. Sports-related goods can be substituted by other items including books, music, movies, computers, and video games because they are pastimes. Sportswear is hard to replace and if it is replaced with daily clothing and shoes is not sure that they could be performant (MarketLine, 2021). In the case of Nike, for decades, offers innovative products, always up with the development of new materials, technologies, new designs and forms that meet the needs of sport’s requirements, especially athletes (Chandra, 2017). Therefore, for Nike the threat of substitutes is low.

[bookmark: _Toc113020619]CRITICAL ANALYSIS OF NIKE INTERNAL ENVIRONMENT 
[bookmark: _Toc113020620]THE VALUE CHAIN ANALYSIS OF NIKE
The value chain analysis is a tool created by Michael Porter for internal company analysis. It helps companies to create a competitive advantage and increase value, either to the company and customers. It also helps to understand the strategic location of an organization and where resources and capabilities are placed, and what activities are valued by the company to achieve this goal (Whittington, et al., 2020). Porter categorized these activities as primary and secondary. Primary activities are inbound (the production, the supply of raw materials, the activities of logistics), the operations (the activities of materials’ working and production of the goods), outbound logistics (the distribution to customers),  marketing and sales (strategies of promotion and sale of products) and service (after-sales service) (Rugman & Collinson, 2012). The secondary activities are the firm’s infrastructure (all the management areas of business), Human resources (labour), technology (research and development), and procurement (supply of raw material and other components) (Rugman & Collinson, 2012).
Figure 4: Porter’s value chain model
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Source: (Lynch, 2018)
[bookmark: _Toc113020621]Primary activities
With regards to Inbound logistics, Nike produces its goods primarily from six different types of materials: cotton, rubber, EVA foam, polyester, rubber, and natural leather. The Asia-Pacific area is where the largest portion of raw resources are supplied from. Operations, Nike's primary business activities are the production of athletic items and sales. Nike has an efficient operational network, which has contributed to its success, 122 factories spread over 12 nations provide Nike with the materials for its sneakers. Independent contract manufacturers located in Vietnam, China and Indonesia produce the company's footwear items. The business sources clothing from 329 separate factories in 38 nations outside of the United States (MarketLine, 2021). In outbound logistics, Nike has a significant global international presence, needing sizable outbound logistics systems to deliver its goods to clients everywhere. The United States is the country where Nike's clients are primarily based. Seven distribution facilities in the United States and 74 centres abroad are used by Nike to distribute its products. Nike has successfully managed on-time shipments and deliveries to its retail outlets thanks to an effective distribution infrastructure (MarketLine, 2021). The COVID-19 epidemic disrupted Nike logistics, third-party manufacturing, and distribution, raising production and distribution costs into 2020. Marketing, Nike is using marketing as a key strategy to increase its brand value, spending about 10% of its yearly revenue on advertising and marketing. Nike supports several famous athletes and sports teams all over the world. Nike continues to utilise basketball players and football superstars in video advertising, which is broadcasted on television and shared on social media. The business has also benefited from social media and has built up a sizable number of followers across various channels (MarketLine, 2021). Service, Today, after-sales services are just as crucial as marketing, especially for retaining customers, so it’s a key element of the company’s value chain. A negative review posted on social media has more value than a favourable recommendation made to a friend because the negative opinion can be read by thousands of on-line users. As a result, Nike has improved its after-sales services by adding a website that provides fast customer assistance, the availability of helplines, and real-time chat with a business operator. The business also provides a return service, allowing customers to exchange or refund any products they are dissatisfied with within 60 days of their original purchase. Additionally, the consumer can customize several items to meet their preferences, including shoe colour and branding (MarketLine, 2021).
[bookmark: _Toc113020622]
KEY ELEMENTS OF NIKE’S SUPPLY CHAIN
Outsourcing and diversity- Nike relies entirely on independent suppliers, using 112 factories across 12 countries to produce its footwear and apparel. As a result, Nike does not depend on a single supplier, does not face the danger of running out of supplies, and so manages to maintain low-cost strategy. Certainly, the approach has benefits and also disadvantages: the company has difficulties in controlling the quality standards in the production process, despite of some valid tools such as Lean Management and Total Quality Management (TQM) (Ye, 2020). Since the 1970s, Nike has been accused of not monitoring the workforce in its Asian factories, where they exploited child labour, which led to low labour costs (MarketLine, 2021). In the 1990s, the company tried to solve the problem by creating the Fair Labor Association (FLA) 1999. The FLA is a synergy work between companies, colleges and universities, and civil society organizations dedicated to improving conditions for factory workers around the world. Today, Nike has renewed its procurement strategy and gives priority to suppliers who show corporate responsibility and sustainability. In 2005, Nike committed to transparency by publishing a complete list of factories in its supply chain (Ye, 2020). Nike did not solve the labour issue in its factories, in February 2020 an article in the Washington Post reported forced labour conditions in a Nike factory (MarketLine, 2021). The control of its factories all over the world is not easy, but Nike is committed to an ethical path of sustainability of work and respect for the environment that is starting to give results.  The three key organisational principles that Nike bases its supply chain on are outsourcing to save costs, diversity to reduce risk, and corporate social responsibility to control its influence on the society in which it operates (Ye, 2020).
[bookmark: _Toc112833725][bookmark: _Toc113020623]VRIO Framework
The VRIO strategic analysis is a tool to identify the company’s resources that can offer a competitive advantage. Resources and capabilities are analysed based on these criteria: value, rarity, imitability, capacity, and organization. In order for a business to select strategies that take competitive advantage or eliminate competitors’ threats, an organization's resources must be valuable. Rare. An organization’s resources must be rare or must not be available to competitors, otherwise, it does not produce a competitive advantage. Inimitable, the resource must be expensive to imitate so competitors cannot quickly duplicate it. At least, the company must have the organizational capacity to organize itself to exploit its precious, rare and inimitable resources (Lynch, 2018).

	RESOURCES AND CAPABILITIES
	VALUABLE
	RARE
	INIMITABLE
	ORGANIZED
	COMPETITIVE IMPLICATIONS
	FIRM PERFORMANCE

	BRAND VALUE
	YES
	YES
	YES
	YES
	Sustained competitive advantage
	Above average

	PRODUCT INNOVATION
	YES
	YES
	YES
	YES
	Sustained competitive advantage
	Above average

	ATHLETES PARTNERSHIPS
	YES
	YES
	NO
	YES
	Temporary competitive advantage
	Above average

	STRONG SUPPLY CHAIN CAPABILITY
	YES
	NO
	NO
	YES
	Sustained competitive advantage
	Above average

	EFFECTIVE MARKETING CAPABILITY
	YES
	NO
	YES
	YES
	Sustained competitive advantage
	Above average

	FINANCIAL RESOURCES
	YES
	NO
	NO
	YES
	Temporary competitive advantage
	Average 



Examining the resources of Nike and the competitive advantages, it can be highlighted that Nike brand is one of the most recognizable in the world, its brand image is rare and inimitable because of it was built over time. The brand is associated with the quality of its products, so when a consumer buys a product from Nike, he/she is aware of its high quality (Minhong, 2020). It would be costly and time-consuming for competitors to imitate that. This is a long-term competitive advantage for the company. The firm was founded to provide athletes with the appropriate equipment to achieve excellent sporting performance, thus the products have always been recognized as innovative (Nike, Inc., 2022). While competitors may produce innovative items, it would be difficult and expensive to copy Nike's designs. In fact, the company relies on a large amount of money (annual revenues) to develop its development and research department. Over the years, the company has focused on collaborating with famous athletes to create new products (e.g., basket player Michael Jordan) and develop its marketing strategies. The marketing mix implemented by Nike is unique and impactful, innovative. It is rare and hard to imitate, in 2022 Nike spent $3.11 billion on marketing activities (Statista, 2022). From the beginning, the company has focused on low-cost labour and low-cost production in order to maintain competitive final prices for customers. The supply chain is important, a unique value, even if it is not rare and easily imitated. Producing at low costs and quickly, leads the company also to a fast and capillary distribution (MarketLine, 2021). This is a long-term advantage that enables the company to thrive.
[bookmark: _Toc113020624]SWOT ANALYSIS
A useful tool to analyse a company’s strengths and weaknesses is the SWOT analysis. Analysing the strengths and weaknesses of the resources and capabilities, opportunities and threats, this tool allows to assess the strategic options suitable for the company and evaluate future action decisions. The purpose is to identify the level to which strengths and weaknesses are relevant or able to cope with changes in the business environment (Whittington, et al., 2020).
Below the SWOT analysis of Nike, Inc.
	STRENGHTS
	WEAKNESSES

	· Strong brand value
· Large customer base
· Innovative products
· Celebrity endorsement/ partnerships
· Worldwide supply chain
· Strong store network
· High market share
	· Financial threats: increasing liability
· US market dependence
· Poor working conditions in the factories of Asia
· Lawsuits worldwide

	OPPORTUNITIES
	THREATS

	· Global e-commerce
· Diversification of products
· Ethical manufacturers
· Sustainability practises
· Emerging markets

	· Increasing competition
· Counterfeit good market
· Foreign exchange risks
· Trade tension (US vs China)
· Economic uncertainty



[bookmark: _Toc113020625]PORTER’S GENERIC STRATEGIES
A company that develops its business strategy must first identify the competitive advantage on which it intends to base its strategy to face the market and competitors. According to Porter, The competitive advantage can be achieved in 3 different strategies: offering a low cost product (Cost-leadership), offering an exclusive product that differs significantly for price and quality ( Differentiation), and offer a product created for a niche, a market segment previously studied (Focus strategy) (Johnson, et al., 2011).
Figure 5: Porter’s generic strategies model
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Source: (Johnson, et al., 2011).

Nike has combined two strategies to become leader in its industry: differentiation, and cost-leadership. Nike focused on providing a unique, innovative product investing significatively in the development and research department. Some of Nike’s core technologies and innovations include the self-lacing shoe, i-pod pace and remote tracking technology, and the technology in which airbags replace foam. It has also diversified its product offering a wide range of clothing and sports equipment for golf, football, baseball, basketball, cycling, cricket, ice hockey, racing cars, track and field, tennis, surfing.  
The second strategy is cost Leadership, offering a product at competitive prices. This has been possible thanks to the economy of scale: big production of goods reducing the final cost of the single unit and final discounts. In addition, Nike has always produced in Asian countries with low-cost labour and effectively manages the chain of suppliers.
[bookmark: _Toc113020626]ANSOFF MATRIX
To better assess Growth possibilities and strategies of Nike, the Ansoff Matrix is a good method. The Ansoff matrix was developed by Igor Ansoff in 1957. It is a marketing and strategic analysis tool that focuses on identifying a company’s growth opportunities, for this reason the first step is to link products and markets, categorizing them into existing and new ones (Robson, et al., 2013).
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Source: (Bullock, et al., 2019)
[bookmark: _Toc113020627]Market penetration- Nike promotes existing products in existing markets by focusing on marketing, which is an element of success for the company. Every year Nike spends more than 3 billion dollars to sponsor its products through press, social media, tv ads. The Nike logo is present in major global sporting events, thanks to the collaboration with international organizations (Davis, 2005). Nike operate discounts and offers on existing products and promote new products offering chance to try for free.
[bookmark: _Toc113020628]Market development- It has already been written that the supply chain of Nike is very productive as well as the very capillary distribution. Thanks to the low-cost production and the hundreds of supplies working for Nike, it can expand into new markets by focusing on the low cost of its products and fast delivery times. Countries like China, India and Brazil have great potential for market development (Barnes, 2011).
[bookmark: _Toc113020629]Product development- Nike has always aimed at the innovation of its products. In fact, the research and development department is strong and highly supported. Many creative and brilliant designers work for the company, such as the shoe designer Tinker Hatfield. Thanks to them Nike can offer avant-garde products and continue to dominate the global market as a leading brand.  Nike’s research and development department focus on improving shoe performance, for example in 2019, it debuted the Nike Adapt BB, a futuristic model of shoes that combines an advanced power-lacing system and an app to customize comfort (Newcomb, 2019).
[bookmark: _Toc113020630]Diversification- Diversification has never been a strategy of development and growth for Nike. Nike has implemented this intensive strategy in its early years, as when it introduced apparel and sports equipment to the sole production of sneakers. In the future, Nike could diversify by supporting new businesses that provide materials for product innovation in the field of sneakers, clothing and equipment (Gregory, 2017). A strategic goal could be entering the electronic world and creating apps for sports, after having assessed all the risks.
[bookmark: _Toc113020631]NIKE GREEN STRATEGY AND CSR
In recent decades, Nike has been accused of being responsible for environmental pollution. In China, where the company’s major industries are located it seems that there are many environmental violations including the waste of water from textile printing processes, that pollutes the natural waters of the nation (Montrella, 2012). Other accusations concern the methods of supplying raw materials such as plastic which Nike commits to suppliers.  Nike has drawn up a plan to reduce the impact on the environment to be developed in 5 years, 2021-2025, which aims to make the production and delivery of its products to be eco-sustainable. This plan involves the supply chain. Below is the plan in more detail.
CARBON Absolute 70% reduction in greenhouse gas (GHG) emissions in plants owned or operated through 100% renewable electricity. 0% change in emissions in manufacturing and transport. 0.5M metric tons of emission reduction through 50% environmental preferred materials (Nike, Inc., 2021). Through the Supplier Climate Action Program, Nike guarantees that its manufacturers and suppliers agree to achieve its 2025 carbon neutrality objective. According to the company statement 100% renewable energy is used by 100% of its North American factories, as well as 48% of its worldwide operations (Dean, 2021).
WASTE- Waste reduction of 10% per unit in production, distribution centres (DC) and headquarters (HQ).  00% waste diverted; 80% recycled in production, packaging, DCC and HQ.  10x waste finished products (FPW) reconditioned, recycled, or donated (Nike, Inc., 2021). In 2021, 99.7% of NIKE’s production waste from Tier 1 shoe suppliers was diverted from landfills through increased recycling and the maintenance of sufficient energy recovery capacity for non-recycled waste.
Our EMEA distribution centre has closed the cycle of being 100% plastic free for all digital and B2B packaging deliveries (Nike, Inc, 2019). Nike is using reusable and recyclable items as well as more eco-friendly components in their product lines to minimise waste. The percentage of sustainable materials, used in their apparel lines, increased from 41% to 59% in 2020. Regarding footwear, the firm is concentrating on environmentally friendly materials like Flyleather, which is comprised of at least 50% recovered leather waste. Over 4 billion plastic bottles have already been converted into textiles like polyester and others that are utilised in their goods. Additionally, Nike is experimenting with different packaging options (Dean, 2021).
WATER- 25% reduction in freshwater consumption per kg of textile dye and finishing. 13B litres water restored in extended cotton supply chain.
 CHEMISTRY= Adopt clean chemical alternatives for our priority 10 chemistries through our supply chain (Nike, Inc, 2019).

[bookmark: _Toc113020632]CONCLUSION
This report demonstrated the relevance of evaluating different elements, both external and internal, before moving forward with strategic decisions and implementing growth strategies for the company. First, the report has considered the vision and strategic objectives of the company and the success factors. Second, by applying some tools and models: Pestel analysis, Porte’s five forces, VRIO analysis, Value chain model, SWOT analysis, have been highlighted the elements of strength and weakness, the opportunities, and threats, both external and internal to the company.
[bookmark: _Toc113020633]RECOMMENDATIONS
Below some recommendations to Nike, Inc. to improve its strategic decisions, business strategies and to better get sustainable actions:
· Despite the implementation of several new environmental policies to decrease environmental waste, Nike's carbon footprint is unchanged from 2015. The company should research new materials for its product in order of minimising the impact on the environment.
· Nike has to quickly implement Sustainability because this issue could impact its brand value, and profits, as well as the workforce, who chooses to work for an organisation whose beliefs and values they share.
· Nike has recently adopted various policies to solve problems with the violation of human rights of workers, especially with regards to labour policies overseas, but not yet recording good results.   1. Nike could increase the minimum age of footwear factory workers. 
 2. Expand education programs for workers in all Nike footwear factories.                                  
3. Increase support of its current micro-business loan program in Vietnam, Indonesia, Pakistan, and Thailand.
· Nike is one of the most recognizable brands in the world and has an inestimable brand value. In order to reduce the risk of competition, the corporation might utilise this strength to diversify its products and enter new marketing areas.
· Nike has not clearly published its strategic business objectives; Stakeholders should be aware of company’s business objectives to better understand the purposes of the company and its direction.
· Nike might keep the focus on efficiency and innovation to increase future profits. Its quick and more effective supply chain may help to further increase its financial prospects and draw more investors to acquire its shares.
· The competitive advantages of Nike are strong price leadership, innovation, customer services, a good supply chain, so it is indispensable to control the protocols of supply chain.
· Nike is one of the most counterfeit brands in the world and the United States, its major market, is the country with the greatest spread. Nike has to consider more incisive strategy to solve the issue.







[bookmark: _Toc113020634]APPENDIX
[bookmark: _Toc113020635]TAB.1 PESTEL ANALYSIS
	UNITED STATES OF AMERICA

	
POSITIVE
	
NEGATIVE

	
	· Democratic system with fair and transparent electoral processes and progressive policies (MarketLine, 2022).
· A powerful and reliable government. Since Nike is established in the United States, a stable government supports business expansion.
· The government features low-interest rates and well-arranged international tax agreements, advantageous conditions for Nike company (MarketLine, 2022).

	· Tension between the US and Iran represents risks to the world’s economic and political climate. International trade and world peace might be threatened by this tension. This situation can constantly complicate customs-related procedures or restrict imports and exports.
· Unfavourable relations with Russia after the Ukraine-Russia conflict (MarketLine, 2022). So, difficulties in supplying some raw materials from countries involved in the conflict


	E
C
O
N
O
M
I
C
A
L
	· Nike is based in one of the world's largest, most prosperous, most strong economies.
· Despite the post-Covid recession, the economy in the U.S. is growing. In December 2021, retail trade growth increased by 7.9%, an indication of strong consumer demand. Online sales of Nike rose during the pandemic (Thomas, 2020),
	· The inflation rate reached 7,1 in December 2021, the highest level in the previous four decades.
· Nike should deal with the effects of High public debt and High corporate debt (MarketLine, 2022).
· For a long time, Nike has produced its goods in the eastern industries with low labour costs, but today, also given the decline of the Chinese economy, must look for other low-cost production and look for new markets to expand (Rowland, 2017).

	S
O
C
I
A
L

	· The high standards and growing quality of life in the U.S. offer Nike the opportunity to improve sales given the increasing number of people practising sports (MarketLine, 2022). 
· Excellent reputation of the brand considered one of the best in the world (Rowland, 2017).
· Focusing on product safety, the company has the chance to create safer products and use marketing campaigns that highlight the security of its athletic footwear, clothing, and accessories.
· Crucial importance of free time activities, Nike can employ new product development strategies to satisfy the demands of products for free time (Rowland, 2017).
	· Significant social and economic inequality.
· Nike has been under intense criticism for its dubious production systems. They receive strong criticism for their production methods on social media.
· Ageing population in the U.S. and related issues  (Smith , 2015).

	T
E
C
H
N
O
L
O
G
I
C
A
L
	· The U.S is a global leader in science, innovation and technologies (MarketLine, 2022), Nike can introduce innovations in a variety of fields, including manufacturing processes and customer services, to maximise profits and reduce costs and risks.
· The US is the hub of mobile technology development and social media app development, Nike increases marketing and visibility by properly utilising these tools (Rowland, 2017). Online sales are an essential source of profit for the company.

	· The competitiveness between rising nations in technology.
· Besides Nike, the quick technological obsolescence is also putting pressure on the company to increase its product development efforts (Tojeiro-Rivero, 2022).

	L
E
G
A
L
	· A solid legislative structure to preserve intellectual property rights that protect the company's ideas
· An effective legal and judicial system (MarketLine, 2022).
	· Nike periodically faces legal consequences as a result of its unethical marketing techniques, which include offering fake discounts, with percussion on the brand reputation (Cozens, 2003).
· Like several large companies, Nike has also avoided paying substantial amounts of taxes in recent years.

	E
N
V
I
R
O
N
M
E
N
T
	· Strong environmental measures and a policy framework: Nike has the chance to recover its reputation as an eco-sustainable company. Recently, the company has been trying to produce low-impact, environmentally friendly goods and has made economic efforts to reduce the effects of climate change (Nike, Inc, 2019).
	· Today, several Nike factories directly damage the environment, releasing a significant amount of air pollution and even contaminating rivers with chemicals used in the manufacturing process.
 Nike has committed to reducing its environmental waste by changing its current manufacturing practices.
 This can enhance the company’s reputation and attract new customers' attention
· General national difficulties in waste management, especially plastic waste in the oceans (MarketLine, 2022).
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