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[bookmark: _Toc236931526]SECTION 1
[bookmark: _Toc236931527]1. Organisational Context and Overview
[bookmark: _Toc236931528]1.1 Introduction to Nike Inc.
Nike, Inc. is one of the world's leading multinational sportswear companies, founded in 1964 by Phil Knight and Bill Bowerman as Blue Ribbon Sports before adopting the Nike name in 1971 (Nike, 2026). Headquartered in Beaverton, Oregon, United States, the company operates in more than 170 countries, offering athletic footwear, apparel, equipment, and accessories. Nike has established a strong presence in the United Kingdom through company-owned retail stores, e-commerce platforms, mobile applications, and strategic partnerships with retailers such as JD Sports. This report specifically evaluates Nike's strategic position within the UK sportswear market, where the company continues to maintain a significant competitive advantage.
[bookmark: _Toc236931529]1.2 Mission, Vision and Core Values
Nike's mission is "to bring inspiration and innovation to every athlete in the world," while its vision focuses on creating a future driven by innovation, sustainability, and sporting excellence. The organisation's core values include innovation, customer focus, diversity, inclusion, performance, and environmental responsibility. Within the UK market, these values are demonstrated through advanced product technologies, personalised digital experiences, sustainable manufacturing initiatives, and community programmes that encourage healthier and more active lifestyles.
[bookmark: _Toc236931530]1.3 Business Model
Nike operates a diversified business model that combines wholesale distribution with an expanding Direct-to-Consumer (DTC) strategy (Guimaraes, 2026). Revenue is generated through authorised retail partners, company-owned Nike stores, its official website, the Nike App, SNKRS platform, and membership programmes that enhance customer engagement and brand loyalty. The company also leverages digital technologies and consumer data to deliver personalised shopping experiences and strengthen long-term customer relationships. As illustrated in Figure 1, Nike's global revenue has increased significantly over the past two decades, reaching approximately US$46.40 billion in 2026, demonstrating the effectiveness of its innovation-led and customer-centric business model (Rocco, 2026). However, the company continues to face challenges from premium pricing, supply chain disruptions, and intense competition within the global sportswear industry.
[image: ]
[bookmark: _Toc236931345]Figure 1: Nike Global Revenue Trend
(Source: Rocco, 2026)
[bookmark: _Toc236931531]1.4 UK Sportswear Industry Overview
The UK sportswear industry continues to expand due to increasing health consciousness, rising participation in fitness activities, and the growing popularity of athleisure fashion. Consumers increasingly prefer premium-quality, technologically advanced, and sustainable sportswear products, while digital retailing has transformed purchasing behaviour (Bhatnagar, 2026). These market developments provide significant growth opportunities for Nike, particularly through innovation, sustainability initiatives, and its strong omnichannel retail strategy within the competitive UK market.
[bookmark: _Toc236931532]1.5 Competitors and Market Position
Nike competes with leading brands including Adidas, Puma, Under Armour, JD Sports, and Lululemon in the UK sportswear market. Despite intense competition, Nike maintains a leading market position through continuous product innovation, premium brand positioning, extensive marketing campaigns, celebrity endorsements, and advanced digital capabilities. These competitive strengths enable the company to sustain high customer loyalty and reinforce its long-term market leadership in the United Kingdom.
[bookmark: _Toc236931533]2. External and Internal Analysis
[bookmark: _Toc236931534]2.1 External Environment Analysis (PESTEL Analysis)
[bookmark: _Toc236931535]2.1.1 Political Factors
The political environment significantly influences Nike's operations within the United Kingdom. Following Brexit, changes in customs procedures, import regulations, and trade agreements have increased operational complexity for multinational businesses. Nike relies on a global supply chain, and additional customs checks and documentation may increase transportation costs and delivery times. UK employment legislation regarding workers' rights, minimum wages, and workplace safety requires continuous compliance (Mustchin and Martínez Lucio, 2020). Government policies promoting sustainable business practices and carbon reduction also encourage Nike to invest in environmentally responsible operations. Overall, political stability in the UK supports long-term business growth, although regulatory changes continue to present operational challenges.
[bookmark: _Toc236931536]2.1.2 Economic Factors
The UK economic environment directly affects consumer purchasing behaviour and Nike's financial performance. Inflation, interest rates, disposable income, and retail demand determine consumers' willingness to purchase premium sportswear products. As illustrated in Figure 2, UK inflation increased sharply during 2022, reaching a peak of over 11%, primarily due to rising energy prices, supply chain disruptions, and global economic uncertainty. However, inflation gradually declined to approximately 2.6% in June 2026, indicating improving economic stability. Lower inflation helps restore consumer purchasing power and may encourage spending on premium brands such as Nike (Clark, 2026).
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[bookmark: _Toc236931346]Figure 2: UK Inflation Rate
(Source: Clark, D., 2026)
The Bank of England's current Bank Rate of 3.75%, together with an inflation rate of 2.6% shown in Figure 3, indicates that monetary policy remains relatively restrictive (Bank of England, 2026). Higher borrowing costs reduce household disposable income because consumers spend more on mortgage repayments and loans. Consequently, demand for premium-priced footwear and apparel may weaken during periods of high interest rates. Nevertheless, Nike's strong brand reputation and loyal customer base help reduce the impact of temporary economic fluctuations.
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[bookmark: _Toc236931347]Figure 3: Current UK Bank Rate and Inflation Rate
(Source: Bank of England, 2026)
Figure 4 illustrates that the UK Retail Sales Index has shown gradual improvement throughout 2025 and early 2026, reflecting increasing consumer confidence and stronger retail activity (ONS, 2026). This positive trend creates favourable conditions for Nike's omnichannel retail strategy, including its physical stores, online platform, and mobile applications. Overall, improving macroeconomic conditions present significant growth opportunities for Nike within the UK market.
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[bookmark: _Toc236931348]Figure 4: UK Retail Sales Index (2023–2026)
(Source: ONS, 2026)
[bookmark: _Toc236931537]2.1.3 Social Factors
Social trends strongly support Nike's competitive position within the UK. Increasing health awareness, participation in fitness activities, and the growing popularity of athleisure clothing have expanded demand for high-quality sportswear products (Ghosh et al., 2025). Consumers increasingly value comfort, performance, sustainability, and fashionable designs when making purchasing decisions. Younger generations are also heavily influenced by social media, athlete endorsements, and digital communities, encouraging greater brand engagement. These changing consumer preferences create substantial opportunities for Nike to strengthen customer loyalty through innovation, personalised marketing, and community-based sporting initiatives.
[bookmark: _Toc236931538]2.1.4 Technological Factors
Technological innovation represents one of Nike's strongest competitive advantages. The company has invested heavily in artificial intelligence, data analytics, digital marketing, and e-commerce technologies to improve customer experiences. Platforms such as the Nike App and SNKRS enable personalised product recommendations, exclusive launches, and stronger customer engagement through membership programmes (Wilson, 2024). Digital technologies also improve inventory management, demand forecasting, and supply chain efficiency. As UK consumers increasingly prefer online shopping and mobile commerce, Nike's advanced digital ecosystem supports sustainable competitive advantage and long-term market growth.
[bookmark: _Toc236931539]2.1.5 Environmental Factors
Environmental sustainability has become a strategic priority for Nike due to increasing consumer awareness and stricter environmental regulations. Through its Move to Zero initiative, the company aims to reduce carbon emissions, minimise manufacturing waste, increase the use of recycled materials, and promote circular economy practices (Nike, 2026a). Sustainable product innovation enhances Nike's corporate reputation while supporting long-term environmental objectives. Although achieving these sustainability targets requires significant investment, environmentally responsible operations strengthen brand image and improve customer trust within the UK market.
[bookmark: _Toc236931540]2.1.6 Legal Factors
Nike must comply with various UK legal requirements, including the General Data Protection Regulation (GDPR), consumer protection legislation, employment laws, product safety standards, trademark protection, and advertising regulations (Daigle and Khan, 2020). Compliance is particularly important because Nike collects substantial customer data through its digital platforms and membership programmes. Failure to meet legal obligations could result in financial penalties and reputational damage. Consequently, effective legal compliance supports customer confidence, protects intellectual property, and enables sustainable business operations in the UK.
[bookmark: _Toc236931541]2.2 Internal Environment Analysis (VRIO Analysis)
The VRIO framework, developed by Barney, is an effective strategic tool used to evaluate whether an organisation's internal resources and capabilities can generate a sustainable competitive advantage (Kero and Bogale, 2023). The framework assesses whether organisational resources are Valuable (V), Rare (R), Inimitable (I), and Organised (O). Applying the VRIO framework to Nike UK enables the identification of the company's key strategic strengths that support its competitive position within the UK sportswear industry.
[bookmark: _Toc236931542]2.2.1 Brand Reputation and Brand Equity
Nike's globally recognised brand represents its most valuable strategic resource. Over several decades, the company has established exceptional brand equity through continuous innovation, premium product quality, athlete endorsements, and successful global marketing campaigns (Guimaraes, 2026). The brand is valuable because it enables Nike to attract loyal customers while maintaining premium pricing across international markets. It is also rare because only a limited number of competitors, such as Adidas, possess comparable global recognition. Nike's reputation has been built over many years, making it difficult for competitors to imitate. The organisation effectively utilises its brand through integrated marketing strategies, retail operations, and digital platforms, resulting in a sustained competitive advantage.
[image: ]
[bookmark: _Toc236931349]Figure 5: Nike Revenue by Geographic Region (2017–2026)
(Source: Statista, 2026)
The revenue distribution presented in Figure 5 demonstrates Nike's strong global presence across multiple geographical regions. North America remains the company's largest revenue contributor, while the Europe, Middle East and Africa (EMEA) region consistently generates significant sales, highlighting the strategic importance of the UK market (Statista, 2026). Revenue growth across different regions also reduces dependence on a single market and strengthens Nike's long-term financial stability.
[bookmark: _Toc236931543]2.2.2 Innovation Capability
Innovation is one of Nike's strongest competitive capabilities (Puterisari, 2022). The company continuously invests in research and development to introduce advanced technologies such as Nike Air, Flyknit, React Foam, and sustainable manufacturing processes. These innovations improve athletic performance while differentiating Nike from competitors. Continuous investment in product development enables the company to respond effectively to changing consumer preferences and market trends. Since many of these technologies are protected through proprietary knowledge and significant research investment, competitors find them difficult to replicate. Consequently, innovation represents a valuable, rare, and difficult-to-imitate resource that strengthens Nike's sustainable competitive advantage.
[bookmark: _Toc236931544]2.2.3 Marketing Capability
Nike possesses exceptional marketing capabilities supported by celebrity endorsements, sports sponsorships, and global advertising campaigns. Partnerships with internationally recognised athletes and sports organisations significantly enhance brand credibility and customer engagement (Linsner et al., 2021). The company also utilises digital marketing through the Nike App, SNKRS platform, and social media channels to deliver personalised customer experiences. These integrated marketing activities strengthen customer loyalty while increasing brand awareness across the UK market. Since Nike effectively combines marketing expertise with digital technologies and consumer insights, this capability remains difficult for competitors to imitate.
[bookmark: _Toc236931545]2.2.4 Supply Chain and Operational Capability
Nike operates one of the world's largest global supply chain networks, sourcing products through manufacturing partners located across Asia and distributing them efficiently through retail stores, online platforms, and authorised distributors. Efficient logistics, inventory management, and strong supplier relationships improve operational performance and product availability within the UK market (Christopher, 2022). However, dependence on international suppliers also exposes Nike to geopolitical uncertainty, transportation disruptions, and rising production costs. Although the supply chain creates operational value and efficiency, similar systems can be developed by competitors over time. Therefore, this capability provides a temporary rather than a sustainable competitive advantage.
[bookmark: _Toc236931546]2.2.5 Digital Ecosystem
Nike's digital ecosystem, including the Nike App, SNKRS platform, and Nike Membership programme, enhances customer engagement through personalised recommendations, exclusive product launches, and data-driven marketing (Guimaraes, 2026). Customer data analytics improve inventory planning and purchasing experiences while strengthening long-term customer relationships. This integrated digital capability is effectively organised and supports Nike's competitive position within the UK market.
Overall, Nike's brand reputation, innovation capability, and digital ecosystem satisfy all VRIO criteria and generate a sustainable competitive advantage, whereas operational capabilities primarily provide temporary advantages that require continuous improvement to remain competitive.
[bookmark: _Toc236931547]2.3 SWOT Analysis 
[bookmark: _Toc236931361]Table 1: SWOT Analysis of Nike UK
	Strengths
	Weaknesses

	· Nike possesses one of the world's strongest and most valuable brands, enabling premium pricing and high customer loyalty (Broussard-Goldsmith, 2024).
· Strong investment in research and development supports continuous product innovation, including technologies such as Nike Air, Flyknit, and sustainable materials.
· Well-developed digital ecosystem, including the Nike App, SNKRS platform, and membership programme, enhances customer engagement and personalised shopping experiences.
· Extensive global distribution network and strategic partnerships with retailers strengthen market accessibility and operational efficiency.
	· Premium pricing strategy may discourage price-sensitive consumers, particularly during periods of economic uncertainty and inflation.
· Heavy dependence on third-party manufacturers increases exposure to supply chain disruptions and rising production costs.
· Counterfeit products and brand imitation may negatively affect brand image and reduce consumer confidence in some markets.
· Dependence on international markets exposes Nike to currency fluctuations, geopolitical risks, and changing trade regulations (Trad, 2024).

	Strengths
	Weaknesses

	· Increasing consumer interest in health, fitness, and athleisure products is expected to expand demand within the UK sportswear market (Noh and Ahn, 2025).
· Growing demand for sustainable products provides opportunities to expand environmentally friendly product lines through the Move to Zero initiative.
· Expansion of artificial intelligence, digital commerce, and personalised marketing can improve customer engagement and operational performance.
· Product diversification and international market expansion create opportunities for 
	· Intense competition from Adidas, Puma, Under Armour, Lululemon, and emerging sportswear brands continues to increase market pressure (Jaworek et al., 2021).
· Economic uncertainty, inflation, and high interest rates may reduce consumer purchasing power for premium products.
· Supply chain disruptions, rising raw material costs, and transportation challenges may affect production efficiency and profitability.
· Rapidly changing consumer preferences require continuous innovation to maintain market leadership and customer loyalty.


The SWOT analysis indicates that Nike's strongest competitive advantages are its globally recognised brand, continuous innovation, and advanced digital capabilities, which enable the company to maintain premium market positioning within the UK sportswear industry. These strengths allow Nike to capitalise on opportunities arising from increasing health awareness, digital transformation, and growing demand for sustainable products. However, weaknesses such as premium pricing and supply chain dependence may reduce operational flexibility during periods of economic instability. Furthermore, intense industry competition and changing consumer preferences require continuous investment in innovation, sustainability, and digital technologies to protect Nike's long-term competitive advantage and maintain market leadership.
[bookmark: _Toc236931548]2.4 Key Strategic Issues
Nike operates in a highly competitive and dynamic business environment, requiring continuous adaptation to maintain its leadership within the UK sportswear market. One of the most significant strategic issues is intensifying market competition from global brands such as Adidas, Puma, Under Armour, and emerging sportswear companies (Jaworek et al., 2021). Competitors continue to invest in innovation, sustainability, and digital marketing, increasing pressure on Nike to differentiate its products and maintain customer loyalty.
Another critical issue is global supply chain vulnerability. Nike relies heavily on third-party manufacturers located across different countries, making the company susceptible to transportation delays, rising production costs, geopolitical tensions, and disruptions in global trade. These challenges can affect product availability and overall operational efficiency within the UK market.
Economic uncertainty, including inflation and higher interest rates, also presents a strategic challenge. Although UK inflation has moderated to approximately 2.6%, consumers remain cautious about discretionary spending, which may reduce demand for Nike's premium-priced products. At the same time, increasing expectations regarding environmental sustainability require Nike to invest continuously in carbon reduction, recycled materials, and responsible sourcing through initiatives such as Move to Zero.
Among these challenges, maintaining competitive advantage through continuous innovation and digital transformation is the most critical strategic priority. Successfully addressing this issue will enable Nike to strengthen customer engagement, respond to changing consumer preferences, support sustainable growth, and preserve its market leadership within the highly competitive UK sportswear industry.
[bookmark: _Toc236931549]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc236931550]3.1 Corporate Social Responsibility (CSR) Strategy
Corporate Social Responsibility (CSR) has become a fundamental component of Nike's corporate strategy, enabling the organisation to balance financial performance with environmental sustainability and social responsibility (Soltanisehat and Jestratijevic, 2026). In the UK market, increasing consumer awareness regarding ethical sourcing, environmental protection, and responsible business practices has encouraged Nike to integrate sustainability into its long-term strategic objectives. Rather than treating CSR as a standalone activity, Nike embeds sustainability across product innovation, supply chain management, manufacturing, and community engagement.
One of Nike's most significant CSR initiatives is the Move to Zero programme, which aims to achieve zero carbon emissions and zero waste throughout its operations (Nike, 2026a). The company continues to increase the use of recycled polyester, sustainable cotton, and environmentally friendly materials while reducing greenhouse gas emissions across manufacturing facilities. These initiatives support both environmental conservation and operational efficiency.
Nike also demonstrates social responsibility by promoting diversity, equality, and inclusion within its workforce (Waymer and Logan, 2021). The organisation invests in employee development, leadership programmes, fair labour standards, and community-based sports initiatives that encourage young people to participate in physical activities. Through partnerships with schools, sports organisations, and local communities, Nike strengthens its corporate reputation while contributing positively to society.
Although Nike has made considerable progress in sustainability, challenges remain. The company continues to depend on global manufacturing partners, making supplier monitoring and labour compliance increasingly important. Rising environmental expectations and stricter regulations require continuous investment in sustainable innovation and responsible sourcing. Overall, Nike's CSR strategy aligns closely with its business objectives by enhancing brand reputation, improving customer trust, reducing environmental risks, and creating long-term competitive advantage within the UK sportswear industry.
[bookmark: _Toc236931362]Table 2: Nike CSR Strategy
	CSR Dimension
	Current Initiatives
	Business Impact

	Environmental Sustainability
	Move to Zero, recycled materials, renewable energy
	Reduces carbon emissions and strengthens brand image

	Social Responsibility
	Diversity, inclusion, employee wellbeing, community sports
	Improves employee engagement and public trust

	Ethical Supply Chain
	Supplier monitoring, responsible sourcing, labour standards
	Reduces operational and reputational risks

	Community Development
	Youth sports programmes and educational partnerships
	Enhances corporate reputation and customer loyalty


3.2 Balanced Scorecard Analysis
The Balanced Scorecard, developed by Kaplan and Norton, enables organisations to evaluate performance using both financial and non-financial indicators (Al-Hosaini et al., 2023). Unlike traditional financial measures, the Balanced Scorecard provides a holistic approach by assessing organisational performance from four perspectives: Financial, Customer, Internal Business Processes, and Learning & Growth. Applying this framework helps evaluate how Nike's strategic objectives support sustainable growth within the UK market.
[bookmark: _Toc236931363]Table 3: Balanced Scorecard for Nike UK
	Perspective
	Objectives
	KPIs
	Targets
	Strategic Initiatives

	
	
	
	
	

	Financial
	Increase revenue and profitability
	Revenue growth, operating margin, market share
	Sustainable annual revenue growth
	Digital expansion, premium product strategy

	Customer
	Improve customer satisfaction and loyalty
	Customer satisfaction, repeat purchases, Nike Membership
	Increase customer retention
	Personalised marketing, omnichannel experience

	Internal Business Processes
	Improve operational efficiency and innovation
	Supply chain efficiency, product development time, inventory turnover
	Faster product delivery
	AI, automation, digital supply chain

	Learning and Growth
	Develop employee capabilities and innovation
	Employee training, innovation projects, digital skills
	Continuous workforce development
	Leadership training, sustainability education


Financial Perspective
Nike's financial objective is to maintain sustainable revenue growth while strengthening profitability (Asghar, 2023). The company achieves this through premium pricing, continuous innovation, and expansion of its Direct-to-Consumer (DTC) business model. Investment in digital commerce and product innovation enables Nike to generate higher margins while reducing dependence on wholesale channels.
Customer Perspective
Customer satisfaction remains central to Nike's competitive strategy. Through the Nike App, SNKRS platform, personalised product recommendations, and membership programmes, the company delivers an integrated omnichannel experience that strengthens customer engagement and loyalty. Athlete endorsements and innovative products further reinforce brand preference among UK consumers.
Internal Business Process Perspective
Nike continuously improves operational efficiency through supply chain optimisation, automation, digital technologies, and inventory management systems (Waditwar, 2025). Artificial intelligence and data analytics enhance demand forecasting and inventory planning, enabling faster product availability while reducing operational costs. Sustainability initiatives are also integrated into manufacturing processes to minimise environmental impact.
Learning and Growth Perspective
Innovation depends on skilled employees, organisational learning, and technological capability. Nike invests significantly in employee development, leadership programmes, digital transformation, and research and development (Wang, 2026). These investments encourage continuous innovation, improve organisational performance, and help employees adapt to rapidly changing market conditions.
It has been critically analysed that the Balanced Scorecard demonstrates that Nike successfully integrates financial performance with customer value, operational excellence, and organisational learning. This balanced approach supports long-term strategic objectives rather than focusing solely on short-term profitability. Strong investment in digital transformation, sustainability, and employee development enables Nike to respond effectively to changing consumer expectations and competitive pressures within the UK market. Nevertheless, maintaining this performance will require continued innovation, responsible supply chain management, and investment in sustainable business practices to preserve its competitive advantage and market leadership.
[bookmark: _Toc236931551]4. Strategic Choices and Implementation
Strategic choice is essential for maintaining Nike's competitive advantage within the highly dynamic UK sportswear industry. Based on the previous PESTEL, VRIO, SWOT, and Balanced Scorecard analyses, Nike possesses significant internal strengths but also faces increasing competitive pressure, changing consumer preferences, technological disruption, and sustainability challenges. Therefore, selecting an appropriate business strategy and implementing it effectively is crucial for ensuring sustainable growth and long-term profitability in the UK market.
[bookmark: _Toc236931552]4.1 Current Business Strategy
Nike currently follows a differentiation strategy, one of Porter's Generic Strategies, by competing through innovation, premium quality, strong brand reputation, and superior customer experience rather than low prices (Li, 2023). The company continuously invests in research and development to introduce technologically advanced products such as Nike Air, Flyknit, React Foam, and sustainable footwear collections. These innovations enhance product performance while allowing Nike to maintain premium pricing. Furthermore, partnerships with globally recognised athletes, sports clubs, and celebrities strengthen brand credibility and customer loyalty. Nike's digital ecosystem, including the Nike App, SNKRS platform, and membership programmes, further differentiates the company by offering personalised shopping experiences and exclusive product launches. Consequently, differentiation enables Nike to maintain high customer loyalty, strong profitability, and market leadership within the UK sportswear market.
[bookmark: _Toc236931553]4.2 Porter's Five Forces Analysis
Porter's Five Forces framework provides a comprehensive understanding of Nike's competitive environment within the UK sportswear industry.
The threat of new entrants is relatively low because entering the global sportswear industry requires substantial financial investment, advanced manufacturing capabilities, established distribution networks, and strong brand recognition. Nike's long-established reputation and loyal customer base create significant barriers that discourage new competitors. Therefore, the impact on Nike is relatively low.
The bargaining power of suppliers is moderate. Nike works with a large network of independent manufacturers across multiple countries, reducing dependence on individual suppliers (Nica et al., 2021). However, rising labour costs, transportation expenses, geopolitical uncertainty, and sustainability requirements can increase production costs. Consequently, supplier relationships require continuous monitoring and diversification.
The bargaining power of buyers is high because consumers have access to numerous sportswear brands and can easily compare prices, quality, and product features through online platforms. Customers increasingly expect innovation, sustainability, and personalised experiences. Therefore, Nike must continuously improve product quality and customer engagement to maintain brand loyalty.
The threat of substitutes is moderate due to the availability of affordable sportswear brands, private-label products, and fashion retailers offering athleisure clothing. However, Nike's superior product quality, technological innovation, and premium brand positioning reduce customers' willingness to switch to substitute products (Broussard-Goldsmith, 2024).
Finally, competitive rivalry is extremely high. Major competitors such as Adidas, Puma, Under Armour, and Lululemon invest heavily in innovation, digital marketing, sponsorships, and sustainability initiatives. Continuous product launches and aggressive marketing campaigns intensify competition within the UK market. Therefore, Nike must continuously innovate to maintain its competitive advantage.
[bookmark: _Toc236931554]4.3 Ansoff Matrix
The Ansoff Matrix identifies four strategic growth options for Nike. Market penetration focuses on increasing sales within the existing UK market through stronger digital marketing, customer loyalty programmes, and improved omnichannel retail experiences. Market development involves expanding into new international markets or targeting new customer segments (Lubis and Muniapan, 2024). Product development focuses on introducing innovative footwear, apparel, wearable technologies, and sustainable products for existing customers. Diversification involves developing entirely new products for new markets, although this strategy carries the highest level of risk.
Among these alternatives, product development combined with market penetration is the most appropriate strategy for Nike UK. Growing consumer demand for innovative and sustainable sportswear creates opportunities to introduce advanced products while strengthening customer relationships through digital platforms. Simultaneously, enhancing customer engagement within the existing UK market is more financially efficient than entering completely new markets.
[bookmark: _Toc236931555]4.4 SAFe Evaluation
The recommended strategy can be evaluated using the SAFe framework.
From a Suitability perspective, investment in innovation, sustainability, artificial intelligence, and digital transformation directly addresses opportunities identified in the PESTEL analysis while responding to increasing competitive pressure (Li, 2025).
Regarding Acceptability, the strategy satisfies key stakeholders. Customers receive innovative and environmentally responsible products, shareholders benefit from sustainable profitability, employees gain new development opportunities, and society benefits from improved environmental performance (Sarfraz et al., 2023).
From a Feasibility perspective, Nike possesses sufficient financial resources, technological capabilities, research expertise, and brand strength to implement the strategy successfully (Puterisari, 2022). Consequently, the proposed strategy is realistic and capable of generating sustainable competitive advantage.
[bookmark: _Toc236931556]4.5 Recommended Strategy
Nike should prioritise an integrated strategy centred on artificial intelligence, digital expansion, sustainability, omnichannel retailing, and personalisation. Artificial intelligence should enhance customer recommendations, demand forecasting, and inventory management. Digital platforms such as the Nike App and SNKRS should continue expanding personalised shopping experiences and exclusive membership benefits. The company should further strengthen its Move to Zero initiative by increasing recycled materials, reducing carbon emissions, and improving sustainable manufacturing practices (Nike, 2026a). Integrating physical retail stores with online channels will provide customers with a seamless omnichannel experience while increasing customer satisfaction, loyalty, and long-term profitability.
[bookmark: _Toc236931557]4.6 Implementation Plan
Successful implementation requires clear strategic planning and organisational commitment. Nike should allocate additional investment towards artificial intelligence, digital infrastructure, research and development, and sustainable manufacturing technologies. Cross-functional collaboration between marketing, operations, supply chain, and information technology departments should ensure efficient implementation (Ahmad, Boit and Aakula, 2023). A phased implementation over the next three to five years should include regular monitoring through key performance indicators such as digital sales growth, customer retention, innovation success rates, sustainability performance, and overall profitability.
[bookmark: _Toc236931558]4.7 Risks and Mitigation
Several risks may affect successful implementation. High investment costs associated with artificial intelligence and sustainability initiatives could reduce short-term profitability. Global supply chain disruptions, cybersecurity threats, rapid technological changes, and aggressive competitive responses from Adidas and other sportswear brands may also affect performance. These risks can be mitigated through supplier diversification, continuous technology upgrades, strong cybersecurity systems, strategic partnerships, employee training, and ongoing investment in innovation. Regular performance reviews and effective risk management will enable Nike to respond quickly to market changes while maintaining its competitive advantage and supporting sustainable long-term growth within the UK sportswear market.
[bookmark: _Toc236931559]SECTION 2: Reflective Account Using Gibbs' Reflective Cycle
Description
While completing this Strategic Management report, I selected Nike UK as the organisation because it operates within one of the world's most competitive sportswear industries and provides sufficient strategic information for comprehensive analysis. The assignment required me to evaluate both the external and internal business environments before recommending appropriate strategies for sustainable competitive advantage. To achieve this, I conducted extensive secondary research using academic journal articles, Nike's Annual Report, Statista, UK government publications, industry reports, and other credible sources. I applied several strategic management frameworks, including PESTEL, VRIO, SWOT Analysis, Porter's Five Forces, Ansoff Matrix, SAFe Framework, Corporate Social Responsibility (CSR), and the Balanced Scorecard. I also incorporated financial graphs and market statistics to support my analysis with evidence rather than relying on assumptions. Finally, I developed strategic recommendations based on the findings of each framework to improve Nike's future competitive position within the UK market.
Feelings
At the beginning of this assignment, I felt both motivated and slightly anxious because the report required the integration of numerous strategic management models into one coherent analysis. Initially, I was uncertain about how to connect each framework logically without simply describing theoretical concepts. I also found it challenging to identify UK-specific information because Nike publishes most of its financial and operational data at a global or regional level. However, after reading several academic articles and reviewing Nike's annual reports, I gradually became more confident in interpreting business information and applying theory to practice. As my research progressed, I realised that each framework contributed different strategic insights, which increased my confidence and made the overall report more meaningful and enjoyable to complete.
Evaluation
Looking back, I believe the strongest aspect of my work was the depth of research that supported the analysis. Instead of depending on a single source, I used academic literature together with company reports, government statistics, and industry data to build evidence-based arguments. The inclusion of financial graphs, inflation trends, retail sales data, and regional revenue analysis strengthened the quality of my discussion and made the report more professional. Applying different strategic frameworks also enabled me to evaluate Nike from multiple perspectives rather than focusing only on financial performance.
However, there were several difficulties throughout the process. One challenge was avoiding repetition because some issues, such as sustainability and innovation, appeared in several strategic models. Another challenge was ensuring that every framework contained critical evaluation instead of simple description. I also recognised that collecting reliable UK-specific information required considerably more time than expected. These challenges encouraged me to become more selective when choosing evidence and more critical when interpreting business information.
Analysis
This assignment significantly improved my understanding of how strategic management theories are applied in real organisations. Before completing this report, I understood most strategic frameworks individually, but I had limited experience of integrating them into one comprehensive strategic analysis. Conducting the PESTEL analysis helped me recognise how political, economic, technological, environmental, and legal changes influence organisational decision-making. For example, analysing inflation, consumer spending, and retail sales demonstrated how external economic conditions directly affect Nike's pricing strategy and consumer demand within the UK market.
Similarly, completing the VRIO analysis helped me understand that sustainable competitive advantage depends not only on valuable resources but also on whether these resources are difficult for competitors to imitate and whether the organisation has the capability to exploit them effectively. I realised that Nike's strongest competitive advantages are its global brand reputation, continuous innovation, and advanced digital ecosystem rather than simply its financial resources.
Applying Porter's Five Forces and the Ansoff Matrix also strengthened my strategic thinking. Rather than identifying problems only, I learned to evaluate different strategic options before selecting the most appropriate recommendation. The Balanced Scorecard further demonstrated that organisational success should not be measured solely through financial performance but also through customer satisfaction, operational efficiency, innovation, and employee development. Overall, this assignment improved my ability to think critically, justify recommendations using evidence, and connect academic theories with practical business situations.
Conclusion
Overall, this assignment has been one of the most valuable learning experiences during my postgraduate studies. It strengthened my understanding of strategic management while improving my research, analytical, and critical thinking skills. I now feel much more confident in evaluating complex business environments and selecting appropriate strategic frameworks to support organisational decision-making. Most importantly, I have learned that effective strategic recommendations should always be supported by credible evidence, critical analysis, and practical business understanding rather than relying solely on theoretical knowledge.
Action Plan
This experience has highlighted several areas that I would like to improve in future assignments. I plan to begin my research much earlier so that I have more time to evaluate academic literature critically and identify high-quality business data. I also intend to strengthen my ability to integrate different strategic frameworks without repeating similar points. Furthermore, I will continue improving my academic writing, Harvard referencing, and critical evaluation skills by reading more peer-reviewed journal articles and consultancy reports. These improvements will help me produce stronger postgraduate assignments and prepare me for future strategic management and consultancy roles.
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