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Journey of Nike[image: ]
Figure 1 Phil Knight (owner of Nike) Blog: Start Business Journey


Turned into the global corporation worth of $100 billion, Nike appear to be the global most recognised, biggest, and popular sportwear company, in the period of just 50 years. 
Going back to 1962, just graduated from Stanford, the young Phil Knight was told how difficult was to become an entrepreneur as a business graduate. He was listening to all of the lectures how becoming an entrepreneur without having any clever ideas is literally impossible, but the difference with the other failure entrepreneurs is that Phil was different, because he had one. With his experience as a distance runner, back in his university years, he was having an idea, such as why Japanese shoes replace the dominant, which during that time were Puma and Adidas in America. So, when the final and most waited moment become and Phil finally graduate, the idea was still in his head, and more, he was obsessed with it. The thought of bringing Japanese shoes back to the UK was exiting, even though he has never owned a single pair of them, but the exhilarated fact that soldiers, stationed in Japan during the Occupation after the Second World War were wearing them, was keeping the idea fresh in him mind. Stumbled upon the fantastic opportunity by the lack of exposure, Phil knew he should take the advantages, so he establishes contact with famous Japanese company and negotiate to import their good to US, both of which, Phil and the Japanese company had zero experience with. But, as the man owning and lately creating Nike, he took the risk, jump ahead and did it. Being creative, brave enough and confident, Phil had become the exclusive distributor for Onitsuka Tiger in the USA. And shortly later in 1963, he received his first shipment even, which he sells out in the back of his car at any running trach he was available to drive to, twelve pairs of Tiger shoes.
 However, he knew and saw that his strategy wasn’t scalable, which left him with the only option left which was to visit the only person he knew understood more about shoes than he did: which appears to be his former coach at the University of Oregon, Bill Bowerman. 
Now, being one of the most famous and familiar coaches in America at the time: he had the experience of training multiple Olympic athletes, which was an advantage, just because he knew what they needed. After some tests and reviews of the shoes, he really liked the Tiger shoes, that much that he wanted to partner up. [image: ]
Figure 2 The very first Nike shoe shop (Source: businessinsider.com)


Investing $500 each in Blue Ribbon Sports, in 1964, are they incorporated, they spent all their money to the first ever order they received, amounted to three hundred pairs of shoes, every pair at $3.33. The shipment came three months later, in April 1964 and thanks to Bill’s connections, the order was sold out by July the same year. Keeping everything up, during their first year of productivity, the company sold $8,000 worth of shoes, with which money Phil started hiring salespeople for his little business. In 1965 their revenue had increased to $20,000 and soon, the two of them opened their first own store in Santa Monica. 
Growth and Expansion[image: ]
Figure 3 Nike's logo and slogan (Source: Profitworks.ca)
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Figure 4 Bill Bowerman - shareholder (Blog: Start Business Journey)


Some of the best, if not the best marketing in the world. That’s the reason Nike is that successful. The business’s strategy is clear, investing. Through all of the years Nike has invested in many causes as develop its products to have high-quality, emotional marketing and celebrity endorsements, market-leading technology, and last, but not at least buying out the competing sports brands. One of the mainly reasons why Nike is such a profitable and successful business is the method they are using. Spending over $3 Billion a year, just show that even though they are one of the most famous sport brands, they still invest in it, so even more people can hear for them, if there are people who haven’t, even if the chance is extremely low. Throughout the years there are few steps that Nike followed to become the company it is nowadays. One of it is working with Big Names in the sportwear industry. Back in the 1984, two decades after Nike started as a business, the company collaborate with the basketball legend Michael Jordan, creating Air Jordans, which was one of the most significant parts of Nike’s initial marketing strategy, both, back in time and nowadays. That cooperation helped the business to grow signifyingly, selling millions of pairs of Air Jordans across the globe. Going back to the early days of Nike, they have collaborated with many athletes around the world, including Cristiano Ronaldo. Second is being consistent. At the heart of every business is their logo. One significant, recognisable, and independent logo, which Nike has kept in since 1971. Nowadays, we can recognize the iconic Nike tick logo from a mile away. Even Nike’s signature slogan has been the same for more than 30 years – Just Do It, they are remaining consistent, and that appear to be one of the biggest advantages in the company. Keeping on and showing how successful the business is, make the customers and the potential ones to want to purchase their products and services. Making a Splash is the third and the last step about which we will talk. One of the biggest strengths of Nike is how innovative they are. They aren’t afraid to shy away from bold branding and advertising campaigns. Nike, as the one of the most recognizable sportwear companies has constantly push boundaries and stay with the times, which make it even more innovative and significant. Nike has followed these three simple steps and now, as we can see, is the one and only brand, which appear to be part in everyone’s wardrobes. 
Controversies Associated with Nike
[image: ]
Figure 5 Sweatshops workers (Source: newidea.com.au)
Since 1970s, Nike had been accused of using sweatshops to produce its activewear and sneakers, but just a little bit more than two decades later in 1991, the activist Jeff Ballinger published report speaking and detailing on low wages with the poor working conditions, which took place in Nike’s Indonesian factories that the sportwear brand come under a fire. Nike was initially slow to respond – but eventually made some changes by improving the business’s monitoring efforts, increasing factory audits, and increasing the minimum age of workers, after the increasing pressure which appear to occur. Since then, the brand has earned plaudits far and wide for its efforts. One other step backwards was in 2017, as the International Labour Rights Forum reported that Nike had turned back on the commitment, they had with Worker Rights Consortium (WRC). Taking that move was risky as the labour rights experts were blocked from independently monitoring the business’s suppliers. Four years later, Nike received 51-60% score in the Fashion Transparency Index, which was the same as the previous year, which showed the society and its customers that Nike has started going to the right and positive direction again, begging for some stability, doing the right things. 
Future and Marketing Strategy
Like other sportwear businesses Nike has invested heavily in its digital infrastructure. Since 2017 the enormous investment start showing its advantage, as the sales begin to scale at an incredible level. The company is now predicting that 50% of the total sales in 2025 will come directly from digital, another 60% will come from the DTC. One of Nike’s strategies is to engage as many customers as possible, so they introduce NIKELAND to the world and the society. Since it launches, Nike has shown an official information that 6.7 million players from 224 countries have visited the site, playing games and purchase goods. Looking from the marketing strategy perspective, Nike’s marketing tactic averages the four Ps – product, place, promotion, price. Product – being produced in a very high-quality way, also being independently aesthetically unique compared to the others competitors’ brands, Nike takes pride in maintaining this reputation when it comes to sport and footwear. Place – the company also averages third-party retailers and resellers to skyrocket sales. However, the brand diversifies its selling channels, such as physical locations and online stores. Promotion – even with varying demographics and psychographics, Nike’s marketing efforts are carefully created to specific direct target into a particular group of people. Price – lastly, but not at least even though Nike’s products come at a premium price, customers are not bothered by it, as the business know how to position their products, the benefit of it is emphasized. 
Philanthropy and Engagements 
Over the years Nike have participated in many small or large charities. 
[image: ]
Figure 6 Nike Foundation (Source: frog.co)
But there is one particular, quite different from the others. Focused on changing the lives of over 250 million adolescent girls living in poverty, aged between 10 and 19, living with less than a $2 USD a day, Nike are trying to end all of the negative impacts which are waiting behind the edge for those girls. Some of them are early marriage, delaying first birth, ensuring health and safety for the girls, accelerating secondary school completion, and transitions to good jobs, expanding direct access to economic assets. With the help of the charity, Nike seem to make existing, they have raised over $100 million. 



Conclusion 
Long and winding is the tale of Nike. The company has gone through a lot, started from a man, who just wanted to bring back Japanese shoes to America, Nike is now one of the most famous, recognizable and successful sportwear companies in the world worth many billions of pounds. [image: ]
Figure 7 Phil Knight at the first years of the business (Source: shortform.com)


It all started with one young man having ‘impossible’ dreams, Phil Knight, which after being brave enough and show some stubbornness, with the help of Bill Bowerman, become one of the richest entrepreneurs in the world.
[image: A picture containing person, person, indoor  Description automatically generated]
Figure 8 Phil Knight nowadays (Source: Complex)
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