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[bookmark: _Toc217216664]SECTION 1: Selection of Organisation and Target Market
[bookmark: _Toc217216665]1.1 Introduction to the Organisation
New Balance Athletics Inc. is a global company with an outstanding reputation for performance running footwear, high-quality construction, and lifestyle-orientated designs. Unlike other competing companies that rely nearly solely on external manufacturing, New Balance has a hybrid production system that integrates company-owned manufacturing facilities with international sourcing partners (Poulton et al., 2018). The structure will enable the company to maintain more control over product quality, as well as strengthen its brand image based on originality, durability, and skilled craftsmanship. The brand has maintained a distinctive market position despite the strong competition in the industry because of its technical innovation, comfort, and timeless design, especially in its classic and contemporary running collections (Wang et al., 2025).
[image: New Balance - Wikipedia]
Even though New Balance has a rather strong customer base and a recognisable face in North America and some European markets, its presence in other countries is relatively weak in comparison with such giants in the industry as Nike and Adidas (Wang et al., 2025). 

[bookmark: _Toc217216666]1.2 Rationale for International Expansion
The sportswear and athletic footwear industry are undergoing a major transformation due to the growth in the industry of athleisure, the cultural impact of sneaker fashion and increased engagement in health and fitness. As consumer preferences shift toward premium materials, sustainability and hybrid performance-lifestyle designs, the New Balance brand narrative is highly aligned to global market trends (Holtbrügge and Schuster, 2024). 
Furthermore, in order to attract consumers in different markets, global sportswear brands are increasingly turning to the use of culturally relevant storytelling, limited-edition releases, and collaborations with influential designers. New Balance's strong performance in recent years with its retro outlines and designer collaborations indicates good potential for imitation in new international markets (Narang and Sagan, 2023).
[bookmark: _Toc217216667]1.3 Choosing the Target Market: South Korea
South Korea is a strategically attractive market to expand to. The country has exceptionally high disposable income levels, a trend-inspired consumer base and one of the most advanced retail and e-commerce ecosystems in the world. The sneaker segment reached a value of ~USD 1.79 billion in 2024 and is projected to grow to ~USD 2.64 billion by 2033 at a 4.4% CAGR (2025–2033) (Mackevičius, 2025).
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[bookmark: _Toc217216685]Figure 1 Choosing the Target Market: South Korea (Canva)
The market trends of the South Korean market and its fondness for retro aesthetics, minimalist design language, and premium craftsmanship are very close to the forte of New Balance. In addition, the country has experienced the steady growth of running communities, marathon events, and recreationally based fitness groups, leading to an additional demand for performance-orientated footwear (O'Flaherty, 2021). 
Although the market is highly competitive, with Nike dominating the market, with some space occupied by Adidas and local brands, there is a definite opportunity for a brand that will offer differentiated value with an authenticity, heritage and quality base. New Balance can create a special niche by matching its product and branding strategy to South Korean fashion culture and consumer expectations (Chitu, 2024).
[bookmark: _Toc217216668]1.4 Strategic Rationale for the Selection of South Korea
Market forecasts estimate the athletic footwear market at ~USD 6.2 billion in 2025, with expectations of strong growth through the next decade (Kreitz, 2025). The appropriateness of South Korea as a target market is strengthened by a number of strategic considerations. The country has a high receptiveness of consumers to global lifestyle and performance brands that is supported by a high purchasing power and a cultural affinity for international brands (Goetz, 2023). 
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[bookmark: _Toc217216686]Figure 2 Strategic Rationale for the Selection of South Korea (Canva)
South Korea also has a thriving sneaker culture that is known for its appreciation of craftsmanship, exclusivity and limited-edition releases, and this provides a positive environment for New Balance's heritage-driven products (McManus et al., 2022). In addition, its highly sophisticated digital infrastructure makes it easy to adopt e-commerce strategies, allowing brands to scale quickly through integrated online and offline channels (Narang and Sagan, 2023). 
The cultural preference for premium, minimalist aesthetics is highly compatible with New Balance's design ethos and reinforces the brand's potential to appeal to consumers who are fashion-conscious (McManus et al., 2022). Collectively, these factors create a very compelling opportunity to increase New Balance's presence in Asia, with South Korea as a strategic gateway to the wider Asian markets and increased visibility of the brand globally (Holtbrügge and Schuster, 2024).
[bookmark: _Toc217216669]SECTION 2: Comprehensive Strategic Analysis
2.1 Macro-Environmental Analysis (PESTEL)
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[bookmark: _Toc217216687]Figure 3 Macro-Environmental Analysis (PESTEL) (Canva)
Political Factors
South South Korea offers an extremely stable political context that is typified by well-developed democratic institutions and predictable and stable policymaking. The government is very active in promoting foreign direct investment by favouring business policies and incentives and having transparent rules and regulations, which minimise uncertainty among international firms accessing the market (Korsunenko, 2024). 
Laws are well established, and intellectual property is strictly followed, which is a key aspect in footwear and sportswear companies that require innovation, product design and brand recognition. Although import regulations, tariffs and compliance requirements can make foreign entrants incur higher costs in terms of operations, such measures are well articulated and enforced in a manner that is consistent. All in all, political stability, a liberal attitude towards foreign businesses and strong legal protection provide a favourable environment in which South Korea is relatively low-risk regarding international expansion (Huang, 2023).
Economic Factors
South Korea is one of the strongest economies in Asia with a high-income consumer base and advanced retail infrastructure. The country's sportswear market continues to show steady growth, supported by the growing health awareness and the growing number of people engaging in fitness activities. Consumer willingness to spend a premium on international brands provides an encouraging environment for New Balance, whose higher price point is in line with its commitment to product quality (Schäch, 2025).
However, economic cycles, inflation, and currency fluctuations can potentially be a risk to profitability. The dominance of imported products in the sportswear industry also leaves the companies vulnerable to the changing trade dynamics. New Balance must therefore construct its pricing, sourcing and partnership models in ways that maintain competitiveness and manage cost volatility (Atique and An, 2022).

Social Factors
South Korea is a very trend-sensitive society, and fashion trends are quickly followed by purchasing behaviour. Sneakers have cultural value as lifestyle and status items and are part of a vibrant resale and collector culture. The trend of retro design, minimalism and premium craftsmanship is a big opportunity for New Balance, whose product lines all strongly resonate with these attributes (O'Flaherty, 2021).
In addition, the social emphasis on physical fitness is increasing and is supported by large numbers of people taking part in gym workouts, running clubs and sporting events. This change in culture expands the market for performance footwear while providing opportunities for brands to connect with customers through community-based initiatives and lifestyle marketing (Haapala, 2024).
Technological Factors
The highly technological ecosystem of South Korea is a very good place to implement a digitally orientated brand strategy. The extensive use of the internet, mobile commerce and digital payments are favourable to the easy integration of online and offline retail channels. Such a technological level allows the brands to use data-driven marketing, custom-orientated advertising, and personalised customer experiences. In the case of New Balance, this will be a powerful source to create brand identity, launch online retailing, and partner with online influencers and fashion brands (Rawajati Timur and Samuel, 2024).
Environmental Factors
The South Korean consumers are becoming more aware of sustainability, responsible sourcing, and environmentally friendly production processes. Brands are supposed to show a strong effort in minimising waste, using recycled materials, and having environmentally friendly manufacturing procedures. Recycled uppers, environmentally friendly packaging, and carbon-cutting objectives are part of the current sustainability programmes of New Balance and can be used as strong value propositions in this market (Gnanamoorthy, 2024).
Legal Factors
The regulatory environment includes the strict safety standards, labour laws and consumer protection regulations. Compliance in these areas is critical to the preservation of brand reputation and continuity of operations (Gnanamoorthy, 2024). New Balance will have to ensure compliance with local guidelines on product safety, labelling, advertising and corporate responsibility. Although these regulations add further complexity in operation, they also create a transparent framework that facilitates fair competition (Haapala, 2024).
[bookmark: _Toc217216670]2.2 Competitive Landscape (Porter’s Five Forces)
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[bookmark: _Toc217216688]Figure 4 Competitive Landscape (Porter’s Five Forces) (Canva)
1. Competitive Rivalry
Competitive rivalry in the South Korean market for sportswear and athletic footwear is extremely fierce with the existence of several leading brands globally and informed consumers who are trend-sensitive. Nike is a commanding market-leading business that is underpinned by strong brand equity, strong retail, and high-profile celebrity endorsements. Its power of delivering regular, culturally relevant campaigns, along with high investment in performance and lifestyle segments, raises the competitive bar for all market participants (Kreitz, 2025). 
Adidas also has a significant share, relying on its long history in the region and its image of combining sport, fashion and music culture. Meanwhile, other international brands like Puma, Asics, Converse, and Under Armour play a further role in the competitive pressure by taking up specialised niches, for example, performance running, fashion-orientated sneakers, or youth-driven streetwear (Waworuntu et al., 2024).
2. Threat of New Entrants
The threat of new entrants The South Korean sportswear market is moderate. While traditionally the industry has required large capital investment in product development, supply chain capabilities, and brand-building activities, the emergence of digital platforms has lowered certain barriers (Holtbrügge and Schuster, 2024). Online marketplaces and social commerce channels have helped smaller and niche brands reach consumers without having to create extensive brick-and-mortar connections. Additionally, the highly digital nature of South Korea's retail space allows for quick exposure for new brands via influencer partnerships and targeted digital advertising (Kreitz, 2025).
3. Bargaining Power of Buyers
For example, buyer power in the South Korean sportswear market is relatively high. Consumers have access to a great variety of international and domestic brands, and the proliferation of online retail channels offers instant price comparison and huge product choice. This transparency does raise the expectations of consumers and lowers brand loyalty, particularly among younger demographics, where trend responsiveness is valued over long-term allegiance (Bonsale et al., 2023). 
4. Supplier's Bargaining Power
Supplier power for New Balance in the context of South Korean expansion can be considered medium. The hybrid manufacturing model employed by the company, with in-house production and external sourcing, allows for some control and limits the company's dependence upon third-party suppliers (Kumar and Nanda, 2022). 
However, high-quality materials and specialist technologies, especially for what are considered to be high-performance running shoes, could increase the bargaining power of some suppliers. Expanding into South Korea will also require working with logistics providers, retail partners and local distributors. These partnerships may affect operational cost and efficiency, especially in a market where speed-to-consumer and high service quality are critical (Ndzabukelwako et al., 2024). 
5. Threat of Substitutes
The threat of substitutes for the South Korean sportswear market is coming from fashion-orientated brands, casual apparel companies, and boutique brands that offer stylish footwear with aesthetic appeal at a lower price range. These substitutes may not be able to replicate the technical performance qualities of athletic brands, but they often are influential in the lifestyle sneaker segment, which constitutes an important segment of consumer demand (Korsunenko, 2024). 
However, global sportswear brands enjoy high levels of emotional and cultural associations that lessen substitution effects. Consumers often see brands such as New Balance, Nike, and Adidas as ways to express themselves to the world instead of being merely functional purchases (Waworuntu et al., 2024).  
[bookmark: _Toc217216671]2.3 Strategic Synthesis (SWOT Analysis)
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[bookmark: _Toc217216689]Figure 5 Strategic Synthesis (SWOT Analysis) (Nooh, 2022)
Strength of Heritage and Craftsmanship
New Balance enters the South Korean market with a series of unique and established strengths that are closely aligned to emerging consumer trends in the sportswear and lifestyle footwear segments in South Korea (Gnanamoorthy, 2024). One of the most influential advantages of this brand is its powerful heritage and craftsmanship story that distinguishes it from its competitors with strategies that focus on performance innovation or mass-market appeal (Putri and Ambarwati, 2024). 
Strength of Retro and Performance Sneakers' Popularity
New Balance has adored the global revival of retro and performance sneaker droplets. Models like the 990, 2002R, 550 and 327 have gained remarkable international prominence because of the combination of nostalgia, comfort and contemporary updated styles (Lazouski, 2025).
[image: Suddenly Obsessed: How New Balance built a $5 billion brand]
[bookmark: _Toc217216690]Figure 6 Strength of Retro and Performance Sneakers' Popularity (Hintze and Design, 2021)
Strength of Hybrid Manufacturing and Quality Control
New Balance's hybrid manufacturing model serves as another support for its competitive position. Unlike many global sportswear brands that have only outsourced manufacturing, New Balance has a mix of in-house production facilities and external suppliers (Lazouski, 2025). This type of model guarantees better levels of quality control, quicker reactions to changes in consumer demand, and higher flexibility in adopting sustainable production practices (Font-Cot et al., 2024). 
Strength of Global Collaborations & Cultural Relevance
Another major strength stems from the brand's increasing global recognition via collaborations with designers, fashion labels and cultural influencers. These collaborations have helped New Balance sit in a special place at the intersection of high fashion and technical footwear (Trad, 2024). Such partnerships create a significant amount of media visibility and re-establish the brand's identity as innovative and culturally aware (Putri and Ambarwati, 2024).
Weakness – Brand Visibility Across Asia
Despite its strengths, New Balance has a number of weaknesses that may reduce the company's immediate impact within South Korea. One of the main challenges facing it is the relatively low brand visibility in Asian markets compared to the dominant players in the markets, such as Nike and Adidas (Saputri and Fachira, 2023). 
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[bookmark: _Toc217216691]Figure 7 Weakness – Brand Visibility Across Asia (Canva)
Weakness in marketing budget & local retail experience
The promotional budget of New Balance is relatively small compared with those of its major rivals, and this limits its capacity to participate in intensive advertising campaigns and costly endorsements that prevail in the South Korean sportswear market (Hiatt, 2023). 
Opportunities in Premium and Retro Sneaker Demand
Even with these threats, South Korea has high growth potential that can be well aligned with the main assets of New Balance. Among the most significant opportunities is the rising popularity of premium and retro sneakers, as the trends of the minimalist sneaker design and the growing popularity of the vintage fashion trends have been on the rise (Dong et al., 2022). 
Opportunities in Digital Retail and Influencer Engagement
Another significant opportunity that New Balance can consider is the highly developed digital retailing setting in South Korea. Online platforms are becoming more convenient and quicker and offer consumers a chance to release new products that are exclusive to them. It introduces favorable conditions to the digital-first strategies, which can result in brand awareness and customer loyalty (Rawajati Timur and Samuel, 2024). 
Opportunities with Local Partnerships and Cultural Assimilation
Collaborating with Korean designers, artists, and fashion brands is also a very promising market entry and cultural relevance approach. The fashion industry of South Korea is world-renowned in terms of creativity and fashion trendsetters, thus making it a perfect location to develop products inspired locally (Korsunenko, 2024). 
Threats from Competitive Intensity and Fashion Volatility
New Balance should also address a number of external threats in the South Korean market. The threat of intense competition by international and local sportswear brands is a persistent threat, especially since most of the competitors have already enjoyed strong brand loyalty (Dong et al., 2022). 
Threats due to Counterfeiting and Economic Uncertainty
The abundance of fake and imitation goods is another major threat, especially to the brands which depend on exclusivity and limited-edition issues. These imitations have the potential to water down brand equity and strip away consumer confidence. The economic uncertainty and changes in consumer purchasing power can also have a negative influence on the demand for high-end shoes because, in times of economic turmoil, discretionary spending tends to be less frequent (Rawajati Timur and Samuel, 2024).


Strategic Evaluation of Frameworks 
Throughout the detailed analysis of the strategic environment, South Korea is a particularly appealing and strategically viable market in which New Balance can develop the most efficiently. The PESTEL analysis indicates a favourable macro-environment, which is marked by political stability, a robust economic environment, fervour-driven social behaviour, a well-developed technological infrastructure, rising sustainability consciousness, and a clear legal system. The Five Forces illustrated by Porter demonstrate a highly competitive environment in which the world brands dominate; nevertheless, there are still some chances for differentiated players that could capitalise on authenticity, heritage, and design-driven innovation. 
The SWOT analysis also validates that the company strengths of New Balance in craftsmanship, retro and performance footwear, hybrid manufacturing and international partnering are well aligned with the South Korean consumer tastes. Even though the competition is fierce, the brand presence is low, and the economy is unstable, the previously mentioned threats can be addressed with the help of digital-specific efforts, local partnerships, and culturally sensitive storytelling. In general, the frameworks all contribute to making South Korea a viable and high-potential market for sustainable long-term development.
[bookmark: _Toc217216672]SECTION 3: Strategy Development and Formulation
[bookmark: _Toc217216673]3.1 Exporting
The least risky and resource-intensive international expansion strategy is exporting. In the case of New Balance, the firm could easily experiment with demand by exporting the finished products in the current production centers to South Korea without making massive investments. Such a strategy correlates with the competence of New Balance in quality-controlled manufacture and set supply chains across the world (Folenta, 2024). Nevertheless, exporting has drawbacks as well, which make it less suitable in the long term (Ayub, 2025).
[bookmark: _Toc217216674]3.2 Franchising and Licensing
Franchising/licensing will facilitate quick penetration of the market through the use of the local knowledge and capital of the independent operators. This approach would be a solution to the weakness in local market familiarity at New Balance as well as minimise financial risk. The franchise partners would have information on the consumer behaviour in Korea, retail outlets and operational patterns (Ahona, 2024). Nevertheless, this strategy has major drawbacks for a brand that is founded on its heritage, craftsmanship, and uniform quality. The franchising removes control of store design, customer experience and brand communication, resulting in the threat of brand dilution. Since New Balance focuses on high-end positioning and authenticity, franchising can compromise future brand equity when inconsistencies in standards can be observed (Hikmah, 2025).
[bookmark: _Toc217216675]3.3 Joint Venture
A joint venture provides a moderate expansion strategy of combining the strength of the New Balance brand globally and the local knowledge of a Korean partner. This approach directly addresses the lack of experience of New Balance in the Korean retail relationships and maintains a significant level of strategic control (Ahona, 2024). In a joint venture, New Balance also has the opportunity of having access to existing distribution networks, product offerings can be tailored to local taste, and financial and operational risks can be shared. It is also an effective way of localisation in marketing, store design and collaboration, which are key elements of success in the fashion-conscious market of South Korea (Ayub, 2025).
[bookmark: _Toc217216676]3.4 Wholly Owned Subsidiary (WOS)
The wholly owned subsidiary gives New Balance complete ownership and full control of its South Korean business. This approach is closely connected with the quality control and brand consistency ideas promoted in the company, along with long-term strategic vision (Folenta, 2024). Complete ownership will enable New Balance to control retail outlets, online businesses, and promotional programmes without affecting each other. Nonetheless, this solution also has serious drawbacks (Ahona, 2024).
[bookmark: _Toc217216677]3.2 Market Entry Strategy
A joint venture with a local retail or fashion partner is the best form of market entry for New Balance's expansion into South Korea. This approach offers multiple strategic benefits, which directly address the complexities of the Korean retail sector (Lee and Lim, 2023).
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[bookmark: _Toc217216692]Figure 8 Market Entry Strategy (Canva)
The financial and operational risks involved in venturing into a competitive and trend-sensitive market are shared between partners so that the burden does not fall on New Balance. Additionally, a joint venture helps in increasing the ability to localise both the products and promotional strategies so that the brand is real and can resonate with the cultural values of South Korea. Local partners are able to advise on store design, influencer collaborations and customer service expectations unique to the Korean market (Li and Jiyeon, 2025).    
[bookmark: _Toc217216678]3.3 Strategic Positioning
New The positioning strategy used by New Balance in South Korea must be built on a definite premium differentiation that emphasises craftsmanship, high quality, and storytelling as used in the brand. Through heavy focus on the aspects of genuine craftsmanship, the brand will be able to convey its years-long dedication to the rigorous production quality, technical skill, and detailing (Shah et al., 2022b). This strategy can enable New Balance to differentiate itself from the mass-market competitors who are mainly competing in terms of size, response to trends or intense marketing campaigns. Positioning based on craftsmanship in a highly competitive sportswear market will help the brand gain a perceived value and build its reputation as a manufacturer of well-engineered and designed footwear as opposed to a disposable fashion product (Muttaqin et al., 2025).
High-quality materials are also used to reinforce this premium positioning. South Korean consumers are sensitive to product durability and comfort and feel that they tend to assess a lot on the material feel, construction, and wearability over time before they make a buying decision (Shah et al., 2022a). New Balance can also attract consumers interested in both performance and aesthetic development by incessantly emphasising the functional and sensory advantages of its materials. This content-driven story is also useful in promoting the brand name in terms of its focus on comfort technology, which has further strengthened its presence in the lifestyle and performance market (Muttaqin et al., 2025).
In this positioning strategy, narrative-based branding is very vital. Heritage models, manufacturing processes, and design philosophy narratives help New Balance to create emotional links with consumers and cultivate brand authenticity (Shah et al., 2022b). This can be used in South Korea, a country that places a strong emphasis on brand stories and whose purchasing behaviour is likely to be enhanced by this method of building its brand, as it would increase brand loyalty, making New Balance a high-end, culturally appropriate alternative in the market (Korsunenko, 2024).
[bookmark: _Toc217216679]SECTION 4: Performance Evaluation Framework
[bookmark: _Toc217216680]4.1 Balanced Scorecard Framework
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[bookmark: _Toc217216693]Figure 9 Balanced Scorecard Framework (Humphreys et al., 2016)
A Balanced Scorecard approach would be useful in evaluating the effectiveness of New Balance expansion in the South Korean market since it offers a holistic, multi-faceted approach of summarising financial and non-financial aspects of performance (Fernández-Llano et al., 2023). Financially, the long-term goal is to have a sustainable increase in revenue with cost discipline. Monitoring the sales performance in South Korea and specifically in the premium sneaker market would help the company to determine whether or not its market entry strategy is providing any anticipated commercial results (Chehimi and Naro, 2024).
The customer view is based on seeing how the brand has been seen and experienced by the South Korean consumers. The most important considerations entail brand recognition, perceived brand value and customer satisfaction levels. Repetition purchase behaviour is a measure that will help understand the effectiveness of the customer retention approach, whereas an increase in the number of online customers will show the efficiency of digital interaction (Afshar and Shah, 2025).
In internal process terms, the performance evaluation has the focus on the efficiency of operations and quality of execution. This involves determining the reliability and speed of supply chain processes that are very crucial in fulfilling consumer demands of the availability of products in time. The performance of physical shops and online stores should be tracked to provide a smooth customer experience between the stores (Chehimi and Naro, 2024). 
The learning and growth dimension deals with the long-term growth capability of New Balance. This view considers the cost of training employees, local market knowledge, and innovation capability. Local design understanding and research capabilities are empowering cultural responsiveness and relevance (Fernández-Llano et al., 2023). 
[bookmark: _Toc217216681]4.2 The Triple Bottom Line Framework
The Triple Bottom Line model is a supplement to the Balanced Scorecard by providing a wider scope of performance measurement than the traditional financial results (Loviscek, 2020). 
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[bookmark: _Toc217216694]Figure 10 The Triple Bottom Line Framework (Wilcox et al., 2016)
Socially, the growth of New Balance should help the local communities in the form of job creation, responsible labour practices, sports and wellness. These measures improve the corporate image and reinforce trust by the stakeholders. The environmental performance is also important, especially with the increasing sensitivity to sustainability in a market (Loviscek, 2020). The use of recycled materials and a decrease in packaging waste and increases in logistics efficiency should be evaluated to determine the impact on the environment. Lastly, the profit dimension is long-term financial stability, market share stability, and innovation-based growth, which make sure that business success will be obtained at the same time as social and environmental responsibility (Kamaludin et al., 2024).
[bookmark: _Toc217216682]4.3 Evaluating Strategy 
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[bookmark: _Toc217216695]Figure 11 Evaluating Strategy
This framework focuses on the fact that the assessment of strategy does not concern merely the process of finding desirable opportunities but also making sure that the chosen strategies are matched with the context of the organisation, the expectations of its stakeholders, and its internal strengths. The diagrammatic illustration shows how strategic assessment is an intermediation factor between strategic analysis and strategic implementation (Lanka, 2024).
The issue of suitability is related to the appropriateness of a suggested strategy with the external environment and strategic position of the organisation. As indicated in the diagram, suitability is highly related to the various analytical tools like PESTEL analysis, Porter's Five Forces, strategic group analysis and value chain assessment (AMUNTAYARNI, 2021). The tools assist organisations to understand whether a strategy is responding appropriately to environmental opportunities and threats. An appropriate strategy is the one that will react upon the market forces, competition, and long-term trends in the industry as indicated by the strategic analysis process. The image results in the fact that the suitability is all about strategic logic, alignment, and being sure the selected direction makes sense considering the external situation in the organization (Mia, 2025).
Acceptability involves putting emphasis on the anticipated results of a strategy and the compliance of these outcomes with what major stakeholders anticipate. Visual points out the risk, returns, and stakeholder responses as significant to the assessment of the acceptability. This is in line with the fact that even good strategic plans may not succeed when the stakeholders can see the risks as too great or the returns as too low (Fraboni et al., 2023). Shareholders can be more interested in financial returns, and the employees worry more about job security and the stability of the organisation. This evaluation also includes customers, partners and regulators. The picture shows that acceptability is not only a financial consideration but a wider consideration of the way the various stakeholder groups will most probably react to the strategic change (Lanka, 2024).
Feasibility concerns the resources, capabilities and capacity of the organisation to implement the strategy successfully chosen. As shown in the diagram, the feasibility is associated with the individuals and skills, financial feasibility, and integration of resources. This points out that the strategies should be realistic and based on the organisational capabilities. When the strategy is appropriate and acceptable, it might fail in case the organisation has no expertise, funds, or systems required. The visual framework stresses upon the significance of matching the strategic ambition with the operational reality, which is needing the possibility of the organisation to perform its strategic promises (Fraboni et al., 2023).
The last phase, evaluation, combines suitability, acceptability and feasibility in order to find out strategies that fit all three at the same time. The way the photo depicts the strategy evaluation makes it clear that strategy evaluation is not a sequential process: it is a holistic process. The lack of strength in one sphere can destroy the entire strategic success. Organisational uncertainty can be minimised by incorporating environmental analysis, stakeholder analysis and internal capability analysis to enable organisations to optimise the quality of decisions made (Mia, 2025).
[bookmark: _Toc217216683]Conclusion
This report has discussed how New Balance can strategically expand into the South Korean market in the context of the more dynamic and competitive global sportswear industry. By combining the internal and external strategic analysis, the report has shown that South Korea presents a great opportunity as a country owing to the high sneaker culture, the high level of digital infrastructure, as well as the rising demand for high-quality lifestyle and performance footwear. Strategic frameworks used allowed an organised assessment of market appeal, competition and organisational preparedness. It was noted in the analysis that despite issues with brand visibility and stiff competition, New Balance has a good base to build on the factors of strong heritage, craftsmanship, and a differentiated product portfolio. It was determined that a joint venture with a local retail or fashion partner will be the best market entry strategy, as it would balance risk, control, and local market knowledge. This will allow the company to do successful localisation without compromising on the brand integrity.
Moreover, the offered performance appraisal model with the Balanced Scorecard and Triple Bottom Line lenses will allow making sure that financial, customer, operational, and sustainability goals are tracked in an organised manner. 
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Success Criteria For Evaluating Strategic Options

+ Suitability is concerned with assessing which proposed strategies
address the key opportunities and threats an organisation faces through
an understanding of the strategic position of an organisation: it is
therefore concerned with the overall rationale of a strategy.

+ Acceptability is concerned with whether the expected performance
outcomes of a proposed strategy meet the expectations of stakeholders.

+ Feasibility is concerned with whether a strategy could work in practice:
in other words, whether an organisation has the capacity to deliver a
strategy.

+ Evaluation is concerned with identifying strategies that can pass all the
hurdles of suitability, acceptability and feasibility.

Evaluating Strategy

Strategies can be evaluated according to the three SAFe criteria of
suitability in view of organisational opportunities and threats,
acceptability to key stakeholders and feasibility in terms of capacity for
implementation. s
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