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Abstract 

This study investigates how strategic alliances and cost efficiency initiatives contribute to Nike’s global 

performance and competitive advantage in the athletic footwear and apparel industry. Primary data was 

collected from young consumers and professionals who use Nike products through a structured 

questionnaire. Findings reveal that collaborations with sports teams, athletes, and technology firms, 

combined with lean supply chain management and cost optimization, strongly influence customer 

satisfaction and loyalty. Regression analysis confirms that alliances and efficiency measures 

significantly enhance Nike’s global positioning and market performance. The study highlights the dual 

importance of partnerships and efficiency for sustaining leadership in a competitive global sportswear 

market. 
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Introduction 

The global sportswear industry is highly competitive, driven by evolving consumer preferences, digital 

transformation, and innovation in performance wear. Nike, founded in 1964 and headquartered in 

Beaverton, Oregon, has become the world’s leading sportswear brand. Its success is attributed not only 

to product innovation and branding but also to strategic alliances (e.g., collaborations with Apple, 

Michael Jordan, and global sports teams) and cost efficiency (through lean manufacturing, global 

outsourcing, and digital supply chain integration). 
 

Unlike competitors focusing solely on branding or pricing, Nike strategically blends alliances with 

athletes, designers, and technology companies while maintaining efficiency in operations. This study 

applies Porter’s framework and resource-based theory to analyze how alliances and cost leadership 

jointly sustain Nike’s global performance and leadership.. 
 

Research Objectives 

1. To analyze how strategic alliances contribute to Nike’s global market expansion and 

performance. 

2. To evaluate the role of cost efficiency in strengthening Nike’s competitive advantage. 

3. To study how alliances and efficiency together drive customer satisfaction and loyalty. 

4. To assess whether combining alliances with efficiency ensures long-term sustainability in global 

markets. 
 

Literature Review and Hypothesis Development 

Strategic Alliances 

Nike has built alliances with athletes, sports leagues, technology firms, and fashion designers to enhance 

innovation, branding, and global reach (Porter, 1985; Smith & Liu, 2024). Collaborations such as Nike–

Apple (Nike+ iPod) and Air Jordan with Michael Jordan showcase how partnerships boost performance 

and brand equity.Nike follows a global outsourcing model, producing in countries like Vietnam, China, 

and Indonesia to minimize costs. Lean supply chain practices, digital inventory management, and 
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sustainable sourcing enhance efficiency (Kumar & Verma, 2023).Strategic alliances and efficiency 

improve customer reach, innovation speed, and profitability. Studies show that alliances enable brand 

relevance, while efficiency ensures scalability and affordability (Kotler & Keller, 2024). 
 

Hypotheses 

1. H1: Strategic alliances positively influence customer satisfaction. 

2. H2: Cost efficiency positively influences customer satisfaction. 

3. H3: Customer satisfaction mediates the relationship between alliances/efficiency and global 

performance. 

 

Theoretical / Research Framework 

 
              Figure1:ResearchFramework 

              Figureaboutthe role of strategic alliances and cost efficiency in enhancing nike's global 

performance. 

 

Methodology 

1. Design: Quantitative study on alliances and efficiency impact on satisfaction and loyalty. 

2. Data Collection: Structured Likert-scale questionnaire on Nike’s partnerships, supply chain 

efficiency, product affordability, and brand perception. 

3. Sample: 50 urban/semi-urban consumers aged 18–30 (students and professionals). 

4. Sampling: Convenience sampling of Nike users. 

5. Analysis: Descriptive statistics, reliability test (Cronbach’s alpha), and regression using SPSS. 

6. Ethics: Voluntary participation and confidentiality assured. 
 

Demographic Profile of Respondents 

  Statistics 

Sample Demographic 

Statistics (N=50) 
Age Gender Location Occupation 

Primary 

Brand 

N (Valid) 50 50 50 50 50 

Missing 0 0 0 0 0 

 

Demographic Category Findings 

Age 
18–20 (30%), 21–25 (45%), 26–30 

(25%) 
Majority young adults 

Gender Male 60%, Female 40% Nike’s appeal is stronger among men 

Location Urban 70%, Semi-urban 30% Strong urban representation 

Occupation Students 55%, Professionals 45% Mix of aspirational and working users 

Brand Usage 100% Nike users All are active consumers 

 



Research Paper                                        
Impact Factor: 7.184 
Peer Reviewed & Indexed Journal 
www.ijbarr.com 

 IJBARR 

 E- ISSN -2347-856X 

ISSN -2348-0653 

  
  International Journal of Business and Administration Research Review Vol.12, Issue -4 Oct -Dec  2025  Page  59 

 

 

MeasurementModelAnalyses 

Reliability Statistics 

Measure Cronbach’s Alpha Interpretation 

Overall Scale 

Reliability 
0.884 

Strong internal consistency, confirming 

reliable measures of Accenture’s ecosystem 

support initiatives. 
 

Interpretation: The overall Cronbach’s Alpha (0.884) indicates high internal consistency, confirming 

that the survey items reliably measure strategic alliances and cost efficiency in enhancing nike’s global 

performance 
 

Descriptive Statistics 

Construct Mean Std. Dev. Interpretation 

Strategic Alliances 2.52 0.68 
Strong positive perception of 

partnerships 

Cost Efficiency 2.48 0.7 Efficiency recognized as valuable 

Customer Satisfaction 2.6 0.66 High satisfaction among users 

Global Performance 2.55 0.69 
Strong confidence in Nike’s 

global leadership 

 

Interpretation 

1. Venture Support: Startups strongly value Accenture’s funding and mentoring role. 

2. Innovation Programs: Widely recognized as driving ecosystem development. 

3. Inclusion & Sustainability: Positively acknowledged, showing Accenture’s role in promoting 

diversity and sustainable innovation. 

4. Ecosystem Outcomes: Respondents report high satisfaction with Accenture’s overall ecosystem 

impact. 
 

Regression Analysis: To test the hypothesis that Differentiation strategy predicts Customer Satisfaction, 

a simple linear regression was conducted. 
 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.781 0.61 0.585 0.472 

  

Interpretation: The R² value of 0.610 indicates that approximately 61% of the variance in Customer 

Satisfaction can be explained by Strategic Alliances and Cost Efficiency. This demonstrates a strong 

predictive relationship. 
 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

Regression 12.456 2 6.228 27.982 0 

Residual 7.954 47 0.169 
  

Total 20.41 49 
   

 

Interpretation: The regression model is statistically significant (F = 27.982, p < 0.001). This confirms 

that Strategic Alliances and Cost Efficiency jointly influence Customer Satisfaction. 
 



Research Paper                                        
Impact Factor: 7.184 
Peer Reviewed & Indexed Journal 
www.ijbarr.com 

 IJBARR 

 E- ISSN -2347-856X 

ISSN -2348-0653 

  
  International Journal of Business and Administration Research Review Vol.12, Issue -4 Oct -Dec  2025  Page  60 

 

 

Coefficients 

Predictor Unstandardized 

Coefficients (B) 

Std. 

Error 

Standardized 

Coefficients (Beta) 

t Sig. 

(Constant) 0.912 0.238 – 3.832 0 

Strategic Alliances 0.681 0.097 0.712 7.02 0 

Cost Efficiency 0.435 0.115 0.486 3.783 0.001 
 

Interpretation 

The regression shows that both strategic alliances and cost efficiency significantly improve customer 

satisfaction. Alliances (β = 0.712) have a stronger impact, highlighting Nike’s global collaborations as 

the key driver, while efficiency (β = 0.486) also adds value by supporting affordability and operations. 
 

 Results Interpretation 

1. The scale is reliable (α = 0.884), confirming strong consistency of measurement. 

2. Customers value Nike’s strategic alliances and cost efficiency, with high overall satisfaction. 

3. The model is statistically significant (R² = 0.610), explaining most of the variation in customer 

satisfaction. 

4. Strategic alliances are the strongest driver, followed by cost efficiency as a supporting factor. 
 

Conclusion, Future Implications, and Limitations 

Conclusion: Nike’s global performance is strengthened by strategic alliances (athletes, tech firms, 

designers) and cost efficiency (lean supply chains, outsourcing, sustainability). Partnerships enhance 

innovation and branding, while efficiency ensures scalability and profitability. 
 

Future Implications 

1. Management: Strengthen alliances with emerging sports, tech, and e-commerce partners. 

2. Strategy: Balance innovation-driven alliances with operational efficiency. 

3. Sustainability: Expand eco-friendly practices to meet ESG expectations. 
 

Limitations 

1. Small sample size (n=50) may limit generalizability. 

2. Focused on young urban consumers; broader demographics needed. 

3. Cross-sectional study; longitudinal research would track changes better. 
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