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Introduction
Designing organizational structures that correspond to the external needs of the organization is a success secret of Nike’s. Nike is a multinational sportswear company that stands above the edge of competition from like-minded rivals such as Adidas, Ford, Lockheed Martin and Pfizer. Nike has beaten all these same-industry giants by incorporation technology-based innovations in its internal structures such as manufacturing and production of customer-oriented types of products. Not only has the company been considering its consumers but also the environment at large. The sportswear corporation has creatively stayed updated with technology trends bringing an upper hand to its innovative practices of consumer satisfaction, technology adaptation and approaches to environmental protection. This paper precisely analyzes Nike’s innovation trending design and their impacts over recent years. In this paper too, a recommendation is also discussed as a process for resulting acceleration and sustenance of innovation in the company and into the future. Innovation design is the ability to create a recipe for sustainable competitive advantage and attainment of targeted profitability.
How Nike is Designed to Encourages Innovation
Nike has been motivated to adapt existing and new technologies in its design approach. In a broad view, this is an innovative approach that exploits the current opportunities in technology while at the same time ensuring it grasps future possibilities. Nike has, over recent years, used digital platforms such as Facebook and Instagram to reach out to its large consumer base (Boldt et al., 2016). But this has only been a tip of an iceberg. The entire iceberg came when Nike partnered with mega technology firms such as Dell EMC. The impacts of the collaboration were far-reaching in global sales and reputation standards.
Continuously, in the year 2017, when Nike ventured at Dell EMC World event, the company demonstrated how using virtual reality would impact on the creation of better shoe products (Lyytinen, Yoo & Boland, 2016). This provided an opportunity for the consumers to virtually visualize the type of shoes and other products they needed the company to create. Equally, Nike has had to collaborate with Hewlett Packard, a technology-based firm that tested whether HP 3D printers could generate high-quality shoes to the standards or more of those made by the company. According to descriptions by Lyytinen, Yoo & Boland (2016), the two technology-based approaches by Nike to partner with Dell and Hewlett Packard are illustrative of innovation at its best.
Nike has used value co-creation with a focus on consumer experience as its additional key innovation approach to success. Value co-creation means designing innovation techniques that are encouraged by the consumer needs and the corresponding company appreciation of their customers (Ramaswamy, 2008). Nike has achieved this innovation model by designing a product of choice in real-time through virtual representation (Locke, Qin & Brause, 2007).  In 2017, the company also produced an NFC chip supported sport shirt that had the ability to integrate the internet of things, IoT and wearable items (Childs & Jin, 2018).  This was a creative move meant to psychologically touch the hearts of fans, especially the ardent basketball fanatics.  It is an innovative approach that was giving back to the customers of the company. It was a way of expressing appreciation by the company.
Nike has innovatively been able to produce shoes from recycled materials. This was the biggest bold step that came with sustained profitability for almost a decade. As the world struggles with increased biodegradable materials such as plastics and polythene, Nike creatively innovated better methods of reusing such wasteful materials into shoe creation.  As discussed by Childs & Jin (2018), Nike received global recognition for reusing more than 70% of biodegradable products to make its footwear. This innovation technique was absolutely above the rest of what worthy competitors could do.
The Impacts that Nike has had from Using the Designs that Encouraged Innovation
Recycling biodegradable materials into making footwear had enabled Nike to have a sustained increase in annual income by 64% for almost ten years after the innovation. This is according to a report documented by Boldt et al. (2016). It has been established that since 2008 when the company first announced the recycling material innovation, most of its product sales have soared higher. For instance, the revenue was about $34 Billion by the 2017 fiscal year. This is revenue is largely attributed to this environmental conservation innovation.
Furthermore, Nike’s value co-creation led to the creation of consumer custom-maid jersey design that had not been witnessed in the same industry before. It was in the same year 2017 when the company released an NFC chip supported jersey for connecting the fans with their best players. With this creation, the company went beyond what innovation could posit at the time. The jersey had the ability to integrate the internet of things (Boldt et al., 2016). The overall impact was that the company reached a sky-rocking peak in annual sales. It achieved global high status in sports and designer outlets. The same year’s revenue for the company was comparatively larger than revenue accrued by rival companies (Boldt et al., 2016). These are the concepts that demonstrate the value of incredible innovation.
Recommendation on How Nike Can Go Further in Encouraging Innovation
Initiating employee forums can serve as motivation behind a company’s innovation. Employee forums can help the members to apply the concepts of design thinking. If there are issues hindering innovation, the members can inclusively gain empathic understanding to the problem then discursively define it and ultimately ideate possible innovative solutions. Employee forums permit individual employees to freely share experiences and learn from each other. The forum should encompass the inclusion of all employees since people are valuable resources. Just as it has been used at Google through their forum, Google Café, creating a forum will openly see discussion of issues and challenges pertaining to new ideas and experimentations that typify innovation at its best. Moreover, Hepburn, Pless & Popp (2018) discuss that forums unite employees in creating prototype inventions that, upon testing, can prove vital to the progressivity of the company.
Whereas Nike has tremendously achieved external efficiency on innovation over other competitors, it should practice a concept called fifteen percent time. As shown by Hepburn, Pless & Popp (2018), this concept requires organizational management to allow their employees to take up to fifteen percent of their salaried work time to leisurely introspect issues. It has been found that giving out free timeframes enables employees to meditate about what makes them happy and keeps them motivated at work and general life. From this, ideas and creativity are enhanced. This approach also requires a friendly work culture among organizational members. Together, the fifteen percent free time and a sociable work culture become the genesis of innovation.  It is a concept that readily works to the advantage of the company and that of individual employees.
Nike can similarly embark on using reward systems for innovative experimentations. This kind of reward is different from other appraisals, although it serves the same purpose of motivating the employees. This reward is for innovative experiments and not for ordinary performance appraisals, even though the two can be used simultaneously. Experiments are the fundamental initiators for innovation. The company management should distinctly communicate this concept to all the employees so as to equip everyone in its readiness. Conversely, the same reward should be issued even to those who fail to implement good innovative experiments. Locke, Qin & Brause (2007), conclude that rewarding the failures will serve as a sense of recognition even though improvement is required.
Conclusion
Innovation in organizations characterizes future growth. The growth may, however, be impeded if the organization fails to properly design its internal structure.  All structural elements in an organization such as goal and objective setting, strategy planning and implementation, employee relations and leadership management must work in a cohesive order so as to create technology-based innovations. Any imbalance between the internal elements must be addressed in time so as to achieve competitive advantage and profitability. Nike has had to leverage technology inclusion in its design strategies for innovation. The strategies such as adapting to the existing and new technologies, value co-creation and recycling bio-hazard materials have enabled Nike to stay upfront in competition for many years in business. To achieve even better impacts, Nike should incorporate sociable work culture, reward systems and employee forums in its internal structural design.
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