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Marketing management
Question 1
Calvin Klein – Customer intimacy 
Harley – Product Leadership
Hermes – Operational excellence
Lego- Product Leadership
Microsoft - Operational excellence
Nokia - Operational excellence
Starbucks - Product Leadership
[bookmark: _GoBack]Virgin – Customer intimacy 
Question 2
U.S. - Product leadership. The country as a whole looks dominant in terms of product leadership, considering most of brands are valued globally. 
China – Operational excellence. China strives to cater to each & every product category through their sheer management system, processes, product delivery & low cost is key.
Japan – Product leadership. Japan focuses on delivering through invention & innovation of products & services.
Germany – Product Leadership. The country focuses on quality & excellence of its products especially automobile. 
Brazil - Operational excellence. Brazil is highly focused on variety & consistency. 
Question 3
I choose to analyze Nike Company. 
Porter’s five forces are power of customers, power of suppliers, and competition in the industry, new entrants, and threat of substitute products (Grundy, 2006).
Bargaining power of suppliers: low
Since Nike products are made globally, multiple & small suppliers pose low competition from suppliers.
Bargaining power of buyers: low to moderate
The switching cost of customers is low as there are many brands available like Adidas and Puma. 
Threat of substitutes: High
Customers can switch to substitute products because there are many competing brands making similar or matching products.
Threat of new entrants: Low
Although investment required is low but getting other things in process is costly affair and not easy like marketing, distribution and supply chain management
Level of competitive rivalry: High
A saturated market with many players like Adidas, Under Armour, and Puma who pose strong competition to Nike. 
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