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Strategy and productivity
Healthy competitions in a business environment are a benefit to both the companies involved and their customers as well. Competition helps the business to realize their progress and prosperity, identifies their weakness and strength. To the customers, competition influences their wants and needs, pricing and promotions. For companies to outdo each other, they have to develop strategies by emphasizing the business design, product cost, location quality of the product, flexibility and supply chain management. They must also calculate their productivity in terms of growth and service. I will therefore use the two stores where I shop, Nike Store and Reebok, to reflect on chapter 2 (Strategy and Production) to show how they compete with each other.
Nike and Reebok stores are still my favorite shopping stores. They are very strategical in their operations. Nike has established a strong brand identity that is well recognized and distinguished with the brand name and logo, the swoosh. The brand name is straightforward to memorize by the customers. Nike has dramatically used the capitalized on the idolized view of American by using their athletic heroes. They have, therefore, targeted and captured many youths by their brand association. Nike uses three vivid channels as their strategy to create awareness and enhance brand image when it comes to advertisement. These channels include athlete endorsement, Nike App, which gives access to the Nike Plus rewards program, Nike Live store model. The quality of the Nike shore brand is highly perceived by both the athletes and the public. They design their shoe in high standard professional competition. Winning athletes usually wear Nike shoe, influencing the perception of the customers to relate success with Nike. Unlike Reebok, which uses garments to fabricate their shoe because it is more fashionable, Nike uses leather because it is durable, achieving their commitment to quality. Therefore, most customers, including me, consider durability rather than fashion. Nike and their consumers' relationship are ever strong because, unlike Reebok who majors on online interactions with their customers, Nike has some of its employees interacting with their customers on the streets, listening to their needs and brand perception, like others on the internet as well.
In my opinion, it is hard to tell which one is the best brand. Recently, Reebok has exhibited more revenue increment than Nike (Penman & Penman, 2007). Reebok has gained attraction from basketball, using Curry in their advertisement and lowering its price. On the other hand, Nike continues to hike their price without inventing enticing innovations in its design. Reebok designs its products with the target market in mind. They mainly target consumers from upper-middle-class, followers of combat MMA and Cross-fit. Reebok understands the diversity and uniqueness in society; therefore, they celebrate the authenticity and individuality of the people. For example, it used the #FitToFight campaign to encourage women to fight and achieve physical, mental and social fitness. Their claim to be a women-first brand and feminine brand gained them recognition among women. Their mission constantly challenges and Lead through creativity, influences the creation and marketing programs and reflects unlimited creative potentials. Their vision, fulfilling potential, guides them in creating unique opportunities like creating recreational runners for kids on the playgrounds. In 2017, Reebok acquired a very high brand value exceeding Nike. Its products have a tough look, representing an extreme lifestyle. All its architecture revolves around inspiring new heights of achievements for both the consumers and Reebok itself. It has many channels across India promoting its products. Critical markets for its creation are Asia pacific, showing how its operations are located all over the World.
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