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Nike which is a pioneer company and a global leader and which plays a great part in provision of textiles for athletes as well as the sports industry for they have extreme ability and experience in development of new products basing on the market need in a particular time, (Park et al, p. 187). Nike has so many facilities, including the manufacturing plants as well as delivery locations that allows then to initiate new turns to the market. They also do so much research that helps fight the competitor and show its superiority by utilizing the information available. It is also shared and operated by a group of small but competitive firms. They also operate in Realtime, which allows them to overcome specific problems easily, which is rare for the industry. This gives them a competitive advantage over other industries. 
In the mid-nineties, Nike was accused of using child labour as well as paying less to its employees which led to a great drop in sales and portrayed a bad image to the society which began from improper resource management where they did not survey whether companies were responsible for manufacturing for Nike which created a bad impact to the companies’ profile. Nikes biggest mistake was working with the supply chain, which lead them to unethical crisis while authentically Nike was nowhere close to child labour. This story was featured by the media portrait 90 for a long time, as Nike featured as a manufacturer of exploiting employees.
To avoid crisis, Nike should recruited trusted management to do product reviews before forwarding them to supply chain. Secondly, Nike should have set its manufacturing plant to avoid unethical viewing of the company. Moreover, they should maintain high standards by paying employees proper wages and audit the manufacturing facilities to detect unethical practices.
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