Unit 3 Strategy

Reading: Nike's Goddess
it 5.2

Could a famously masculine company finally click with
female customers? That was the challenge behind Nike

Goddess, whose goal was to change how the company
designed for, sold to and communicated with women.

— ANLTAR]Z R FR b 2 6 e D 2 T AT 3P % 1
FRR? XIERW LA B m e r B, B ATR K
R F R 448 An B3R Jp 8 T ST Y SRek

Click with ESHE&R. 55k, BABRE
e.g. They ~ed with each other.
N IERES

In its 30-year history, Nike had become the undisputed

leader in sports marketing. But beneath the success was

an Archilles’ heel. Nike is named after a woman, the
Greek goddess of victory—but for most of its history, the
company had been perceived as being mostly about men.
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Undisputed (adj.) BEEEEN. EXLEEA
--> uncontroversial, noncontroversial
e.g. the undisputed leader in her field

FIBEIW SR P T R AEAY
Beneath (prep. & adv.) £ 77
beneath the surface EXRE T
beneath the Roman rule &% DH%ET
Archilles’ heel (FurZIZHT >~ FE)
BaEE. EMBEHT. AFESHRRNME
HAR, WAL ETIROBEEREE R
e.g. I'm trying to lose weight, but ice cream
is my Achilles' heel. 3 IF7ZZS 1RAE, 1
HER BRI E S,
Be named after [}..2&.. 688 H
e.g. The baby was named Ronald after his
uncle. BJIBURIR Z BB AT M,
Be perceived as A} (W E)
e.g. Stress is widely perceived as
contributing to coronary heart disease.
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Could Nike do more to realise the full potential of female
customers? And how could it afford not to, given the
threats to its future with Air Jordan running out of air
and brands like Skechers digging into the teen market
with shoes inspired by skateboarding, not basketball.
That was a huge question at Nike HQ. The launch of Nike
Goddess was the makings of an answer.
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Afford (v) RfBBE, XEE
e.g. I can't ~ a new car.
BERE—RBFE
e.g. | cannot ~ to have a holiday.
BRARBRER

Run out of (v.) f5E. R
e.g. Tie score. We're running out of time.
EEp i, FAKESET .

Diginto (v.) 4#f. IRR
e.g. dig into the works of an author
IR AIER B9 1E M

Skateboarding BIRIZZHN

HQ (abbr. = Headquarters) ZE#B, S<$#}
zombie HQ EF &
corporate HQ /A 5] 2 &R




Just Doing it differently 7 BE#24%
For much of this history, Nike’s destiny was controlled by

its founders, Phil Knight and his running buddies, who

signed up athletes in locker rooms and made their

executive decisions. But by throwing together a diverse

team of people with different backgrounds and different
levels of seniority, Nike has found that it can keep many
of its core attributes while adding new sources of
inspiration.
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Take the combination of star designer John Hoke and
newcomer Mindy Grossman, vice president of global
apparel. Hoke designed the look and feel of the first Nike
Goddess store. Then Grossman, whose career has
included helping make Ralph Lauren into a retail icon,
pitched the design ideas to Nike’s top retailers as stores
within stores. Now it looks like Nike has a chance to

reach a crucial objective: double its sales to women by

the end of the decade.

Destiny (n.) #5i=, Bli&
e.g. We are masters of our own destiny.
Bi=BECHmENEA,

Buddy (n.) 53, ki, BR(FELER)
buddy-buddy (adj.) JEFFZZH
e.g. We became great buddies.
AR T REFRIEHI.

Lockerroom (n.) EXZE (@55, AFHIEMN
BiEYENEE)

Executive (adj.) %KM, BEEN, 540
an executive committee H|f7&ZR<
an executive briefcase —PMEHR/AE

Diverse (adj.) FEAY, ZFHAY
(n.) diversity Z#£H
(B8 E] R AR
different G| varied LT
diversified Z /L AY| disparate A[FHY
wide-ranging 3% (4
e.g. The building houses a wide and
diverse variety of antiques.

XHHERNERERAIHNLE.
Seniority (n.) . &H
e.g. They offered him a post befitting his
seniority and experience.
B EET — 1T EEMNELSE
K H9BRAL
--> senior (adj.) K. FTRH
--> 1t X: elder/older/superior
--> [ X:junior/young/immature
Core attributes #Z/\EB 14
attribute (n.) B, ¥R
e.g. Generosity is his first attribute.
AR EENFR.
W) AET, £.HER (o)
e.g. She ~d her success to good luck.
I B SR TS,
Apparel (n.) KAk, AR

e.g. Women's apparel is offered in petite,
regular, and tall sizes.

TR AHNS . FESKS,
Icon (n.) 81§, BfR, HFS
fashion icon B &k A
cultural icon X{¢{B1&
computer icon B fX & FR
Pitch (v.) H#F. \AINH; #K&HW
e.g. My agent has pitched the idea to my
editor in New York. I MICIE A2 @K

AANNRE N FXNEE
Retailer (n.) S5
online retailer B &
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How to sell to women Arfa e 214 44 &

Nike Goddess began as a concept for a women-only store
and there’s a reason why. Many of the retail settings in
which the company’s products were found were a turnoff
to female customers: dark, loud and harsh—in a word,
male. In sharp contrast, the Nike Goddess stores have the

comforting feel of a woman’s own home.
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How to design for women Aef K414 1% 31

Designing a new approach to retail was only one element
in Nike’s campaign. Another was redesigning the shoes
and clothes themselves. Nike’s footwear designers
worked on 18-months production cycles—which made it
hard to stay in step with the new styles and colours for
women. The apparel group, which works around 12-
months cycles, was better at keeping up with fashion
trends. But that meant that the clothes weren’t co-
ordinated with these shoes—a big turnoff for women.
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discount retailer I NTER
Crucial (adj.) X<gH, EXEEN
a crucial moment X%

e.g. The next step is crucial to [for] our
success.

T— N HTENBMNNRINEEETE.
[BXARFIRTEE:

critical, decisive, pivotal, life-and-death
vital, essential, key, indispensable
paramount

Settings (n.) X&, HE, #iKE
system settings Z&RIRE
security settings L& E

Turnoff (n.) FAFAXA. W, X8, £ OME
e.g. You don't think the story's a turnoff?
RARFIIERTIA?

Harsh (adj.) ™EaY, $HER, RER
harsh punishment 57
a harsh texture ¥HREAYZTLR 5 it
a harsh voice RIEMNEZ

In sharp contrast #BAX}EL

e.g. Today's rain is a sharp contrast to
yesterday's sunshine.

SR SRERKI BT EF AR LE .

Element (n.) E%, #45%
e.g. Love is an element of kindness.
EefEZNVERER
[E XiE]
- element MREBEN—NEERLTEME
- factor XM RFFHNTERE
Footwear (n.) §3 (ARoJ#&id)

e.g. Some football players get paid millions
for endorsing footwear. £ Kz A
R R S 52 8E 7R .
Stay in step with %iF—Zi
stay/keep/march in step with 5455
Keep up with fR |, RIFEKR
e.g. She likes to keep up with the latest
fashions. Wh=XHATEE,
Coordinate (v.) {E#Hifd
- coordinated (adj.) t/MEH
- a well-coordinated surprise attack —>X
TEREHRFE
e.g. You might co-ordinate your curtains
and cushions. RNV IZIEE % M E LM
BIERCET



How to talk to women Arfi 5 414 4)3&

When Jackie Thomas, Nike’s US brand marketing
director for women, first heard the phrase “Nike
Goddess,” she wasn’t impressed. “I don't like talking to
women through gender,” she says. Nike Goddess had to
mean something to women and it was her job to make
that happen. “Women don’t need anybody’s permission.
We are at our best when we are showing women a place
where they didn’t think they could be”. For John Hoke, the
real power of Nike Goddess is not about traffic at stores.
It's about changing minds inside the company. “I knew
that Goddess could galvanise us,” he says, “It was an
opportunity to redefine and re-energise our entire brand
around a market that was taking off.”
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Glossary

Words and phrases

Skateboarding Turnoff
Destiny Harsh
Buddy Element
Diverse Footwear
Locker room Co-ordinate
Seniority Permission
Core attribute Galvanise
Apparel

Icon

Crucial

Settings

Impress (vt.) 45... B TFEI&R

- impression (n.) EJ&

- impressive (adj.) 25 AR ZIENR

- impressionism (n.) EJ& Kk

e.g. He impressed me as an honest person.

HEERVENRENEL A

e.g. Her smile was very impressive.

WA RS ATRIRZ B EN K.
Permission (n.) 9, E&E

ask for permission J&3K¥F 0]

without permission K& o] jEH

by permission of & [#k#&] HIEFT]

with your permission #ZNR{EFHIIR

written permission o [

- permit (v.) 2%

- permissive (adj.) EFH, NEH
Atone’s best RMERF, KRB RERS
Galvanise (v.) #hh. i@ AR

galvanise someone into doing sth.

BRIEAMES

e.g. That threat of losing their jobs
galvanized the men into action.

KAV BB B L NSRBI TR

Business terms
HQ

Executive

Pitch

Retailer
Production cycle
Brand marketing
Traffic




Business knowledge: Five essentials of an effective strategy

BREENANER

1 An effective strategy is deeply understood and
shared by the organization.

AR K BE T AR RIRATE R L T
Like the mission statement or guiding principles, a
strategic plan itself accomplishes nothing. What

matters is whether the people of your organisation
understand and internalize the strategic direction
you have articulated and can make tactical choices
on their own.

WARAE AT 5 K AR W —HE, ekt R AR F 4+ 2
T BT . EEI RN AP R R R DM
AR PR R B ek e, SRR S B ko Rt
#,

Matter (v.) EE, Ho#
[ All that matters is..lfE—EEHNE...
The only thing that matters is...
W—EEZNE
What really mattersis.. EIFEERE..
Nothing else matters HAh&AREE

Internalize (v.) R{k. Wik

Articulate (v.) . Rk

Make tactical choices fifH iRB&HRE

2. An effective strategy allows flexibility so that the
direction of the organization can be adapted to
changing circumstances.

R Rk BT RO AR LN T e e 3
N TR N

A rigid strategic direction seldom turns out to have

)

been the best course of action. To assure that your
business is nimble and able to react to changes in

the marketplace, it is essential that your strategy be
flexible and adaptable. It is essential to build and
employ effective mechanisms for observing and
listening to what is going on in the competitive
environment.

1B LAY BBk T e R ) RE TR R R S ARAT B 5 o A
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Rigid (adj.) {E#EH, JEiREY
rigid regulations i@ &t A9 N
Nimble (adj.) REHY, HEA
animble climber EiEHEE
Build (v.) E3r
- Relationships &7 X%
- Trust 7 {Z1F
- Reputation 7 FEE
- Consensus @37 3ti2
Employ (v.) REB. XH
Strategies ¥ FI%RHES
Tactics LA
Resources {#HHIR
Approaches BTk

3. Effective strategy results from the varied input of
a diverse group of thinkers.

AR ERBEIR T % AL H i AR LB AN

To ensure that your strategic team is ready to make
effective decisions, look carefully in the mirror. Do
you encourage debate, even argument, among your
team about key decisions, or do you encourage
toeing the company line? Remember that the well

Toe the line (v.) R4S . EFHE
-> do what is expected
e.g. He might not like the rules but he will toe
the line just to avoid trouble.
ARZFXENE, EXHTEHEESEFE
EEEST,

Oppressive (adj.) [FiEfy, R

oppressive government &r



documented occurrences of group think occur not
because of oppressive or stifling leaders. Rather, it
tends to occur when leadership groups enjoy
collegial and fond relationships.
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Stifling (adj.) € AZ 21
stifling heat #5329

4. Effective strategy follows a thorough and deep
analysis of both the external environment and the
internal capabilities of the organization.

A KW BX vk 3E SLAE 2 AN ERFR B A0 2B 4R ) R AE T B
BT IRRZ E

This is the essence of the famous SWOT model. The
strategist must understand the effects and the
dynamics of external entities such as competitors,
suppliers, regulators, and

strategic pattern

partners. A sound assessment of these external

factors leads to a rich understanding of threats to
ward off and opportunities to pursue. A realistic

self-assessment enables the organization to

leverage the strengths of the organisation and to
shore up areas of weakness.

XAFELY) SWOT BRI A HEAE. Bekd) T F LM
TERRINER AR (fSEFat T, T KA Ao
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Thorough (adj.) £, MK
a thorough fool —MILE B9
a thorough reform JJE A9 E

Sound (adj.) ARy, EHMN, EHH
asound sleep ZAME
e.g. He is sound on democracy. fth3tFERFF X
BIEREE.

Rich (adj.) £EM
rich/deep/profound/thorough/comprehensive
understanding SR ZI /42 IR

Ward off (v.) #FF, Byit
ward off/prevent/avoid threats 185 & i}

Pursue (v.) iB3K
pursue/seek/find/seize/grasp
MEN=

Leverage (v.) 2% A
leverage/utilize /develop apply sth.fl| Fi3E =

Shore up (v.) X#%. fIE

-> If you shore up something that is weak or

opportunities

about to fail, you do something in order to
strengthen it or support it.

e.g. shore up the damaged wall: 3E#RIARIE L
ETaE

5. An effective strategy identifies areas of

competitive advantage.
A W Bk Bk A B IR A ST F AR AR .

You don't need to be world class at mundane
business practises that are not your distinctive
competence, but you must maintain standards of
work equal to that of your competitors. You must
be world class at something that differentiates you
from the competition. Moreover, all members of the
organization must keep that uniqueness of their
company in__the forefront,

always keeping

Be world class at tH5E—REY
Mundane (adj.) ERE, HEH
e.g. Be willing to do mundane tasks with good
grace. R EM F=F NI T1E,
Uniqueness (n.) 44
unique (adj.) JR4FHY
distinctive - incomparable
In the forefront ZER] /7
Storefront 75~
Riverfront 3% fikiih
Unharness (v.) B, #ITZEH

In a vigorous manner FiE i



competitive advantages unharnessed in order to
compete in a vigorous manner.

TR B TR S S d 58, A%
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Vigor (n.) J&7]

energetic - lively
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