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ABSTRAK

Attila Khansa Rayhan, 2024, 20201036031 1336, Universitas Muhammadiyah Malang, Fakultas
limu Sosial dan Hmu Politik, Program Studi Hubungan Internasional, Analisis Strategi
Internasionalisasi Nike.Ine di longkok dalam Menghadapi Persaingan Pasar Global, Dosen

Pembimbing I: Devita Prinanda, M.Hub.Int.

Penelitian ini menganalisis strategi internasionalisasi Nike, Inc. di Tiongkok dengan pendekatan teor!
cklekuk OLI (Ownership, Location, Internalization) dan metode desknptif kuahtatf Dalam dimens)
ownership, keunggulan merek global dan inovasi produk Nike menjadi faktor utama yang memperkuat
posisinya di pasar Tiongkok Strategi i didukung oleh rantai pasokan yang efisien dan teknologi
canggih yang digunakan dalam proses produksi. Dan sist location, Nike memanfaatkan potensi pasar
konsumen Tiongkok yang besar, kelas menengah yang terus berkembang, serta dukungan kebijakan
pemenntah yang mendukung investasi asing. Namun, tantangan dan persaingan merck lokal seperti L1-
Ning dan Anta menuntut novasi berkelanjutan Dalam dimensi internalization, Nike memihh untuk
mengintegrasikan sebagian besar proses produksinya untuk menjaga kontrol kualitas dan fleksibilitas
dalam menghadapi dinamika pasar Hasil penelitian menunjukkan bahwa keberhasilan Nike di Tiongkok
didukung oleh kombinasi inovasi, adaptasi lokal, dan strategi pemasaran digital Penelitian 1ni
memberikan wawasan bagi perusahaan multinasional lain yang ingin memahami dan menghadapi

tantangan dalam memasuki pasar global yang kompetitif

Kata Kunci: Nike, Tiongkok, Internasionalisasi, OLI, Pasar Global, Strategi.

Malang, 4 Februari 2025

Menyetujui,

Pembimbing, Peneht,

Devita Prinanda, M Hub Int Attila Khansa Rayhan



ABSTRACT

Attila Khansa Rayhan, 2024, 202010360311336, University of Muhammadiyah Malang, Faculty
of Social and Political Science, International Relation Study Program, Analysis of Nike.Inc's

Internationalization Strategy in China in the Face of Global Market Competition, Advisor: e
Prinanda, M.Hub.Int.

This study analyzes the internationalization strategy of Nike, Inc. in China with the OLI (Ownership,
Location, Internalization) eclectic theory approach and qualitative descriptive method. In the ownership
dimension, Nike's global brand advantage and product innovation are the main factors that strengthen
its position in the Chinese market This strategy 1s supported by an efficient supply chain and advanced
technology used in the production process. In terms of location, Nike capitalizes on the potential of the
large Chinese consumer market, the growing middle class, and the support of government policies that
favor foreign investment However, challenges from competing local brands such as Li-Ning and Anta
demand continuous innovation In the internalization dimension, Nike chose to integrate most of 1ts
production processes to maintain quality control and flexibility in the face of market dynamics. The
results show that Nike's success in China 1s supported by a combination of innovation, local adaptation,
and digital marketing strategies This research provides insights for other multinational companies who

want to understand and face the challenges of entering a competitive global market

Keyword: China, Global Market, Internationalization, Nike, OLI, Strategy.

Malang, 4 February 2025

Approved,
Advisor, Researcher,
Devita Prinanda, M Hub Int. Attila Khansa Rayhan
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