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Research background
Social media channels like Facebook, Instagram, Twitter etc have become part and parcel of the daily life activities of contemporary people (Constantinides, 2018 ). The penetration rate of social media platforms in the world population has been immense in recent times. 
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Figure 1: Social media users globally, Source: (Statista, 2023)
For example, the present number of social media users globally is 4.78 billion in 2023. In addition, the number of social media users is expected to reach almost 5.85 billion in 2027 (Statista, 2023). Therefore these social media platforms have become effective mediums for social communication. Therefore, business organisations in almost every industry have been focused on including these channels in promotional activities to utilize this high popularity and to influence the buying preferences of customers. In addition, as social media marketing is a cost-efficient option in marketing techniques, it has been included in the contemporary marketing policies of successful business organisations. 
In addition, the social media marketing option creates scope for business organisations to influence the buying preferences of target customers by posting regular updates on social media pages. It is more likely for the customers to follow the updates of the offerings on social media sites rather than checking the official websites of the businesses (Diantari and Jokhu, 2021). Moreover, the social media marketing option creates the possibility for the marketers to communicate with the target customers more informally, which results in influencing the buying preferences of the customers. Nike has been a firm that operates in the global sports and fitness apparel industry and has been successful in using social media sites for promotional activities. This paper will discuss the effectiveness of the marketing initiatives taken by Nike using social media channels, which have been a critical success factor in influencing customer buying behaviour. 
Research Aim
The aim of this research is to analyse the effectiveness of Nike’s social media marketing strategies in influencing the buying behaviour of customers in the global market.
Research objectives
The objectives of this research will be as follows
· To analyse the concept of customer buying behaviour and ways marketing activities are utilized to influence it
· To investigate the ways social media marketing strategies are being performed to increase the possibility of influencing customer buying behaviour
· To analyse ways the leading sports and fitness apparel industry leader, Nike has utilized social media marketing strategies to ensure a positive influence on the buying behaviour of the customers.
Research questions
The research questions for this paper are as follows
1. What is consumer buying behaviour, and how it is influenced by marketing activities?
2. How are social media channels being utilised by contemporary business organisations to influence customer buying behaviour?
3. In which ways Nike uses social media marketing to good effect to influence customer buying behaviour?
Research  rationale 
The research will be rationale as it will deliver a clear description of the customer buying behaviour and ways analysis of it is significant for the business organisations to attain profitability is discussed in the paper. Apart from that the key rationale of the study will be the inclusion of the discussion of ways social media channels have become part and parcel of the marketing strategies of contemporary businesses. The paper will be significant as it will discuss a key part of the current marketing policies of successful companies which is social media marketing, and the detailed benefits attainable using social media marketing strategies. Additionally, the paper will be further rationale as it will critically analyse the social media marketing strategies and initiatives of Nike, the leader in the athletic apparel industry globally, and will identify the ways these marketing strategies have played a critical role in the success of the firm. 
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Concept of consumer buying behaviour 
According to Bazi, Filieri, and Gorton (2020), consumer behaviour is the way to find out buying and placing goods, ideas, and services by the consumer. In simple terms, consumer buying behaviour is defined as the study of consumers and insist they buy and use the products. With respect to a company understanding consumer buying behaviour is important for success and if a company fail the analysis of consumer behaviour then it a chance of product loss and so it is important to understand the products which are popular on behalf of the customer. It is varying with several factors such as what buying, why they choose and timing.
Key benefits provided by social media marketing 
In the context of social media marketing, it helps the company to get an idea about what trend is going on in the market nowadays everyone using social media so it is easily the general marketing insights on consumer buying behaviour. According to Dwivedi (2017), the main benefit of social media marketing is a rise in traffic and leads. Social media marketing helps the company to promote products on websites and other social media platforms and also build the brand. 
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Figure 2: Benefits of social media, Source: (Moghavvemi, 2018)
Nowadays, a brand uses social media for promotion and it is two types such as organic content and paid content. In the context of organic content, it refers to using the free tool by providing the particular platform and available resources such as profile picture, description, and cover picture and adding links to the company that helps the consumer to find the product (Moghavvemi, 2018). With the help of Google Company promoting businesses to sell products and services and SEO, SMM helps marketers to implant smart strategies for engagement in the website. There are various benefits of using social media like improving the brand, boosting website traffic, and build partnerships, promoting customer service, improving SERP etc. when everything is done properly marketing creates a positive impact on the brand and also helps to build trust, authority and identity.
Ways social media marketing has supported businesses to influence customers’ buying behaviour 
People are so much interested in social media and also made the decision for purchases products influenced by social media Individuals utilise time online instead of in real life so people are easily influenced via web-based media (Bazi, et al., 2020). In order to high rate of data generation and as a result consumer search directly and alternative products in minutes the most important role of social media is to change the communication system between the consumer and seller. Social media gives consumer authenticity by taking reviews of a particular product. Social media marketing is mainly implemented through several stages like awareness, familiarity, consideration, purchase, loyalty and post-purchase behaviour. Social media engagement is more important and focuses on the consumer’s purchase decision. Small-sized companies take advantage of using social media marketing and 21st century, the internet is playing a vital role and with help of these messages started people influencing various parts of consumer decisions, communication with brands and buying behaviour and with the help of Twitter, Facebook and Wikipedia. It helps the consumer in making decisions and it is generating data that helps businesses to get an idea about consumer buying behaviour so in a way, social media marketing impacts consumer buying behaviour and as well as supported the business to influence the customer. 
The initiatives are taken by Nike in using social media marketing strategies to influence the buying preferences of its customers 
Nike has been one of the frontline names in the global athletic and fitness apparel industry, which has been successful in its promotional strategy. According to Diantari and Jokhu (2021), Nike has been successful in developing effective social media strategies to ensure the best possible interaction with the target customers. Similarly, Dindasari and Sukawati (2022) also state that the inclusion of an effective social media marketing strategy has been a key success factor for the success of the firm. From the perception of Dindasari and Sukawati (2022), it is identified that Nike has identified the scope of influencing the buying behaviour of customers by utilizing promotional activities in the international market. In addition to this, Diantari and Jokhu (2021) also connote that the leading athletic apparel manufacturing company has been successful in maximizing its success using social media marketing strategies as it has used almost every popular social media platform like Facebook, Instagram, Twitter, and YouTube. The management of the firm identified that in order to influence the buying preferences of customers in different nations it needed to set a positive presence in a maximum number of social media channels. (Dindasari and Sukawati, 2022) states that establishing a presence in multiple social media channels has supported increasing the market penetration quality of the firm resulting in a higher chance of influencing customer buying preferences. 
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Figure 3: Instagram profile of Nike, Source: (Instagram, 2023)
For example, Instagram has been a key platform that has been used by the leading fitness apparel-selling firm, Nike. It uploads regular pictures and videos of the products to be offered by the company. In addition, it continually uploads video promotions of celebrities on the Instagram profile to ensure a positive influence on customer buying behaviour of the customers. Using this social media platform has supported the firm to include a huge number of followers, 278 million at present (Instagram, 2023). Thus it has created a highly popular presence among the target customer, which has supported it to influence the buying behaviour of the customers and to maintain the leading position in the international athletic and fitness fashion apparel industry. 
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Research methods
Other than mentioning research methods to be followed in the data collection, analysis and interpretation is important to ensure that the research is academically accredited (Bairagi and Munot, 2019). Here a positivism research philosophy will be followed, which will be justified as this supports collecting factual data. Therefore, it will assist in collecting key fact-based information from effective observation. Moreover, an inductive approach will be followed that is effective in developing multiple inferences in the research topic from specific questions. This approach will be justified as it will support a clear understanding of ways the social media marketing strategies have increased the promotional quality of Nike. In addition, an exploratory research design will be followed, which supports collecting information that is unexplored before (Stewart, 2018). This method will be justified as it will support exploring ways social media channels have supported the leading fitness and athletic apparel manufacturer to attain success in influencing customer behaviour (Snyder, 2020). Moreover, a cross-sectional time horizon will be followed, which will create scope for collecting information within a specific period of time that will support finishing the data collection within the target period (Zangirolam, 2020).
Data collection and analysis
Generally, there are two kinds of data collected in research that is quantitative and qualitative data. Quantitative data refers to information based on numeric facts (Kanuka and Anderson, 2007). On the other hand, qualitative data is described as the theoretical knowledge to be collected in the research (Saunders, et al., 2003). Here, the mono method will be followed in the data collection process, which will eradicate the chance of mixed data collection. Quantitative data collection will be done to ensure the collection of numeric data in the paper, which will produce corrective insight into the effectiveness of social media platforms in the promotional activities of Nike to influence its customer's buying behaviour (Stewart, 2018). In order to analyse the collected data in the paper a survey method will be followed. 50 marketing employees working in Nike's marketing department will be included in the primary data collection. The survey result will be presented in the form of a Google form, which will support developing a visual representation of the insight collected in the research.
Sampling and Sampling technique 
The target population will be 100 employees working in Nike in promotional activities and the sample size will be 50. The sample size will be justified as it will deliver the opportunity to collect adequate insight from people related to the research. Moreover, a clustering sampling technique will be followed, which is a probabilistic method that logically eradicates some input from the sample and includes the logical respondents in the sample. It will support maintaining the inclusion criteria to enter the sample of being at least 2 years of experience in marketing activities.
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Gantt chart
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