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1. [bookmark: _Toc91027344]Introduction
[bookmark: _GoBack]When it comes to the customer Journey, It is possible to make customer journey maps to show how a customer feels about a service, a physical or digital product, or even a whole brand. Nike focuses on providing good services to the customer, and mapping the customer journey is the best way to know about the company.  A journey map can help the team improve and optimise the customer experience in several ways. Often, businesses can figure out that something is wrong by looking at certain KPIs or hearing from people who aren't happy. However, the challenge is to determine why the KPIs or scores went down or got worse (Childs, 2018). Mapping out customers' experiences can help understand the small and big things that make this experience better and help figure out what's wrong. There are two main ways that journey mapping can help to zoom out: It helps to look at business or product differently. Customer journey mapping is a way to determine how customers feel about the business and what they think about it. However, people usually know a lot about improving their services, but most of them believe in word of mouth more than ads or commercials (Childs, 2018).
Online promotional strategies include to uses the sales promotion and to spread such kind of practices that includes spreading the message about the brand of the company. The need is to have a direct focus on the services to have a direct understanding of the promotional values. Another one is to uses the content marketing. Content marketing may be used to achieve a range of different objectives, depending on how you structure your plan. If you're looking to get people to download, join up, or convert, you may utilise long-form material such as white papers, eBooks, and more to achieve it. Content may be used for a variety of purposes, including aid and troubleshooting. As long as your consumers find your content beneficial, they'll assume you'll have at least portion of it in place for them.
When it comes to offline promotional strategies than it includes direct marketing. An organisation or product may use direct marketing to develop new business, enhance its profile, or make a sale by targeting an individual or corporation directly. Indirect marketing methods include direct mail, telemarketing, and email marketing. Text messaging, catalogues and brochures has been used by the Nike.
2. [bookmark: _Toc91027345]Customer Journey
[bookmark: _Toc91027346]2.1 Awareness 
When Nike wants to keep customers happy, they use value-creating mobile apps that become an important part of their daily lives. For example, the Jordan Breakfast Club sends users reminders each morning for 30 days, with workouts designed by Alex Molden, a former professional athlete, and world-class trainer, to help them stay on track for their goals. SNKR, on the other hand, is a favorite of "sneakerheads" because it gives them access to limited editions and special products (Schlenz, 2019). Using augmented reality and A.I., the Nike Fit feature helps people measure their feet and find shoes that fit. Based on research from the industry, Nike says that more than 60% of people wear the wrong-sized shoes. Nike is one of the best-known. In just three years, the Nike brand and marketing took off. Nike now sells shirts, track and field shoes, and more, starting with basketball shoes. From sponsoring Michael Jordan, one of the best basketball players globally, to many other sportsmen, even from motorsports. Getting Nike ready for its first birthday was not easy. In the NBA, the color of the shoes Michael Jordan wore was against the rules. It should have been 51% white, but the shoes were mostly red and black. They were not going to stop or change the color of their shoes (Schlenz, 2019).
They were able to turn the odds in their favor. They kept selling the product, and the people who saw it, especially young men, liked it. They thought of themselves as little renegades because they wore those shoes, and they were proud of themselves because of it. Larger problems also came from outside the country. Since Nike was made in several factories outside the United States, there were poor labor conditions and other issues. It was not an easy job, and it took a lot of knowledge to deal with the problems correctly. After a while, Nike and Nike could deal with the problems without losing a lot of their trust (Jaakkola, 2019).
[bookmark: _Toc91027347]2.2 Evaluation & Consideration
There is a need for the company to provide a good kind of consideration to the consumers. Most importantly, personalization is the new foundation of customer experience, and it needs to be a part of every project a brand does. Whether for a single customer or many people, the brand's personalized image needs to be clear, appealing to a specific persona. The latter is one of the most important findings in almost every CCW Digital report on customer service and customer experience. Still, it's even more important in Kibo's fourth annual survey on personalization in the retail experience. It is important to have a direct understanding of the digital report that should be known on the basis the customer services and experience (Stangl, 2021).
According to a survey, using a personalization strategy can pay off for half of the retailers. They are also in the best position to make changes to meet customer needs, whether during a socioeconomic pandemic or after one. In 2017, Nike realized that it had a big lead in both of these industries, and it decided that this was the perfect time to start making big changes to its marketing and customer service practices. The clothing giant launched the Triple Double Strategy. It promises to double its "cadence and impact of innovation," double its "speed to market," and double its "direct connections with consumers." There are three parts to Nike's Triple Double Strategy that sound good on the surface, but one of them has recently been more profitable than the rest. The most important part of the plan is to know about the profitable values that should be provided and focused on by the company (Zhavoronkova, 2021). 
[bookmark: _Toc91027348]2.3 Decision
The company needs to provide a good kind of focused ways for retaining the decision and make sure that the good kind of decisions will be taken. As Rodgers said, much of Nike's retail model is based on consumer research, which comes in part from the company's voice of customer program that began two years ago. If the person has a digital ecosystem and physical stores, how do they work together? When people think about using these two channels, the real question is: "How do people want to use them?" Before and during the pandemic, their "direct connections with customers" of their Triple Double Strategy have been very important to them. Even more important, they're using this campaign to lay the groundwork for what will happen after the pandemic, which we can all learn from. Speed of service and customer service outlets aren't the only things that set Nike apart from Adidas or Under Armour. The company's need is to focus on making a good kind of decision related to the customer (Kuehnl, 2019).
[bookmark: _Toc91027349]2.4 Retention
Nike wants to retain the customers by focusing on providing digital infrastructure. The Nike membership program is like a club for people who buy Nike products and are fans. They get special discounts and other things. It's easy to sign up for a membership with Nike. The company can join the Nike website or apps: Nike Run Club, Nike Training Club, and SNKRS. The Nike app is the main place where the company can get points for shopping. Check rewards and get messages from Nike here. Check out member-only collections, as well! Other Nike apps show up in the main app when people use them. When people go to Nike stores and events, they can also scan the app to get rewards while they're there. Nike's loyalty program has a lot of perks, like priority access to sporting events, early access to new products, expert advice on training and exercise, rewards for being active through their apps, birthday deals, and free shipping. Nike is ninth on the list of the most loyal brands on the internet. There are a lot of benefits to Nike's loyalty program, and we'll talk more about them now (Romano, 2020).
[bookmark: _Toc91027350]2.5 Advocacy
The company focuses on providing advocacy to the customers and providing the right kind of services. People should think about what Nike has done recently to communicate about social justice issues differently. The organization needs to have a direct understanding of the CSR responsibilities to ensure that the right kind of barriers will be resolved. Nike needs to focus on the campaigns and the statements that will help to participate in the corporate social advocacy that will help take care of the challenges. These challenges include the gender, racial, and cultural norms necessary to focus on the people. The critical analysis of Nike's statement and focus on the action that is based on the critical values. There is a need to know about the communication actions that will push the boundaries for engagement and corporate value  (DWIRANI, 2017).
[image: ]
Customer Journey (Pavlić, 2019)
3. [bookmark: _Toc91027351]Touchpoint before a purchase
[bookmark: _Toc91027352]3.1 Social Media
Many people buy things online now, and this number will grow a lot in 2020 because of the lockdown. More and more people use the internet, and tech companies are coming up with new ways to make shopping online easier. Online retail is expected to grow rapidly. Logically, many people decide what to buy online, and where do people spend most of their time online? On social media. It's hard to say how much social media affects customers, not just what they buy but also how they shop and what they do in general. Social networks have changed the way we promote products and even helped us find new ways to get people to buy our products, too.  This means that the customer journey isn't just shorter, but it's also more complicated now. Social media has made it easier for people to find new products.  There is a need for the customer to know about the providence of the social media strategies that should be known (Putra, 2019).
[bookmark: _Toc91027353]3.2 Online Advertisement
Nike's ads are very effective. They try to make stories that are important to people to build a big fan base. Nike uses "emotional branding" to make the customer feel something. Ads that are carefully thought out try to make Nike products seem more important to the people who buy them. As a rule, Nike tells its stories about a hero who fights an enemy, gets through difficult times, and ends up with glory (Kadadha, 2019). The enemy usually tells the hero that "You can't," but the tagline comes to help and says, "Just Do It." Another important part of Nike's digital marketing strategy is how they get their products out there. Nike sells all of the products for the e-commerce sites and supermarkets. Nike doesn't just make shoes. It also makes sports equipment, clothing, and many other things. Nike comes up with different and unique strategies and campaigns to stay at the top. The brand always uses new technology like hyper adapt. "Just Do It" is the tagline of the company. It has been known that's what they want to do. They have a wide range of products in many different business areas to keep their customers and give them bundles of products (Kadadha, 2019).
[bookmark: _Toc91027354]3.3 Digital Marketing Content
Digital marketing is seen as a very important thing for Nike, and Nike has a focus on digital marketing. Many people in the market, such as customers, intermediaries, and competitors, must be considered when making and implementing strategies. This is called the "market." It is important to understand the market to have a direct understanding of the values to make sure about the competitors. It is the most important and necessary point that is a much-needed understanding.  Today, no matter how big or small a business is, the world is not stable. Digital marketing moves so quickly that they need to develop new ideas all the time.
Nike has done a good job. Nike is, in fact, an American multinational company that makes shoes, clothes, accessories, and other sports goods. Each of the digital marketing strategies they show has made a million dollars for them. In digital marketing, when we talk about "monsters," we're talking about very big companies with a lot of success and making a lot of money with their online strategy. The need for Nike is to understand the successful ways that have an important part to play in the strategies and ensure the digital marketing strategies. Taking such ways is important for the company to know about them. When it comes to marketing, Nike is one of the best. They use unconventional methods and use digital strategies to change the way digital marketing is done, so they've become our main goal when we market to them (Smith, 2021).
[bookmark: _Toc91027355]3.4 Company Events
On April 21, 2018, Nike employees gave up their running shoes and bought water shoes instead. Nike Running teamed up with Event Solutions to plan a paddleboard party at the beach, then a cocktail hour around the campfire for drinks for their spring team-building event. A private shuttle took Nike employees from the Viceroy Santa Monica to their first outing, a Stand Up Paddling Experience. This was the first thing they did. Group: After lunch, the group went to Mother's Beach for a safety demonstration. Then they took off across the bay. Employees took a short tour of the ocean off the coast of California. As the team learned to balance outside their comfort zone, everyone laughed. This is a natural time for team-building, but we wanted to play a game in honor of the sportswear company's culture. This year, teams were split into six, and giant paddleboards were available for the wet relay race of the year (Jun 2018). 
[bookmark: _Toc91027356]3.5 Peer Referral
Some websites can make money through the Nike Affiliate Program by selling Nike products. Then, if the application is approved, The company will be able to look through a wide range of Nike links and banners on-site. Affiliates can make up to 11% of the money made from valid sales. Nike Inc. uses a strategic mix of publicity, personal marketing, direct promotion, sales raises, and public relatives to build and keep up its marketing communications mix. This allows the company to efficiently market its products and build its brand image. The person can find a lot of interesting things on Nike's website. There is a slogan they use called "Just do it." It tells people to go for their dreams and be great at them. Nike always uses this campaign, no matter what they sell or which social media site they are using (Ayungga, 2018).
4. [bookmark: _Toc91027357]Touchpoint during a purchase 
[bookmark: _Toc91027358]4.1 Conversations With Company Representatives
People who want to buy Nike's shoes, clothes, and other athletic gear can use its promotional mix or marketing communications mix to get in touch with them. This balance between attracting new customers and keeping current customers makes Nike's marketing communications mix work well, which is why it works so well. Nike has to talk about itself on its website to tell its customers and employees what it does. Nike can write an official letter inside the company to tell employees if there is a problem and tell them what they need to do and how to do it.
Through Better Buying, an anonymous rating initiative that collects supplier feedback on how Nike buys things, Nike gets feedback from its suppliers. During a collaboration with Better Buying, Nike asked our suppliers to join, and we used the information to help us make system and process changes (Jiang, 2019).
[bookmark: _Toc91027359]4.2 Product Catalogues
After product purchasing, Nike focuses on providing product catalogs to the customers. People can buy Nike shoes, shorts, cleats, base layers, and other things for sports like association football, basketball, track and field, combat sports, and so on. They can also buy them for people of all ages. Nike has a style number for each item it sells, from running shoes to clothes to sports gear. The company can want to order something online or by phone; the company first needs to know the style number. Also, if the person is looking for Nike products in a store, retailers may ask for this number to help them find them (Gausselin, 2019).
[bookmark: _Toc91027360]4.3 Product Reviews
Nike focuses on providing the option of product Review to the customers. Nike's main goal is to keep coming up with new ideas, designs, and products to help people get better at sports. It wants to make products with real performance innovation and technology benefits that help athletes do better. Nike has a consumer rating of 3.58 stars out of 240 reviews, which means that most people are happy with their purchases. Consumers who are happy with Nike often talk about air max and quality. In terms of Shoes, Nike is 72nd.
[bookmark: _Toc91027361]4.4 Website
Nike has a good website where all kind of products has been provided to the customers. Nike A website is also important because it helps people know who the person is and what the customer can do. Customers expect to have a website if the person is running a real business these days. If the business has a well-designed, informative, and up-to-date website, it will add credibility and strengthen the brand.
[bookmark: _Toc91027362]4.5 Point of Sale
Nike provides updated points of sale for its customers. Nike wants to get everyone excited about sports and do this, and the company comes up with new ideas that aren't common in the sports-goods industry. A new system lets us sell products, process payments, and run our store from smartphones or tablets. They can now help customers wherever they are in the store and accept any kind of payment from a smart device, anywhere and at any time. This means that they don't have to be behind a traditional register. Most of our customers are young people who know how to use their phones and are always on the go. They don't have time to wait in line (Grover, 2020).
5. [bookmark: _Toc91027363]Touchpoint after a purchase 
[bookmark: _Toc91027364]5.1 Thank You Letters
Nike usually writes Thank you letters to the customers who buy products that are more than the company's threshold. 
[bookmark: _Toc91027365]5.2 Product Feedback Surveys
After selling a product, Nike can use product feedback surveys to determine how satisfied customers are and what needs to be done to make the product even better. Product feedback surveys are usually online questionnaires sent to customers and/or people who aren't customers but are still important for business (Nurse-Findlay, 2017). 
[bookmark: _Toc91027366]5.3 Upselling/Cross-selling Emails
Nike uses Upselling/cross-selling Emails for the providence of good products. Cross-selling is when recommended products go well with what a customer has already bought. Cross-sell emails are an example of post-purchase emails, and they are one of the best ways to market. 
[bookmark: _Toc91027367]5.4 Subscription Renewals
When it comes to the subscription-Renewal that has a focus on the providence of the customer-focused ways. Every time a customer wants to keep their subscription into the next billing cycle, they go through this process (Winstone, 2021).
6. [bookmark: _Toc91027368]Benefits of Customer Journey Map
A customer journey map lets you compare the journey to how you thought it would be. It helps to see things from the customer's point of view. The person can see the challenges and pain points that made them take a different path to buy than the person had planned for them to take. To improve the customer experience, it is important to use this data to make sure that the sales and marketing strategies work better (Purcărea, 2018). The sales team often knows about customers isn't always what the marketing or product team thinks about them, even though they work together. This causes the customers to have a different experience from time to time. But if we use a customer journey map, all departments can see the same thing about how a customer interacts with business from the start. This makes sure that all teams have the same level of intelligence to work together to achieve a common goal. When the person makes a journey map, a person can see gaps in service or experience that might not have been noticed otherwise. Among other things, it might find out that the website doesn't have a live chat feature that can help customers solve problems quickly. Adding a chatbot, frequently asked questions (FAQ), or a knowledge base page is a simple way to fill in this space (Micheaux, 2019).
7. [bookmark: _Toc91027369]The Total Engagement Model
Nike has focused on the total engagement model to provide good services and products to customers. Customers feel when they interact with the brand and the company. People use the Total Engagement Model to ensure that the customer value proposition, advertising, culture, and service all work together. With the opening of this store, the brand wants to get to know its customers better and give them a shopping experience that fits their needs. "Last year to this year, the number of people in L.A. who used the apps went up by 48%," said Heidi O'Neill, President of Nike Direct. "We want to know our customers as individuals." We've always served the best athletes on their own all these years, so now we're giving it to them. We listen to the whole neighborhood. The store itself is a single-story 4,557-square-foot space with a strong pop-up look, starting with a mural on the front by Bijou Karma, who lives in Los Angeles. It shows a typical sunny day in the neighborhood. Products and amenities inside are chosen based on data from the five ZIP codes in the closest area to the store. Around 25% of Ni's shoes will be changed every two weeks to meet seasonal needs (Sun, 2018). 
[image: ]
Total Engagement Model (Sun, 2018)
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CONCLUSION
From the above report, it is concluded that Nike has demonstrated time and time again that it is the best at meeting the requirements of its customers. Nike has maintained its position as the market leader in the sports footwear business by providing customers with creative and unique items that some in the industry cannot supply. As a result, Nike has a competitive edge over its rivals, which it has leveraged to its full potential. Nike has been able to construct an all-encompassing strategy plan because of its Marketing mix. Nike has been shown that they are a formidable competitor.
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