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[bookmark: _Toc151893278]Introduction

Nowadays shoes are playing a big role in fashion. They are an irreplaceable part of people’s daily life. The competition in the footwear industry is getting high and tight. To increase sales every company use different marketing strategies – one of which is celebrity endorsement. Celebrity endorsement as a marketing campaign is increasing its popularity, especially in the market of sports brands and it is a tool to increase brand image, change customers’ perceptions, and build strong brand loyalty.
Nike is the chosen brand in my research. It is founded in 1964 by Phil Knight and Bill Bowerman. Nike is an American clothing, footwear and accessories company, World’s largest supplier of athletic shoes and a major manufacturer of sport equipment. Nike is designing, manufacturing and selling worldwide products. There is no other company in the world with branding like Nike (Frisch, 2009). 

[bookmark: _Toc151893279]Research title

Analyzing the impact of celebrity endorsement on brand equity in promoting fashion brands. A case study of Nike

[bookmark: _Toc151893280]Rationale of the study

The importance of this research is to understand how using celebrity as a promoting strategy in one of the main communication channels between the brand and customer can affect the brand equity, whether consumers are influenced by famous people while purchasing a product and if they buy products because of the brand or because of the celebrity endorsement campaign (Aaker & Biel, 1993). Nike can benefit from the researched work, because can use it as a critical analysis of the celebrity endorsement campaign taken from the company, having it as an example whether they were successful or not and if can change something in the way of doing it in terms of increasing the sales, brand equity and customer’s perceptions of the brand.  

[bookmark: _Toc151893281]Aims, objectives and research questions of the research

The aim of the research is to analyze the impact of celebrity endorsement on brand equity in promoting fashion brands in particular case study for Nike Company.

Objectives of the research:
· Determine the current celebrity endorsement strategy utilized by Nike in promotion of the brand.
· [bookmark: _Hlk151638523]To investigate opportunities and challenges with Nike implementing celebrity endorsement in Nike.
· Analyzing the impact of celebrity endorsement on the brand equity of Nike.

Research questions:
· What is the current celebrity endorsement strategy utilized by Nike in promotion of the brand?
· What are the opportunities and challenges implementing celebrity endorsement in Nike?
· What is the impact of celebrity endorsement on the brand equity of Nike?

[bookmark: _Toc151893282]Literature Review

[bookmark: _Toc151893283]Celebrity endorsement is a strategic perspective which uses well-known people because of their fame and credibility to influence and change the perceptions of the customers for a brand. Endorsers are taking part in company’s promotion, grab the attention of the audience, communicate or send a message to the consumers and affirm impact on the client’s intention (Russell-Bennet & Parkinson, 2014).
Famous people also named 'celebrities' are participating in marketing promotion strategies in the company. They support the brand image of the company. Firms are investing huge amounts of money in people who have influence on their audience, because of their attractiveness or trustworthiness. These qualities are playing big roles in the promotion campaigns and influencing customers to buy the certain product or service (Erdogan, 2010). Companies should be really careful with choosing celebrities – do people like them, what is their past and are they the right one for the certain campaign?
Through the years Nike collaborated with many celebrities such as Michael Jordan, Rory McIlroy, Tiger Woods, LeBron James, Rafael Nadal, Derek Jeter, Roger Federer, Maria Sharapova, Kobe Bryant, and many others (Chang, 2023). The last collaboration and current celebrity endorsement strategy utilized by Nike started in April 2023 and it is between Nike and Travis Scott – his music fans are the power of his endorsement program.
Celebrity endorsement strategy has many opportunities but a lot of challenges as well. Opportunities are connected with boosting the purchase of the promoted products, the trustworthiness of the brand, popularizing the brand, and beating the competitors. On the other hand, celebrities could drop their business image, because the background the celebrity comes from him, also if the celebrity is too famous and appear quite often in advertising of other product, the customer could associate it with the other one (Block & C., 1983). For example, Travis Scott was reported for cheating scandal and decrease the price of the sneakers of the series ‘Air Jordan’ down to $890 (before the scandal went up to $3000).
[bookmark: _Toc151893284]Brand equity is one of the top research priorities which puts an intense interest among managers and strategists. It is a process of defining, measuring and understanding the consequences of building a strong brand (Aaker & Biel, 1993). Also, it is the value of the company, which is gained from the name recognition when it is been compared to a similar company.
As stated in Aaker, (1991), Brand equity is a set of brand assets and liabilities that can add value to the firm or customer. Assets can help to process and analyze huge amounts of information about the product or service. It can also affect customers’ perceptions of buying. The connection between ‘brand’ and ‘quality’ directly ehhance clients satisfaction and the experience of buying it.
Celebrity endorsers can effectively increase the brand recognition,  the sales and the company’s market value. If the endorser is singer like Drake will attract his audience to the brand, if it an athlete like Michael Jordan will bring his fans to the brand and if it is an influencer like Kevin Hart will bring his followers to the brand, which is basically the efectiveness of the celebrity endorsment process.
[bookmark: _Toc151893285]Keller’s Brand Equity Model is the model connected with undertanding what influences the brand and analyzing the factors aiming to achieve brand equity. The model is a tool used to understand customer’s perceptions and strenght the brand with using the right techniques, strategies and beliefs. The model is a pyramid with four level – different steps which has to be strictly followed if the brand wants to have strong brand equity ( Weitz & Wensley, 2002). Examples of Nike for all levels are shown up in the pyramid in red.
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The first level is called ‘Salience’ which means identity – the brand should make sure clients can recognize the brand, be aware of it and they have the right perceptions for it. This process includes researching how customers understand the brand, exploring if there are different market segments and then identifying the customer’s choice between the certain brand and all others. At the end of the process the brand will understand if it has to change something in the product/service or make some changes in the way that is it delivered to the audience. Nike use different positioning strategies such as: Innovative technology, Leading brand for sports products and it is building connection between Nike and successful athletes’ achievements (expressed in the logo ‘Just Do It’). 
The second level is called 'Brand Meaning' and it is divided into two sections: Performance and Imagery. The performance stage evaluates how well the offered product or service meets the customers' needs. Imagery stage evaluates how the product or service meets the customers' needs on a social and psychological level. If there are some gaps, the company should find a way to fill them. Nike increasing the meaning of their product through different ways such as: Customizing strategy – allows customers to create their own pair of shoes, Environment strategy – Nike uses 1 billion plastic bottles annually from landfills to produce yarns for new jerseys and uppers for Flyknit shoes and Charity strategy – the brand has a program called ‘Community Support Program’ where give more than $89 million to help 17 million kids worldwide to get active in sports and exercises.
The third level is called ‘Brand Response’ and it is divided into two sections: Judgements and Feeling. The judgment on its side goes into four categories: Quality, Credibility, Consideration, and Superiority. The company should understand if there is something that could be improved in terms of quality and credibility, and also how unique the offered product or service is and how the certain brand is superior to the other ones. The feelings should also be considered by the company and understood if there are strategies for all of them, if not what else should be included. Customers’ experience and reviews shows that people are satisfied with Nike, because of the high quality and state it as a ‘Favorite brand’.  
The fourth level is called ‘Brand Resonance’ – it is placed on the top of the pyramid, because is the most difficult and desirable level to reach. It can be achieved only if the customers have a deep connection with the brand. Keller divide this level into four dimensions: Behavioral loyalty – based on the regular purchases, Attitudinal attachment – when customers see the brand as a special purchase, Sense of community – when customers feel related with other people who love the brand, and Active engagement – when customers participate in brand’s clubs, online chats or events with no purchase needed. 
	
[bookmark: _Toc151893286]Research Methodology

The research methodology is a systematic and logically conducted plan for the whole process of carrying out the research which ensures scientifically sound findings. It includes information about the research philosophy, approaches, strategies, choices, data collection tools, and analysis, timespan of the research, and the ethical considerations included in the research (Saunders, et al., 2019).

[bookmark: _Toc151893287]Research Onion

The Research Onion is a model that aims to display and explain the different stages of conducting a dissertation in order to help students create an organized methodology. It is called ‘onion’ because each layer contains different elements that the researcher should examine and select the most suitable for its research, after selecting and explaining why, it should be peeled off and continue to the last one which is sitting in the core (Saunders, et al., 2019).
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Description automatically generated]Figure 1: Research Onion (Saunders,2019)

[bookmark: _Toc151893288]Research philosophy

Research philosophy is a complex of principles explaining how the data could be collected, analyzed, and transformed into valuable information. In other words, philosophy shows the nature and development of knowledge. Positivism is the chosen research paradigm for this research and includes factual knowledge, gained through observation with measurement trust. It states that knowledge stems from the human being’s experience. The positivism paradigm will help the researcher in this project to find answers to the stated questions, mentioned in the introduction part, based on a generally accepted worldview, after collecting and analyzing data, which will make the research more scientific (Amanfi, 2019).

[bookmark: _Toc151893289]Research approach

The research approach is the procedure to collect, analyze, and interpret the data (Bryman, 2015). This project uses a deductive approach, which is explained by testing an existing theory, formulating a hypothesis, collecting, and analyzing the data, and then rejecting or not rejecting the hypothesis This approach was chosen because it is well-organized, and it has systematic order. As stated by Saunders, M., Lewis, P., and Thornhill, A., (2016), the deductive approach is connected with positivist research and tries to verify findings reasonably. This approach will evaluate the impact of celebrity endorsement on brand equity in Nike. Regarding this evaluation, the researcher will be able to confirm the hypothesis that ‘celebrity endorsement as a promotion strategy has a significant influence on the brand equity in Nike’ based on the existing information in terms of celebrity endorsement.

[bookmark: _Toc151893290]Research strategy

The research strategy is giving the direction of the researcher’s process. Also, allows be creation of organized and scheduled research. This research work selected a survey method which is really effective for business and management studies, because saves time, and money, and will help to collect data from a large number of people. The interpreted information will be reliable and easily shown in graphs or tables (Amanfi, 2019).

[bookmark: _Toc151893291]Type of investigation

There are two types of investigation: primary and secondary research. The difference between the two of them is the type of data. This project will use primary and secondary research. 
Primary research acquires data directly from the source, collected by the researcher or commissions, and is optimized for specific needs (Sridah, 2010). This type of research will be taken through a survey where people will show their perception of Nike (a piece of information that is not possible to be collected by secondary sources).
Secondary research acquires data from pre-existing data sources such as articles, books, or reports  (Sridah, 2010). This report will use this type of research in its Literature review because the basic knowledge like definitions, marketing models, or promoting strategies have been taken in the past by authors, summarized and published in different documents.

[bookmark: _Toc151893292]Choices

There are two existing types of data collection: quantitative and qualitative research. They have differences in the approach and the type of data which they collect. Quantitative research puts the effort into numerical and measurable data taken through experiments, surveys, or questionnaires and analyzes data in a statistical way. Qualitative research relies on personal documents that show how people think within society (taken through interviews, observations, or focus groups) and seek to learn details and ‘why’ behind a certain answer (Creswell, 2009). In this research is used mono-method quantitative research because the collected data will be quantitative. 
[bookmark: _Toc151893293]Time horizons

The time horizon in the research shows what is the relevant timeframe for conducting research, which usually depends on the objectives and the type of investigation. There are two types of time horizons: Longitudinal research and Cross-sectional research. Longitudinal research involves taking a data sample at different intervals and it takes a long period of time in order to examine changes in attitude or behavior over a period of time. Cross-sectional research involves taking a data sample only once, the research is analyzing a phenomenon at a particular time (Melnikovas, 2018). This research will use a cross-sectional time horizon because there is a certain short period of time – ten weeks and should be done at a certain point of time – February to April 2024.

[bookmark: _Toc151893294]Data collection and analysis

This is the last layer of the Research Onion, which consists of gathering and analyzing data from different sources to find solutions and answers to the stated research questions. It also includes techniques and procedures used in the project (Baxter, et al., 2015). This project will conduct quantitative research with primary and secondary data.

[bookmark: _Toc151893295]Sampling

Sampling is the selected group of people that will be used to collect data, because the participation of the whole population is not possible. In this research, the sampled group of people will include students, friends and family of the researcher (Amanfi, 2019).
Sampling size is the number of participants included in the survey (Amanfi, 2019). In this research will participate 50 people in the sample group. After completing the research questions, the researcher will generate a QR code, which will help participants to easily scan it and fill the survey. When they answer all questions, the results will be send to the researcher for analysis.
Sampling type - this research will include researcher surroundings influenced by Nike based on age (18 years and more), gender (female and male), geographic location (because there are available participants from two different locations – London and researcher origin country – Bulgaria), and social class.
Sampling Method – There are two different types of sampling methods: Probability and Non-Probability sampling. Probability sampling includes random selection, which can make a stronger statistical analysis of the group and decrease the risk of selection bias. Non-probability sampling includes non-random selection, based on certain criteria, which makes collection of the data easier. The sampling method in this research is selected to be convenience or non-probability sampling. This method is easiest and obtain the data faster (Baxter, et al., 2015) . It will take place online, through scanning a QR code and answering the survey form.
[bookmark: _Toc151893296]Data collection methods

[bookmark: _Toc151893297]Data collection methods are approaches for gathering data (Amanfi, 2019). The tool which is used in this research for creating online survey is Microsoft Forms. The form will use two languages – English and Bulgarian, but the default one will be English. The survey will consist of a maximum of ten questions – close-ended because we conduct quantitative research. The duration for filling out the survey will be five minutes.

Analysis of data

Data analysis is process of applying statistical or logical techniques to describe, recap, and evaluate data (Amanfi, 2019). In this quantitative research will be used Microsoft Excel as a analyzing tool, which will help the researcher to create graphs and charts.

[bookmark: _Toc151893298]Research ethics

Research ethics are the moral principles that will be applied by the researcher when carrying out their work. These principles create the regulations which have to be followed strictly. This includes information about how the research is regulated and designed and the results (Bryman, 2015). To make sure the researcher is following these ethical standards, she will not pass the information to other people and all the contained data will be kept private and confidential.

[bookmark: _Toc151893299]Planning – Gantt Chart

The Gantt chart is a useful tool for dissertation writing. Using a Gantt chart for the dissertation will help the researcher to understand the timeline and the resource which I need for all the tasks, it will create a vision of how the project will be completed, which is really important when the tasks are so many (Amanfi, 2019)
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