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[bookmark: _Toc214475839]Introduction
Nike, Inc. is a global leader in athletic footwear, apparel and equipment, renowned for its “Swoosh” brand and long-standing association with professional sport and lifestyle culture. Founded in 1964 as Blue Ribbon Sports and rebranded to Nike in 1971, the company is headquartered in Beaverton, Oregon, and operates internationally through its primary NIKE brand alongside Jordan and Converse (NIKE, Inc., 2025). Nike’s mission — to “bring inspiration and innovation to every athlete* in the world” — underpins its product strategy, marketing and sponsorship ecosystem; the firm defines an athlete loosely (“if you have a body, you are an athlete”), which supports its broad consumer targeting across age groups, performance levels and fashion segments (NIKE, Inc., 2025).
Financially, Nike has been one of the largest players in the global sportswear market. The company reported total revenues of approximately $51.4 billion for fiscal 2024, demonstrating resilience despite fluctuating regional performance and macroeconomic headwinds (NIKE, Inc., 2024). While apparel and equipment offer complementing development prospects, Nike's revenue mix is still significantly skewed towards footwear, especially luxury and performance categories. Product innovation, athlete and celebrity sponsorships, and a growing direct-to-consumer (DTC) strategy that prioritises Nike's own retail locations and online platforms are all part of the business model. This DTC pivot has helped Nike capture higher margins and deeper consumer data, though it also requires significant investment in logistics and digital infrastructure (NIKE, Inc., 2024).
Nike is a well-known retailer and cultural force in the UK. It supplies big sports teams, works with influencers, and has a network of brand stores and wholesale agreements. However, operational and strategic difficulties have emerged in recent years. In 2024–2025 Nike faced softer demand in key markets, prompting leadership changes and cost-management initiatives; more recent reporting indicates further restructuring moves as the company aims to streamline corporate roles and refocus on core product categories (Reuters, 2025). Because changes in global strategy—such as inventory regulations, price, or retail footprint—quickly affect market results in developed countries like the UK, these developments are especially pertinent for a UK-focused examination.
All things considered, Nike combines a scale advantage, great brand equity, and the capacity for innovation with contemporary strategic considerations that call for close examination. To comprehend the potential and threats that the company faces both locally and internationally, it will be crucial to look at Nike's most recent financial statements, DTC progress, UK retail footprint, and competition dynamics (such as adidas, Puma, and fast-fashion newcomers).
[bookmark: _Toc214475840]Key consumer and industry trends and data that affect the organisation
Nike works in the quickly changing sportswear sector, which is influenced by structural dynamics and changing consumer preferences. Health and wellness consciousness is one of the biggest trends. Across the UK and globally, consumers are increasingly adopting more active lifestyles, leading to sustained demand for performance apparel and footwear. According to a recent IMARC Group report, the UK sportswear market was valued at USD 6,529.98 million in 2024 and is forecast to grow at a compound annual growth rate (CAGR) of 3.84% between 2025 and 2033. Key drivers cited include rising fitness participation, growing health awareness, and demand for functional but stylish sportswear. (IMARC Group)
Closely related is the athleisure phenomenon, where athletic clothing becomes part of everyday wardrobes rather than being restricted solely to sport. In the UK, this blending of fashion and fitness is driving major growth: Ken Research reports that increasing remote working and a preference for comfortable yet stylish garments have boosted demand for athleisure (Ken Research, 2023) Consumers increasingly demand attire that is multifunctional — helpful for workouts, commuting, and leisure — which plays into Nike’s strength in blending performance and lifestyle qualities.
Another critical trend is the growth of e‑commerce and digital direct-to-consumer (DTC) channels. As consumers continue to shift their purchasing habits online, sportswear brands are investing heavily in their digital platforms. IMARC’s report highlights the rise of online retail penetration as a key factor in the UK market’s expansion. (IMARC Group, 2022) For Nike specifically, this trend supports its DTC strategy: selling directly to customers allows for better margin control, deeper customer relationships, and the ability to collect valuable data on buying behaviours.
Additionally, ethical production and sustainability are becoming more and more crucial. Customers in the UK, especially younger generations, are more conscious of the environment and want circular business models, recycled materials, and increased transparency. According to industry studies, the ethical aspect of sportswear is becoming commonplace rather than specialised (Manchester Professionals,2025). Nike needs to keep promoting more sustainable product lines and expanding its "Move to Zero" effort, which aims to achieve zero carbon and zero waste, in order to compete.
Premiumization is another upward trend. According to Grand View Research, the UK premium sportswear market generated USD 6,473 million in 2024 and is projected to grow at a CAGR of 9.3% through to 2030 (Grand View Research,2024). This suggests that consumers have a strong desire for more expensive, high-performing products. This presents an opportunity for Nike: its innovation in limited-edition lifestyle lines and high-performance running shoes (like the Vaporfly and Pegasus series) can grab premium segment growth.
Customisation and personalisation are another new trend. Custom colours, personalised monograms, or even specially designed performance characteristics are examples of the distinctive items that consumers seek to represent their own identities and performance requirements. Reports note that brands are increasingly offering customization tools through online platforms; Nike’s own “By You” service aligns directly with this trend. (Yahoo Finance, 2025)
Lastly, economic uncertainty and price sensitivity continue to be obstacles. The UK's growing cost of living may reduce discretionary spending on high-end sportswear despite the country's strong aspirational demand. Nike must strike a balance between value and affordability in order to maintain its wide consumer appeal, even as it promotes its premium and DTC tactics.
In conclusion, rising health consciousness, the incorporation of athleisure into daily life, the transition to e-commerce and DTC models, growing sustainability demands, the expansion of the premium sportswear market, and the rise of personalisation are the main consumer and industry trends influencing Nike's UK and international business. Nike faces both possibilities and threats as a result of these shifts, which call for careful strategic execution in the areas of innovation, manufacturing, digital engagement, and price.
[bookmark: _Toc214475841]Innovation Ambition Matrix
Nike’s Innovation Strategy: A Deep Dive
Nike has long been known for its innovation engine, which combines digital technology, sustainability, performance design, and a customer-focused culture. Nike is able to maintain its competitive edge, spur growth, and develop brand equity thanks to this multifaceted innovation strategy. The Innovation Ambition Matrix, which divides innovation activities into three tiers—core, adjacent, and transformational—is helpful in understanding how Nike innovates.
[bookmark: _Toc214475842]1. Core Innovation
At the “core” level, Nike focuses on incremental improvements to its core products (footwear, apparel, equipment) to sustain performance leadership and maintain market relevance. Key elements include:
· Product performance and materials innovation: Nike’s Sport Research Lab (NSRL) brings together scientists, biomechanists and designers to refine existing products. As Peter Fisk describes, Nike’s innovation engine “is powered by the Nike Sport Research Lab … where scientists … collaborate … to refine product performance.” (Peter Fisk)
· Sustainable materials: Nike integrates sustainability into its core product lines. For example, the company’s “Move to Zero” ambition underpins large parts of its innovation: Flyknit uppers, Flyleather (using recycled leather), and waterless dyeing are now common in many product lines (Nike’s own reporting). 
· Supply chain and process innovation: Nike streamlines its production procedures to cut carbon emissions and waste. Nike outlines a moon-shot goal to "double our business, with half the impact" in its 2014–2015 Sustainable Business Report, which clearly frames "sustainable innovation" as a key growth lever. (Amazon Web Services, 2015)
· Digital–consumer feedback loop: Nike uses data from its apps (Nike+, SNKRS, Nike Training Club, etc.) to guide product development as part of its Consumer Direct Offence strategy. Nike can improve its main offerings to better satisfy customer needs by evaluating how members use its digital platforms. (By Manny Pham, 2021).

Nike maintains its technology and brand leadership without drastically deviating from its core business thanks to these fundamental developments, which guarantee the company's continued agility and responsiveness in its well-established product categories.
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Nike's attempts to expand into related fields or use its skills in new but related fields are represented by adjacent innovation. Nike's related advancements consist of:
· Nike has actively developed a direct-to-consumer (DTC) digital environment. Its fitness apps (Run Club, Training Club), SNKRS app, and NikePlus membership increase engagement, generate data flows, and spur product and experience innovation. (Aryan Varma Sagi,2025).
· Co‑creation and tokenisation: Nike’s acquisition of RTFKT (a digital design studio) exemplifies adjacent innovation: creating digital sneakers, NFTs (“CryptoKicks”), and bridging digital ownership with physical product drops (Tech Transformation, October 2025)
· Innovations in the circular economy: Nike has established collaborations and platforms to exchange and produce sustainable intellectual property. For instance, GreenXchange, which was introduced in association with Creative Commons, made it possible for businesses to exchange green technology patents. 
· Nike's "Innovation Kitchen" serves as a nearby innovation environment where designers, engineers, and athletes test out experimental concepts, such as those related to materials, form factors, or sustainability, before expanding on ideas that show promise (Purple Unicorn,2019).
· Nike uses adjacent innovation to extend its core skills (athlete intelligence, material science, and digital engagement) into other domains, some of which are not directly related to the production of sports products but instead improve brand relevance, customer stickiness, and sustainability.
[bookmark: _Toc214475844]3. Transformational Innovation
Nike strives for ground-breaking innovation at the transformative level, which might revolutionise business structures, performance, or even the idea of a sports brand. Examples consist of:
· Project Amplify – Motorised footwear: According to recent reports, Nike and the bionic startup Dephy are developing a motorised footwear system. The objective is to develop shoes with a battery-operated, detachable motor to increase mobility—a significant advancement above conventional sporting footwear. (Nicholas P Brown, 2025).
· Neuroscience-based “Nike Mind” shoes: Nike is creating shoes (Mind 001, Mind 002) with foam nodes that activate important brain sensory regions underfoot. Instead of only speed or cushioning, this idea focusses on mental performance and the body-mind link. (Nicholas P Brown, 2025). 
· Cutting-edge clothing lines like AeroFIT, which uses novel cooling technology to regulate body temperature, are examples of how Nike's innovation extends beyond footwear to smart textile systems (Nicholas P Brown, 2025).
· Sustainability at scale: Nike’s FY23 Impact Report shows that, through transformational innovation across operations, the company achieved a 69% reduction in greenhouse gas emissions in its owned/operated facilities and diverted 100% of waste from its Tier 1 manufacturing facilities (About Nike, 2024). These are not small efficiency adjustments; rather, they are modifications to the business model and activities that bring environmental sustainability into line with corporate expansion.
These game-changing inventions have the potential to completely change Nike's position in sports, wellness, and other areas, but they are longer-term, frequently high-risk bets.

Innovation Ambition Matrix: Nike’s Portfolio
Using the Innovation Ambition Matrix, we can summarise Nike’s innovation portfolio as follows:
	Ambition Level
	Examples in Nike
	Strategic Rationale

	Core
	Flyknit uppers, waterless dyeing, NSRL-driven product tweaks, DTC product optimization via data
	Continue to lead in performance, make little adjustments, increase margins, and maintain the strength of your brand.

	Adjacent
	RTFKT / NFTs (.SWOOSH), Innovation Kitchen prototypes, GreenXchange IP sharing
	Continue to lead in performance, make little changes, increase margins, and maintain the strength of your brand.

	Transformational
	Project Amplify (motorised shoes), Nike Mind (neuroscience footwear), Aero‑FIT apparel, major emissions reductions
	Develop disruptive markets, establish new performance categories, align with megatrends (sustainability, mobility, and brain-body), and reinvent your brand for the future.
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Nike's innovation approach is strong, balanced across all levels of ambition, and closely linked to the company's central tenet, "if you have a body, you are an athlete." A few thoughts:
1. Strengths
· Holistic innovation: Nike makes sure it does not depend only on one growth vector by integrating product, sustainability, and digital innovation.
· Long-term vision: Nike's commitment to investing in cutting-edge technologies is demonstrated by innovative initiatives like Project Amplify and Mind.
· Data-driven consumer insight:Its digital environment allows for highly informed, iterative innovation by offering comprehensive insight into consumer behaviour.
· Sustainability as a motivator rather than a checkbox for compliance: Nike has a strong mindset, as evidenced by their sustainability reports, which present environmental issues as commercial opportunities.
2. Risks and Challenges
· Execution risk in transformative projects: Technical, legal, or commercial obstacles may arise with motorised shoes or neurological footwear. These are long-term wagers that might or might not be profitable.
· Nike must maintain cost competitiveness without compromising quality or profit margins as it expands its use of sustainable materials.
· Digital weariness or fragmentation: Nike runs the danger of alienating non-digital-first customers or overcomplicating its ecosystem with so many digital apps (SNKRS, Nike+, Training).
· Innovation culture tensions: According to CEO John Donahoe, reports indicate that bold innovation was hindered by remote working. The Sun It could take some time to re-establish a high-collaboration innovation culture, particularly for revolutionary concepts.
3. Strategic Fit
Particularly under its "Consumer Direct Offence" approach, Nike's innovation portfolio closely reflects its strategic aims. In addition to products, it invests in digital engagement, sustainability, and future mobility, all of which are indicative of significant changes in technology, policy, and customer behaviour. Nike lowers risk and becomes ready for future disruption by striking a balance between long-term blue-sky bets and short-term incremental improvements.
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	Stage
	Customer Actions
	Touchpoints
	Pain Points
	Opportunities for Nike

	Awareness
	Browses social media, sees ads, word-of-mouth from friends
	Instagram, TikTok, Nike social media accounts, influencers, search engines
	Overwhelmed by too many choices; difficulty distinguishing product benefits
	Leverage influencer marketing with clear messaging, targeted social media ads

	Consideration
	Reads reviews, compares products, checks availability
	Nike website, SNKRS app, YouTube product reviews, blogs
	Confusion over sizing, price, and features
	Improve sizing guides, highlight product features, AR try-on tools

	Purchase
	Adds to cart, chooses delivery or in-store pickup, pays
	Nike.com, Nike app, physical store, checkout system
	Delivery delays, checkout friction, limited stock for popular items
	Streamline checkout, ensure real-time stock updates, optimize shipping options

	Delivery / Experience
	Receives product, unboxes, tries it on
	Delivery courier, packaging, in-store pickup
	Late deliveries, packaging damage, return hassles
	Offer faster shipping, sustainable packaging, easy returns and exchanges

	Usage
	Wears shoes/apparel during workouts or casual settings
	Product usage, Nike Training Club app, SNKRS app for engagement
	Wear & tear faster than expected, app experience not fully integrated
	Provide guidance for product care, integrated digital tracking for workouts

	Loyalty / Advocacy
	Shares experience online, writes reviews, joins Nike membership
	Social media, NikePlus membership, Nike app, in-store
	Lack of rewards for advocacy, limited personalization
	Reward engagement via NikePlus, personalized offers, exclusive early access





Part 2 

[bookmark: _Toc214475847]1.Proposed Initiative: Nike OmniFit XR – A Digital Extended Reality Customer Experience

Several customer pain points were found in Nike's current customer journey after the study in Part 1. These included delivery issues, a reward system that does not adequately motivate interaction, high rates of online product returns, challenges with size during the contemplation stage, and limited customisation across Nike's digital channels. Industry-wide issues that could hurt Nike's competitiveness include the quick growth of online shopping, rising sustainability standards, and consumers' increasing need for seamless digital experiences.
This portfolio suggests Nike OmniFit XR, a full digital transformation project, as a solution to these problems. To improve the customer experience and bolster Nike's competitive position, this effort combines extended reality (XR), artificial intelligence (AI), and sustainable customer experience design into a unified ecosystem.

[bookmark: _Toc214475848]2. Overview of the Initiative
Nike OmniFit XR
Built into the Nike App and available in a few physical stores, Nike OmniFit XR is a digitally improved shopping and product-interaction experience. The project is intended to:
· Reduce customer sizing uncertainty
· Improve product experience before purchase
· Support sustainable decision-making
· Create seamless personalisation across the Nike digital ecosystem
· Resolve key pain points identified in Part 1
· Respond to changing customer and industry trends
By offering virtual try-on capabilities, tailored fit forecasts, real-time delivery transparency, and improved digital loyalty engagement, this program revolutionises the conventional consumer process.

[bookmark: _Toc214475849]3. How the Initiative Works
[bookmark: _Toc214475850]3.1 XR Virtual Try-On Rooms
Customers can digitally try on Nike clothing, accessories, and shoes using smartphone cameras or in-store XR mirrors. Customers can see a realistic preview of how things will seem and function thanks to XR technology, which replicates real-life situations including movement, stretching, and lighting.
This directly addresses Part 1 pain points:
· Confusion about sizing and fit
· Difficulty visualising products online
· Overwhelming product variety
[bookmark: _Toc214475851]3.2 AI-Powered Fit Accuracy Engine (OmniFit AI)
The OmniFit AI system uses machine learning to generate a Fit Confidence Score (1–100) for each product based on:
· Customer measurements
· Purchase and return history
· Fit preferences
· Product performance data
· Sizing patterns from similar customers
The system also provides:
· Recommended size adjustments
· Product alternatives with higher accuracy
· Fit alerts based on return data
This significantly reduces the likelihood of product returns — a major operational and environmental issue (Davenport & Ronanki, 2018).
3.3 Smart Delivery & Return Prevention Hub
Customers receive accurate delivery estimates and live tracking updates. The hub includes:
· Real-time courier tracking
· Transparency on delays or route changes
· Return-prevention alerts explaining why similar customers returned the selected item
· Eco-impact scores showing sustainability benefits
This responds to Part 1 pain points:
· Delivery uncertainty
· Frustration with returns
· Lack of sustainability information
[bookmark: _Toc214475852]3.4 Unified Nike+ Loyalty Integration
Nike OmniFit XR fully integrates all Nike digital platforms (Nike App, SNKRS, Nike Training Club) into a unified loyalty ecosystem.
Points are earned for:
· Using XR try-on tools
· Choosing sustainable products
· Completing workouts
· Providing product reviews
· Reducing unnecessary returns
This directly addresses the issue of weak loyalty engagement identified in Part 1.

[bookmark: _Toc214475853]4. Benefits to Nike
[bookmark: _Toc214475854]4.1 Reduced Return Rates
The Fit Confidence Score and virtual try-ons improve accuracy at the time of sale. This supports Nike's sustainability objectives as stated in the Nike Impact Report while lowering operational expenses related to logistics and reverse shipping (Nike, 2023).
4.2 Enhanced Personalisation
Targeted product recommendations, hyper-personalized marketing, and increased brand engagement are made possible by the integrated ecosystem's continual personalisation across the Nike digital journey.
[bookmark: _Toc214475855]4.3 Competitive Advantage
Sustaining market leadership requires digital transformation. Nike maintains an advantage over competitors in the market by enhancing consumer satisfaction and developing cutting-edge retail strategies (Verhoef et al., 2021).
[bookmark: _Toc214475856]4.4 Stronger Sustainability Positioning
The program lowers emissions associated with returns, encourages environmentally conscientious shopping choices, and enhances Nike's corporate environmental image—a critical difference in today's climate-sensitive market.

[bookmark: _Toc214475857]5. Implementation Plan
Phase 1: Pilot Launch
· Test XR mirrors and mobile XR try-on features in major UK cities (London, Manchester, Birmingham).
· Collect customer feedback and refine XR accuracy.
Phase 2: Build OmniFit AI Engine
· Train AI using purchase data, return patterns, and athlete biomechanical data.
· Introduce Fit Confidence Scores into product listings.
Phase 3: Ecosystem Integration
· Merge SNKRS, Nike Run Club, and Nike Training Club into a unified Nike App experience.
· Streamline loyalty rewards into Nike+ OmniRewards.
Phase 4: Marketing Rollout
· Use athlete endorsements and influencer demonstrations to promote XR try-on features.
· Offer initial loyalty incentives for early adopters.


[bookmark: _Toc214475858]6. Measuring Success
Customer Experience Metrics
· 30% reduction in footwear and apparel return rates
· Increased customer satisfaction scores (CSAT)
· Higher digital engagement metrics (app session time, XR interactions)
Operational Metrics
· Improved delivery accuracy
· Lower costs associated with returns
· AI prediction accuracy improvement over time
Financial Metrics
· Higher online conversion rates
· Increased average order value (AOV)
· Growth in long-term customer lifetime value (LTV)
These metrics ensure Nike can quantitatively and qualitatively evaluate the impact of the OmniFit XR initiative.
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	Stage
	Customer Actions
	Digital Touchpoints (New Initiative)
	Pain Points Resolved
	Improved Experience / Outcomes

	1. Awareness
	• Sees personalised ads on Instagram/TikTok.• Clicks Nike content recommended by AI.
	• AI-powered targeted ads using behaviour + Nike Membership data.• TikTok/IG reels synced with NikeFit+ profile (size, interests).
	• Previously: Generic ads, irrelevant products.• Hard to discover items matching needs.
	• Highly relevant ads reduce effort.• Customer feels understood → increased engagement.

	2. Consideration
	• Browses Nike app/website.• Uses Virtual Try-On and Fit Scanner.• Reads personalised reviews.
	• NikeFit+ 3D foot/body scan.• AR Virtual Try-On for trainers & apparel.• AI size recommendation engine (“Best Fit For You”).• Personalised product sorting.
	• Previously: Size uncertainty, overwhelming product range.• Fear of wrong fit → abandoned carts.
	• Accurate sizing eliminates guesswork.• AR makes selection fun and trustworthy.• Confidence increases, reducing return rates.

	3. Purchase Decision
	• Adds personalised bundle to basket.• Applies Nike Member deals.• Chooses fast delivery or pick-up.
	• AI-generated outfit bundles based on body scan + preferences.• Automatic Member pricing optimised.• Seamless checkout with Apple Pay/Google Pay.
	• Previously: Checkout friction, confusion over offers.• Hard to create coordinated outfits.
	• Quick one-tap checkout.• Customised bundles increase value per order.• Lower friction → higher conversion.

	4. Delivery & Experience
	• Tracks order via app.• Tries items with AR style guide.
	• Real-time tracking dashboard.• Post-purchase AR “How to style your outfit” guide.• Instant support via AI assistant.
	• Previously: Unclear delivery updates.• No styling help after purchase.
	• Reduced anxiety during delivery.• Stronger bond through personalised guidance.

	5. Usage
	• Uses products for training, gyms, running.• Connects NikeFit+ with Nike Run Club data.
	• Integrated NikeFit+ + NRC performance data.• Wear-based product-lifecycle predictions (“You may need new trainers in 4 weeks”).
	• Previously: No performance-based recommendations.• Uncertainty about product lifespan.
	• Data-driven replacement timing.• Increased perceived value from connected ecosystem.

	6. Loyalty / Advocacy
	• Shares outfits on TikTok.• Leaves reviews.• Receives personalised loyalty rewards.
	• AI-powered loyalty system (“Your Style Rewards”).• Personalised discount triggers based on behaviour.• Social-sharing incentives (“Share AR Try-On to get 10 points”).
	• Previously: Generic loyalty rewards.• No incentive for social advocacy.
	• Higher engagement with tailored rewards.• Organic social promotion increases brand reach.




[bookmark: _Toc214475860]3. Success Factors of the Initiative, Measurement of Success, and Organisational Value 
Three crucial elements are necessary for the NikeFit+ digital personalisation strategy to succeed: customer acceptance of virtual try-on tools, the accuracy of the AI-driven fit technology, and the smooth integration of the digital ecosystem. Because better fit recommendations immediately lower product returns and boost consumer confidence, high AI accuracy is crucial (Hagberg et al., 2016). Additionally, integration across Nike’s apps—Nike Run Club, Training Club, and the e-commerce platform—ensures a frictionless experience that strengthens overall engagement (Lemon and Verhoef, 2016). Lastly, offering a highly customised and user-friendly interface encourages users to engage with the technology on a regular basis, increasing the likelihood of adoption.
Key performance indicators include lower shoe and clothing return rates, greater conversion rates following virtual try-ons, customer satisfaction (CSAT) scores, and enhanced Nike Membership engagement levels will be used to gauge success. Long-term effects can also be determined by measuring average order value (AOV) and repeat-purchase behaviour.
The program increases consumer loyalty and lifetime value (LTV) while also improving operational efficiency, especially through lower returns and logistical expenses. In an increasingly data-driven retail environment, Nike's market position is strengthened by its personalisation capabilities, which set it apart from rivals.


[bookmark: _Toc214475861]Recommendations 
Nike should extend the technology to all product categories, including sports equipment and accessories, in order to establish a fully integrated digital ecosystem and enhance the impact of the NikeFit+ project. Fit accuracy and customisation quality will be further enhanced by ongoing investment in AI training data. Nike should incorporate staff-assisted virtual try-on stations and QR-linked body scans to increase in-store acceptance. Increasing customer trust and uptake can be achieved by improving data privacy communication. In order to ensure long-term retention and reinforce the value of the ecosystem for both customers and the company, Nike should implement customised loyalty awards linked to digital engagement.

[bookmark: _Toc214475862]Conclusion
Nike's present performance, customer journey, and strategic difficulties in an increasingly digital and competitive retail environment have all been examined in this portfolio. Key industry trends that have a direct impact on Nike's capacity to maintain and expand its client base were identified by the investigation. These trends include growing consumer expectations for accuracy and convenience, growing reliance on mobile commerce, and growing demand for personalisation. The first customer journey map identified a number of issues, including minimal post-purchase involvement, fragmented digital touchpoints, and ambiguity about sizing. Reduced customer confidence, increased return rates, and uneven brand experiences are all caused by these issues.
In response, by combining AI-powered sizing, virtual try-on technology, and a single digital environment, the proposed NikeFit+ digital personalisation program offers a revolutionary alternative. This innovation enables a smooth and data-driven client experience by directly addressing the shortcomings noted in Part 1. Through tailored engagement and clever rewards, the effort builds long-term loyalty, increases purchase confidence, and streamlines product selection, as seen by the redesigned trip map.
All things considered, NikeFit+ offers the company a strategic chance to strengthen its position as the industry leader, cut down on operational inefficiencies, and provide customers with significant, technologically enhanced value. Nike is well-positioned to stay creative, customer-focused, and resilient in the changing retail environment by embracing digital transformation.
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