






The Role of Brand Marketing Through Social Media for Nike Brand










NAME:              ASHKER ALI PUTHUKKADAN BASHEER
STUDET ID:      2243415
COURSE:    MASTER OF BUSINESS ADMINISTRATION (MBA) GENERAL                                      MANAGEMENT
SUPERVISOR:  ADEREMI OJEBODE



[bookmark: _Toc166227709]Declarations
ASHKER ALI PUTHUKKADAN BASHEER that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified.



Signature: ASHKER ALI PUTHUKKADAN BASHEER 

Date: 13/05/2023

[bookmark: _Toc166227710]Abstract 
This study evaluates the effectiveness of Nike's social media marketing strategies in enhancing brand recognition, customer engagement, and overall market share. By analyzing 50 scholarly articles, the research identifies key themes, including brand recognition, customer engagement, market share, consumer perceptions, and ethical considerations. The findings reveal that campaigns like "Just Do It" and "Dream Crazy" significantly boost Nike’s visibility and brand recall. Celebrity endorsements and influencer marketing play crucial roles in extending reach and appeal. Nike’s engagement strategies, involving user-generated content and interactive social media practices, foster strong customer connections and community building. The study also highlights Nike's effective use of e-commerce integration and global market strategies to maintain and grow market share. Consumer perceptions show high brand loyalty driven by emotional branding, product satisfaction, and advocacy through word-of-mouth and endorsements. Ethical considerations, including transparency in CSR initiatives, data privacy, and authenticity in marketing messages, are vital in maintaining consumer trust. The study concludes with practical recommendations for Nike to further leverage emotional branding, enhance e-commerce strategies, and utilize emerging technologies. Limitations of the study and directions for future research are also discussed.
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[bookmark: _Toc158978499][bookmark: _Toc166227715]Chapter 1. Introduction 
1.1. [bookmark: _Toc158978500][bookmark: _Toc166227716]Background
Investigating the complex relationship between social media marketing strategies and consumer engagement, "The Role of Brand Marketing through Social Media for the Nike Brand" focuses specifically on the Nike brand. Social media platforms have brought about substantial changes to the way brands interact with their customers through the provision of an innovative channel for brand storytelling, direct communication, and consumer involvement (Ghaith Al-Abdallah et al., 2024). The aforementioned has become increasingly consequential for multinational enterprises, including Nike, that employ social media platforms to enhance brand recognition, engage with diverse consumer segments, and navigate the complexities of ethical digital marketing. 
Scholars have recently directed their focus towards the motivational elements that drive youthful consumers to engage with brands on social media platforms. This highlights the importance of incorporating motivational theories, including the technology acceptance model (TAM) and the uses and gratifications (U&G) theory, to develop effective engagement strategies (Florenthal, 2019). A greater diversity of research methodologies is necessary to measure and comprehend the outcomes of consumer engagement on social media, as evidenced by the growing number of approaches utilised to investigate consumer engagement with brands (Audy Martnek, 2021). 
Moreover, an imperative area of research concerning the influence of content strategy and metrics on social media engagement has been recognised. This underscores the deficiency in understanding concerning the way in which social media content impacts brand relationships and engagement metrics (Perreault and Mosconi, 2018). Nike's ability to maintain consumer engagement and brand equity in the midst of extraordinary circumstances is demonstrated through their resourcefulness and flexibility in implementing social media marketing tactics during global crises, including the COVID-19 pandemic (Dubbelink, Herrando and Constantinides, 2021). 
The effectiveness of social media in promoting sexual health highlights its potential to inspire users to engage in health promotion initiatives. This implies that brands could utilise comparable tactics to engage consumers in campaigns pertaining to lifestyle and health (Veale et al., 2015). In conclusion, the mediation effect of brand equity between social media content and consumer purchase intention highlights the importance of strategic content development in influencing consumer sentiment and enhancing brand equity (Poturak and Softic, 2019). 
To summarise, the research mentioned above emphasises the critical importance of social media marketing in shaping consumer perceptions, engagement, and loyalty towards the Nike brand. The literature suggests that a comprehensive social media strategy should include motivational theories, a variety of research methodologies, and ethical considerations in order to effectively engage consumers and enhance brand equity in the digital age.
1.2. [bookmark: _Toc158978501][bookmark: _Toc166227717]Problem Statement
Notwithstanding the extensive implementation of social media marketing tactics by multinational corporations such as Nike with the intention of augmenting consumer involvement and brand awareness, there continues to be a dearth of knowledge regarding the holistic ramifications of these tactics on consumer behaviour and brand loyalty. Moreover, there remains a dearth of comprehensive research on the ethical implications associated with digital marketing practices and the impact of influencer marketing on consumer perceptions. The aforementioned deficiency underscores the necessity for a comprehensive examination of the efficacy of Nike's social media marketing tactics, encompassing their impact on consumer engagement, the veracity of marketing communications, and the ethical ramifications inherent in digital marketing. In order to forward-thinking, consumer-focused, and accountable social media marketing strategies, it is critical to acknowledge and tackle these concerns.
1.3. [bookmark: _Toc158978502][bookmark: _Toc166227718]Aim 
The aim of this research is to investigate the role of social media on brand promotion for Nike business. Essentially, how Nike has used brand marketing through social media to achieve its business objectives.
1.4. [bookmark: _Toc158978503][bookmark: _Toc166227719]Objectives 
· To evaluate the effectiveness of Nike's social media marketing strategies in enhancing brand recognition, customer engagement, and overall market share across platforms like Instagram, Twitter, and Facebook.
· To analyze consumer perceptions and responses to Nike's social media campaigns, focusing on brand loyalty, product satisfaction, and advocacy across different demographics.
· To explore the ethical considerations in Nike's social media marketing practices, with a focus on transparency, consumer privacy, and the authenticity of marketing messages.
1.5. [bookmark: _Toc158978504][bookmark: _Toc166227720]Research Question 
· How effective are Nike's social media marketing strategies in enhancing its brand recognition, customer engagement, and overall market share on platforms such as Instagram, Twitter, and Facebook?
· What are consumer perceptions and responses towards Nike's social media campaigns, and how do these impact brand loyalty, product satisfaction, and brand advocacy across different demographics?
· What ethical considerations arise from Nike's social media marketing practices, specifically regarding transparency, consumer privacy, and the authenticity of marketing messages?
The study plans to utilise qualitative research methodology to address the research questions by conducting a systematic evaluation of secondary sources to gather evidence. The study will follow the interpretivism research paradigm, use an inductive research approach, and employ an exploratory research design. The study will utilise visual and textual analysis as the strategy for data collecting. 

1.6. [bookmark: _Toc166227721]Scope and Limitations
Scope of the Study
This research focuses on the impact and strategies of brand marketing through social media on the Nike brand, emphasizing the role of platforms such as Instagram, Twitter, and Facebook in enhancing brand recognition, customer engagement, and overall market share. The study aims to:
Analyze current social media marketing strategies employed by Nike to engage with consumers, including content creation, campaign execution, and influencer collaborations.
Evaluate consumer responses to Nike's social media activities, assessing metrics of engagement, brand loyalty, product satisfaction, and advocacy across different demographic segments.
Examine ethical considerations in social media marketing practices, including the authenticity of marketing messages, consumer privacy concerns, and transparency in influencer partnerships.
The research will utilize a systematic review of existing literature, supplemented by case studies of recent Nike campaigns and consumer feedback analysis. It will also consider the influence of global events, such as the COVID-19 pandemic, on digital marketing strategies and consumer behavior.
Limitations of the Study
While aiming for comprehensive coverage, several limitations must be acknowledged:
Geographic and Demographic Constraints: The study may primarily reflect the perspectives and behaviors of consumers in markets where Nike has a significant online presence, potentially overlooking nuances in regions with less digital engagement or different cultural contexts.
Temporal Limitations: Social media trends and consumer behaviors evolve rapidly. The findings may represent a snapshot in time and might not fully capture emerging trends or the long-term effects of current strategies.
Data Accessibility: Access to proprietary data on Nike's internal strategies, detailed performance metrics of campaigns, and granular consumer data may be limited, relying instead on publicly available information and secondary research sources.
Influence of External Factors: The impact of external events, such as economic fluctuations, political movements, and global crises, on consumer behavior and social media engagement is complex and may not be entirely disentangled from the effects of marketing strategies.
Subjectivity in Qualitative Analysis: Interpretations of consumer perceptions and responses to social media campaigns can be subjective, influenced by the researcher's perspectives and the available data sources.
Despite these limitations, the study aims to provide valuable insights into the effectiveness of Nike's social media marketing strategies, contributing to the broader understanding of digital brand engagement and offering recommendations for future research and practice.


[bookmark: _Toc166227722]Chapter 2. Literature Review
[bookmark: _Toc166227723]2.1. Chapter Overview
This chapter explores brand marketing on social media, with a specific emphasis on the Nike brand. Understanding the intricacies of social media marketing is essential for brands looking to maintain and improve their market presence in today's digital-centric marketing landscape. This review thoroughly examines the current literature on the effects and methods of Nike's social media marketing. It focuses on the development of marketing strategies in the digital era, consumer engagement with the brand on platforms such as Instagram, Twitter, and Facebook, and the resulting impact on brand awareness and customer interaction. It also examines the impact of influencer marketing and the ethical aspects of digital marketing methods. This chapter aims to offer thorough insights into the effectiveness of social media marketing for the Nike brand by analysing theoretical frameworks, case studies, and consumer responses. It will delve into how these strategies impact consumer behaviour and brand perception. This review is structured to lead the reader from the general backdrop of social media marketing to Nike's specific initiatives, ending with an exploration of the research gaps this study aims to fill. 
[bookmark: _Toc166227724]2.2. Branding
The concept of branding in marketing is complex and dynamic, encompassing more than just logos and taglines. It encompasses the complete perception that consumers have of a firm or product. Branding, originally centered around differentiating products through names and symbols, has evolved to encompass tactics that establish profound associations with consumers, impacting trust, loyalty, and the perceived worth of products. This transformation is emphasized by a change in perspective towards perceiving branding as an integral aspect of customers' daily existence, where brand perceptions are continuously formed and reshaped, requiring organizations to adjust their strategies accordingly (Rindell and Strandvik, 2010). Branding plays a crucial part in marketing strategy by generating value for a company's products, highlighting its importance as a vital investment for gaining a competitive edge and distinguishing oneself in saturated marketplaces (Dumitriu, 2012). 
Efficient branding yields multiple advantages, such as augmenting consumer awareness, confidence, and allegiance. The establishment of a distinctive market presence serves to differentiate a business from its competitors, so making a substantial contribution to its competitive advantage. Various models and theories in the literature elucidate the strategic significance of branding in diverse industries, indicating its universal applicability in guaranteeing long-term economic prosperity (Alemu and Zewdie, 2022). 
Product branding is the strategic placement and perception of certain items or services in the market. The communication of a product's quality, value, and unique selling proposition is of utmost importance. The examination of branding techniques in various industries, including sportswear, provides valuable insights into the utilization of branding by companies like Nike to effectively communicate the unique qualities of their products and cater to client preferences (Sammut-Bonnici, 2015). 
Branding encompasses a range of manifestations, including as corporate, service, personal, and internet branding, each serving unique objectives and focusing on specific facets of market interaction. The many forms of branding are interrelated and frequently utilized in conjunction within comprehensive marketing plans that utilize social media platforms to augment brand exposure and interaction (Einstein, 2011). 
Nike, for example, demonstrates the incorporation of many branding categories with social media marketing tactics to enhance its market visibility. Nike effectively showcases its ability to integrate product and corporate branding with social media outreach through targeted campaigns and initiatives. According to Leek and Christodoulides (2011), Nike use this strategy to effectively negotiate the intricate landscape of digital marketing, effectively engaging a wide range of consumer segments and strengthening its brand identification across various digital platforms.
[bookmark: _Toc166227725]2.3. Introduction to Social Media Marketing
The way brands engage with their customers has changed dramatically as a result of the quick evolution of social media marketing from a novel notion to a core marketing tactic (Appel et al., 2020). The fundamental element of this shift lies in social media's exceptional capacity to provide instantaneous, bidirectional contact, providing a hitherto unheard-of venue for brand narrative, customer interaction, and direct feedback channels. Critical insights into the current state of digital marketing are provided by the definition and development of social media marketing, its significance in contemporary brand strategies, and a summary of how brands use social media platforms. (Dwivedi et al., 2021).
The origins of social media marketing can be traced back to the wider development of the internet, which moved from static webpages to dynamic, interactive platforms where users from all over the world create, share, and engage with information (Sharma and Verma, 2018). The transition from passive information consumers to active content creators brought about by Web 2.0 was a turning point that paved the way for social media's ascent as a potent marketing tool. Social media's participative character upended traditional marketing by highlighting the value of community development and customer interaction (Dhingra and Mudgal, 2019).
It is impossible to exaggerate the importance of social media in modern brand marketing campaigns. It is now an essential channel for increasing sales, strengthening client loyalty, and raising brand exposure. With personalised content, real-time engagement, and targeted advertising, marketers can reach large audiences through social media platforms like Instagram, Twitter, and Facebook. This allows for a level of precision and scale that was previously unthinkable (Appel et al., 2020). Social media's interactive qualities also offer priceless insights into the preferences and behaviour of consumers, enabling more adaptable and successful marketing tactics.
Social media platforms are used by brands in a variety of creative ways to engage with customers. Social media provides a diverse toolkit for brand marketing, from using influencer alliances to expand reach and credibility to utilising advanced data analytics for hyper-targeted advertising (Felix et al., 2017). Additionally, social media's real-time format allows brands to have direct conversations with their audience, which promotes community building and brand loyalty. Social media marketing's flexibility enables companies to keep up with the latest trends, address customer concerns, and stay relevant in the ever evolving digital space (Sajin, 2023).
The development of social media marketing is a reflection of both technology developments and more general changes in customer behaviour (Dwivedi et al., 2021). Social media marketing will keep changing as a greater proportion of consumers become digital natives, presenting both new opportunities and difficulties for companies. Social media marketing will continue to be shaped by the dynamic interaction between customer expectations and technology progress, making it an important field of study and practice for marketing professionals (Odhiambo, 2023).
In conclusion, the landscape of social media marketing is characterized by its rapid evolution, driven by technological advancements and changing consumer behaviors. The shift from traditional to digital marketing emphasises social media's relevance in modern marketing tactics. As brands negotiate this difficult climate, intelligent social media use will continue to shape consumer views, promote brand loyalty, and drive financial success.
[bookmark: _Toc166227726]2.4. Theoretical Frameworks Relevant to Social Media Marketing
The combination of many theoretical frameworks that offer insights into individuals' interactions with companies on social media greatly enhances the investigation of consumer behaviour. Among these, the Uses and Gratifications (U&G), Regulatory Focus Theory (RFT), and Theory of Planned Behaviour (TPB) are notable for their strong explanatory ability in the context of social media marketing.
Understanding consumer attitudes towards co-creation via social media is crucial, as demonstrated by Cheung and To's (2016) exploration of the extension of the Theory of Planned Behaviour (TPB) to incorporate perceived utility. This model suggests that consumer intentions to interact with companies on social media platforms are strongly influenced by perceived usefulness in addition to standard TPB components like perceived behavioural control and social norms. The results highlight how crucial it is to produce interesting and useful material that speaks to the needs and interests of the audience in order to create an atmosphere that is favourable for brand-consumer co-creation on social media (Cheung and To, 2016).
[image: ]
[bookmark: _Toc166227418]Figure 1: Theory of Planned Behaviour (LaMorte, 2022)
RFT, or Regulatory Focus Theory, provides an additional perspective on how consumers interact with social media. Mosteller and Poddar (2017) clarify how consumer participation with social media marketing and online privacy protection behaviours might be influenced by prevention- and promotion-focused incentives. According to this theory, brands can adjust their social media strategies to target either the security needs (prevention focus) or the aspirations of the consumers (promotion focus), increasing audience engagement with relevant content that speaks to their regulatory concerns (Mosteller and Poddar, 2017).
              [image: Regulatory Focus Theory - an overview | ScienceDirect Topics]
[bookmark: _Toc166227419]Figure 2: Regulatory Focus Theory (Rudman et al., 2012)
The Uses and Gratifications (U&G) hypothesis highlights the motivational elements that propel people to interact with social media platforms, which contributes to a deeper understanding of consumer behaviour on social media. Akar and Dalgic (2018) suggest that by examining social media users' motivations via the lenses of social network theory and U&G theory, one can gain a deeper understanding of their purchasing intentions. The utilisation of an integrated approach illuminates the ways in which consumers' information-seeking and social interaction motives, together with their structural positions within social networks, impact their engagement with businesses and, ultimately, their purchasing behaviour (Akar and Dalgic, 2018).
[image: Uses and Gratification Theory in Connection with Knowledge and Information  Science: A Proposed Conceptual Model | Semantic Scholar]
[bookmark: _Toc166227420]Figure 3: Uses and Gratifications (U&G) Theory (Mehrad and Tajer, 2016)
Moreover, Shang, Wu, and Sie's (2017) discussion of the investigation of consumer resonance on social media incorporates the U&G theory to look at how consumer resonance mediates the relationship between content gratification, social-relation gratification, and self-presentation gratification and purchase intention. According to this study (Shang, Wu and Sie, 2017), creating social media content that satisfies users' demands is crucial for creating significant consumer resonance and boosting buy intentions.
To sum up, the amalgamation of TPB, RFT, and U&G theories offers an all-encompassing structure for comprehending the intricate aspects of consumer conduct on social media. These theories can be used by brands to create focused and interesting social media marketing campaigns that speak to the attitudes, motives, and actions of their target audience. This will lead to increased customer involvement and ultimately influence their purchasing decisions.
[bookmark: _Toc166227727]2.5. Nike’s Social Media Marketing Strategies
Nike's social media marketing strategy is an example of strategic innovation and audience involvement done right. The company uses social media sites like Facebook, Instagram, and Twitter not just as avenues for advertising but also as places to foster community, conversation, and brand loyalty (Kobi and Ifeanyichukwu, 2021). This research highlights case studies of successful campaigns and the strategies used to increase brand recognition and customer engagement. It synthesises ideas from previous evaluations on Nike's social media marketing strategy.
Nike's social media strategy is based on producing engaging content that speaks to the values, aspirations, and lifestyle of its audience (Bose, 2018). Nike creates stories that go beyond conventional advertising by focusing on the needs and wants of its customers, which helps to build a feeling of community and identity among its fans. Their promotional efforts clearly demonstrate this approach, which prioritises inspirational messaging and narrative. This effectively turns social media platforms into a channel for brand-consumer interactions (Bose, 2018).
The 30th anniversary of the "Just Do It" campaign, which included Colin Kaepernick with the tagline "Believe in something," serves as one example. even if it requires giving up everything. This campaign generated a lot of discussion and controversy and was heavily promoted on social media (Li and Yu, 2023). In spite of the dangers, it demonstrated Nike's resolve to uphold its core principles and work on socially conscious projects, which strengthened the company's reputation and helped it build stronger ties with its target market. This audacious step highlights how crucial it is for brands to take a position on social issues in order to connect with customers more deeply (Li and Yu, 2023).
Additionally, Nike further improves its brand recognition and customer engagement through its skillful use of influencer marketing and partnerships with athletes and celebrities on social media platforms (Tanvir et al., 2024). As seen by their partnerships with players like Serena Williams and LeBron James, Nike uses their power to reach a broader audience by forming associations with well-known people who share the brand's ideals. Through these collaborations, Nike not only promotes its goods but also links itself with audience-resonant inspirational tales of achievement and tenacity (Guo, 2023).
Furthermore, Nike amplifies its engagement initiatives through the smart use of user-generated content (UGC). Customers that are encouraged to post about their personal Nike experiences on social media become brand ambassadors, fostering a participative culture (Weber, 2020). Nike has successfully transformed its social media platforms into active communities where users' material contributes to the brand story. Campaigns such as #NikeChallenge encourage users to publish their athletic achievements. By appreciating and highlighting customers' contributions, this tactic not only increases brand visibility but also fosters customer loyalty (Luo, Wang and Han, 2013).
In conclusion, Nike's approach to social media marketing is distinguished by its creative narrative, involvement in social concerns, well-thought-out influencer alliances, and support of user-generated content. All of these strategies work together to improve consumer interaction, strengthen Nike's brand awareness, and solidify the company's leadership in digital marketing. Nike's ability to establish a personal connection with its audience on social media serves as an example of the effectiveness of fusing marketing tactics with brand values to build a devoted and active community.
[bookmark: _Toc166227728]2.6. Consumer Perceptions and Responses
Nike's capacity to effectively manage the digital ecosystem can be gained from understanding consumer views and responses to its social media marketing initiatives (Rathore, 2019). Nike has cultivated a unique relationship with its audience by utilising a combination of corporate social activism, psychological interaction, and consumer-centric ads. This relationship has had a tremendous impact on brand loyalty, product satisfaction, and advocacy.
Nike's ability to engage customers on topics they are passionate about is a key component of their success in social media marketing. For example, Nike's thirty-year anniversary campaign with Colin Kaepernick emphasised the company's dedication to corporate social advocacy, connecting with consumers' affective and cognitive engagement with social concerns. This calculated action strengthened Nike's brand loyalty among customers who shared the company's ideals in addition to improving the company's reputation. The correlation between brand attachment and consumer involvement in social issues is evidence of the effectiveness of matching brand values to consumer expectations, which in turn improves stakeholder relationships and consumer loyalty (Li, Kim, and Alharbi, 2021).
Additionally, Nike's marketing tactics highlight the need of comprehending consumer psychology, especially when it comes to interacting with the youth market on social media sites like Facebook and Twitter (Piskorski, 2016). Nike efficiently strengthens brand loyalty by appealing to young consumers' psychological demands through trends, personalisation, and self-expression. This strategy ensures Nike's long-term success in a cutthroat market by satisfying young consumers' need for self-expression while also establishing the company as a trailblazer in the sports clothing sector (Guo, 2023).
Study after study has demonstrated how social media marketing affects brand loyalty and how customer happiness plays a mediating role. Studies conducted across multiple industries demonstrate that social media marketing campaigns have a substantial impact on brand loyalty by raising customer satisfaction levels. This connection highlights how important social media is in creating an atmosphere where customers feel engaged and valued, which raises levels of satisfaction and loyalty (Al-Dmour et al., 2023).
Nike has successfully cultivated a feeling of community and brand advocacy among its customers through its social media initiatives that make use of user-generated content (UGC) (Qin, 2020). Nike's strategy of promoting customer experiences on social media sites such as Instagram and Twitter not only increases brand awareness but also fosters customer loyalty by presenting relatable, real-life narratives. The synergistic relationship between social media engagement and brand loyalty is best illustrated by this participatory culture, where customers become brand ambassadors (Qin, 2020).
To sum up, Nike's skillful use of social media marketing has greatly impacted consumer attitudes and reactions, promoting advocacy, product satisfaction, and brand loyalty. Nike has built a strong online presence that connects with its audience by focusing on personalisation, utilising user-generated content, and matching its marketing techniques with consumer values. In addition to guaranteeing ongoing customer involvement, this tactical move solidifies Nike's standing as a popular brand in the digital age.
[bookmark: _Toc166227729]2.7. Role of Influencer Marketing
Nike's influencer marketing approach demonstrates a clever combination of celebrity endorsements, athlete endorsements, and partnerships with social media influencers, highlighting the business's skill at using influence to improve customer behaviour and brand visibility (Glenister, 2021). This strategy has a major impact on consumer perceptions, engagement, and purchase decisions in addition to amplifying Nike's marketing messaging.
Nike's marketing approach revolves around its partnerships with prominent sportsmen and celebrities, which provide the brand with unmatched exposure and legitimacy. Nike leverages the impact of well-known personalities such as LeBron James, Serena Williams, and Michael Jordan to reach large audiences and establish a strong link between the brand and sports prowess (Hoffman, 2022). These partnerships go beyond conventional endorsements and frequently produce signature product lines that showcase the athletes' individual brands and narratives. This approach not only strengthens Nike's brand awareness but also strikes a deep chord with customers, encouraging product purchases and brand loyalty (Saini, Kutty and Agrawal, 2022).
Influencer marketing has a significant effect on consumer behaviour, especially in the digital age where social media platforms are the main means of communication between brands and customers. Nike effectively engages established communities by partnering with influencers that share its brand values and target demographics. By utilising the influencers' authority, the firm cultivates trust and authenticity among its consumer base. Research has demonstrated the impact of influencer marketing on consumer purchase decisions, brand recognition, and advocacy. This underscores the critical function of reputable and relatable influencers in moulding customer attitudes and actions (Diantari and Jokhu, 2021).
Additionally, Nike's influencer marketing campaigns are more effective because to its clever use of social media channels. Nike encourages user-generated content that further promotes the brand in an authentic and organic way by leveraging influencers to create shareable and engaging content (Sharief and Elsharnouby, 2023). Through direct and customised engagements, Nike's interactive social media presence enables it to sustain a dynamic dialogue with its audience, hence augmenting consumer engagement and brand loyalty (Ikpo, Okolo and Oranusi, 2021).
Influencer marketing can be used as a vehicle for corporate social advocacy, as seen by Nike's campaign with Colin Kaepernick, which had a profound effect on consumer attitudes and brand loyalty. Nike promotes itself as a company that values more than just profits by allying with celebrities who support social causes, appealing to customers who look for authentic and purposeful companies. This strategy has shown to be successful in increasing brand awareness as well as cultivating a devoted following of customers that share the business's beliefs and socially conscious positions (Li, Kim and Alharbi, 2021).
In conclusion, Nike's use of influencers to promote their brand is a prime example of how utilising the power of athletes, celebrities, and social media personalities can raise brand awareness and have a favourable impact on customer behaviour. By means of genuine collaborations and well-planned social media interaction, Nike enhances its brand equity and builds a strong rapport with customers that goes beyond simple sales.
[bookmark: _Toc166227730]2.8. Ethical Considerations in Social Media Marketing
Particularly for international corporations like Nike, the ethical terrain of social media marketing has become more complicated, especially with regard to transparency, consumer privacy, and authenticity (Du and Xie, 2020). Through their marketing messages, these brands manage the complex web of consumer expectations, legal needs, and ethical issues. An analysis of social media marketing ethics indicates a complex industry with constant discussions, problems, and new best practices (Parsons, 2016).
Social media marketing transparency raises important ethical questions, especially when it comes to partnerships and sponsored content disclosure. Customers need firms to be transparent in their marketing endeavours, with distinct differentiations between sponsored posts and original content being expected (De Veirman and Hudders, 2020). This is in keeping with federal regulations, such the Federal Trade Commission's, that require partnerships and endorsements to be disclosed in order to preserve openness. According to research, brands may strengthen their relationships with their audience by being transparent about their marketing strategies, which is crucial for establishing trust with consumers (Singh et al., 2020).
Another crucial issue of ethical consideration is consumer privacy. Social media platforms give brands the ability to gather enormous volumes of consumer data, therefore considerations over the protection and ethical use of this data are critical. Beyond merely adhering to legal standards, ethical marketing practices demand firms to respect consumer privacy above and beyond those set forth by data protection legislation, such as the General Data Protection Regulation (GDPR) in Europe (Helberger et al., 2021). Giving people control over their information, securely handling consumer data, and open and transparent data gathering practices are all examples of this. Strict privacy regulations are necessary because unethical consumer privacy violations can cause serious repercussions and damage customer confidence (Gülsoy, 2016).
In social media marketing, authenticity refers to both the sincerity of an influencer connection and the voice of the company (Balaban and Szambolics, 2022). When a brand behaves and values in the real world in line with its online identity, consumers are drawn to genuine relationships with brands. In a similar vein, authenticity is necessary for influencer marketing, which is one area in which Nike shines. Since influencers choose to work with companies that complement their personal brands and values, their endorsements must be sincere. According to research, relationships with genuine influencers increase consumer trust and engagement, whereas perceived inauthenticity can turn off customers and harm a brand's reputation (Ersoy et al., 2018).
In conclusion, for companies like Nike to preserve customer trust and brand integrity, ethical issues in social media marketing—such as openness, consumer privacy, and authenticity—are essential. The ethical issues posed by social media will only intensify with time, necessitating brands to remain aware, flexible, and dedicated to ethical marketing methods. The future of ethical social media marketing will be shaped in large part by the continuing conversations that take place between consumers, brands, and regulatory organisations.
[bookmark: _Toc166227731]2.9. Gap in the Literature
There are significant gaps in the literature, especially when it comes to the long-term effects of social media marketing on consumer behaviour, the complexities of consumer privacy in the digital age, and the efficacy of influencer marketing in building enduring brand loyalty. The literature currently in publication covers a wide range of topics related to social media marketing, brand marketing strategies, and the influence of influencer partnerships.
First off, there aren't many longitudinal studies that investigate how social media marketing tactics affect customer behaviour and brand loyalty over the long run. There is a knowledge gap about the long-term effects of various marketing methods on customer perceptions and behaviours because the majority of research only looks at short-term campaign impacts or offers a snapshot of consumer behaviour (Singh et al., 2020). In order to close this knowledge gap, our research will use a longitudinal methodology to investigate the long-term impacts of social media marketing on customer engagement and loyalty. This will yield more profound insights into the development of customer-brand relationships.
Second, even though consumer privacy concerns have received a lot of attention, previous research has frequently ignored how consumers perceive privacy risks in their social media interactions with brands and how these views affect their engagement and trust in the brand (Gülsoy, 2016). In order to understand how privacy issues affect customer participation and brand trust, our study will examine consumer privacy views in the context of social media marketing.
Additionally, despite the fact that influencer marketing authenticity is a hot topic, empirical study on how customers distinguish between real and fake influencer partnerships and how this distinction influences their purchasing decisions is lacking (Ersoy et al., 2018). Our study will look at the standards by which customers judge the authenticity of influencers and how perceived authenticity affects how they behave with the business.
Finally, Hayes et al. (2021) highlight a clear knowledge vacuum about the contribution of ethical factors, including transparency, to the success of social media marketing tactics. This study aims to close a significant gap in the body of knowledge on ethical marketing practices by examining the ways in which social media marketing transparency affects customer perceptions and behaviour.
In order to close these gaps and advance the domains of marketing, consumer behaviour, and business ethics, this research attempts to offer thorough insights into the dynamic relationship between brands and customers in the social media landscape.
[bookmark: _Toc166227732]2.10. Chapter Summary
This review of the literature has methodically investigated the wide field of social media brand marketing, with a particular emphasis on the Nike brand. It highlighted the revolutionary role that digital platforms play in brand-customer interactions and provided important insights into the history, tactics, and consumer perceptions of social media marketing. The review emphasised the vital role influencer marketing plays in increasing brand visibility and influencing customer behaviour, as well as the crucial relevance of openness, consumer privacy, and authenticity in building meaningful brand relationships.
[bookmark: _Toc166227275]Table 1: Summary of Literature Review Themes (Self-Created)
	Theme Description
	Key Insights Gained
	Relevance to Nike's Strategy

	Branding and Its Evolution
	Branding goes beyond logos to include consumer perceptions and experiences.
	Essential for differentiating Nike in a competitive market.

	Introduction to Social Media Marketing
	The shift from traditional marketing to interactive, social media-based strategies.
	Underpins Nike's approach to engaging with consumers on digital platforms.

	Theoretical Frameworks in Social Media Marketing
	Insights from TPB, RFT, and U&G theories on consumer engagement.
	Guides the strategic planning of Nike's social media campaigns.

	Nike's Social Media Marketing Strategies
	Analysis of Nike's content creation, community engagement, and campaign execution.
	Demonstrates Nike's innovative approach to leveraging social media.

	Consumer Perceptions and Responses
	Consumer feedback on Nike's social media initiatives and its impact on brand loyalty.
	Highlights the effectiveness of Nike's marketing efforts in building a loyal customer base.

	Role of Influencer Marketing
	The impact of celebrities and athletes in enhancing brand visibility and trust.
	A key component of Nike's strategy to extend its reach and authenticity.

	Ethical Considerations in Social Media Marketing
	Challenges around transparency, consumer privacy, and authenticity.
	Important for maintaining Nike's brand integrity and consumer trust.

	Identified Gaps in the Literature
	Areas lacking comprehensive research, such as the long-term effects of social media marketing.
	Directs future research avenues and indicates potential areas of innovation for Nike.


 
Even with the abundance of information available, there are still unanswered questions about the long-term effects of social media marketing tactics, consumer privacy attitudes, influencer relationships' genuineness, and the moral implications of openness. With the goal of improving understanding of the long-lasting relationships between consumers and brands that are developed through moral and tactical social media marketing, our research is well-positioned to close these gaps. Our study aims to provide a nuanced viewpoint to the current literature by focusing on the observed gaps, hence highlighting the importance of our research in the always changing field of social media marketing.


[bookmark: _Toc166227733]Chapter 3. Methodology
[bookmark: _Toc166227734]3.1. Chapter Overview
The methodology chapter introduced the systematic literature review (SLR) on "The Role of Brand Marketing through Social Media for the Nike Brand." This SLR carefully collates, reviews, and synthesizes research on social media brand marketing, with an emphasis on Nike. This study used an SLR because it provides a comprehensive, unbiased overview of current research, allowing the identification of trends, gaps, and potential areas for future research in social media marketing strategies and their effects on consumer engagement and brand loyalty. This methodological approach supported the research goal of understanding how Nike uses social media for brand promotion, assessing its efficacy, and navigating digital marketing ethics. This introduction laid the groundwork for a full discussion of the rigorous SLR methods, emphasizing their importance in answering research questions and contributing to social media marketing research.
[bookmark: _Toc166227735]3.2. Research Design
The systematic literature review (SLR) examined the complex relationship between social media marketing techniques and consumer engagement, focusing on Nike. The study approach was chosen because SLRs are successful at undertaking extensive, reproducible, and unbiased evaluations of literature in specific areas (Grant and Booth, 2009). This method was chosen for the study because it consolidates and critically evaluates the vast body of social media marketing research, providing a broad view of the academic landscape and revealing current trends, gaps, and future research directions (Lacey et al., 2011). 
SLR has three phases: planning, conducting, and reporting. The planning phase entailed creating precise, structured study questions to guide the literature search. A complete protocol defining the search technique, databases, keywords, and inclusion and exclusion criteria was also developed to ensure transparency and repeatability of the study process (Moher et al., 2009). 
The conducting phase involved a thorough database search and filtering the results using predetermined inclusion and exclusion criteria. This phase required careful data extraction and quality assessment of the studies that satisfied the criteria to ensure the review included only credible and relevant evidence. To thoroughly answer the research topics, theme analysis was used to synthesize information from chosen papers. 
Final reporting followed PRISMA guidelines (Preferred Reporting Items for Systematic Reviews and Meta-Analyses), which required structured reporting of the review process and findings, including the search strategy, study selection, data extraction, and results synthesis (Liberati et al., 2009). This phase culminated in a coherent narrative explaining how social media marketing improved Nike brand recognition, engagement, and loyalty, adding to academic conversation on digital marketing tactics.
[bookmark: _Toc166227736]3.3. Literature Search Strategy
The literature search strategy adopted in this study was designed to comprehensively capture relevant research on the role of brand marketing through social media for the Nike brand. This strategy was pivotal in ensuring the inclusivity and relevance of the research material for the systematic literature review (SLR).
[bookmark: _Toc166227737]3.3.1. Databases and Other Sources
The search for pertinent literature was primarily conducted through several academic databases known for their extensive collections of business-related publications. These included ProQuest, JSTOR, and the Business Source Complete via EBSCOhost. ProQuest was chosen for its wide range of business and economics journals, providing access to essential documents, dissertations, and business cases relevant to marketing and brand management (Haddaway et al., 2015). JSTOR was selected for its archival collection of seminal works in the fields of management, marketing, and organizational studies, offering a historical perspective on brand marketing strategies. The Business Source Complete database was included for its comprehensive coverage of scholarly business journals and trade publications, which are crucial for accessing the latest research and industry reports on digital marketing practices. Additionally, grey literature sources such as industry reports, conference proceedings, and white papers were considered to supplement academic articles with practical insights and contemporary market strategies.
[bookmark: _Toc166227738]3.3.2. Search Terms and Keywords
The search strategy employed a combination of keywords and Boolean operators to ensure a thorough search. Terms related to "brand marketing," "social media," and "Nike" were used alongside various Boolean operators (AND, OR) to widen the search scope. Examples of search strings included "Nike AND social media marketing," "brand engagement AND social media AND Nike," and "digital marketing strategies OR social media campaigns AND Nike." These terms were carefully selected to reflect the research's focus on social media's role in Nike's brand marketing efforts. The use of Boolean operators allowed for a flexible search strategy, accommodating various combinations of keywords to maximize the retrieval of relevant studies. Table below shows the search strings for searching the articles based on the objectives.
[bookmark: _Toc166227276]Table 2: Search Strings Based on Research Objectives (Self-Created)
	Objective ID
	Objective
	Search Strings

	1
	Evaluate the effectiveness of Nike's social media marketing strategies in enhancing brand recognition, customer engagement, and overall market share.
	("Nike" AND "social media marketing" AND "brand recognition") OR ("Nike" AND "customer engagement" AND (Instagram OR Twitter OR Facebook)) OR ("Nike" AND "market share" AND "social media")

	2
	Analyze consumer perceptions and responses to Nike's social media campaigns, focusing on brand loyalty, product satisfaction, and advocacy across different demographics.
	("Nike" AND "social media campaigns" AND "consumer perceptions") OR ("Nike" AND "brand loyalty" AND "social media") OR ("Nike" AND "product satisfaction" AND "social media") OR ("Nike" AND "advocacy" AND "demographics")

	3
	Explore the ethical considerations in Nike's social media marketing practices, with a focus on transparency, consumer privacy, and the authenticity of marketing messages.
	("Nike" AND "social media marketing" AND "ethics") OR ("Nike" AND "transparency" AND "social media") OR ("Nike" AND "consumer privacy" AND "social media") OR ("Nike" AND "authenticity" AND "marketing messages")



[bookmark: _Toc166227739]3.3.3. Inclusion and Exclusion Criteria
The inclusion and exclusion criteria were established to refine the search results, ensuring that only studies pertinent to the research questions were considered. Inclusion criteria specified that studies must focus on brand marketing through social media, involve the Nike brand, and discuss consumer engagement or brand strategy. The research scope was limited to studies published in English from 2010 onwards, to capture the most relevant and contemporary insights into social media marketing practices. Exclusion criteria ruled out studies that did not directly address social media's role in marketing or those that focused on other brands without drawing parallels to Nike. Additionally, studies solely concentrating on traditional marketing strategies with no link to digital or social media were excluded. Table below shows the inclusion and exclusion criteria of selecting the articles for the study.
[bookmark: _Toc166227277]Table 3: Inclusion and Exclusion Criteria (Self-Created)
	Criteria Type
	Criteria
	Description

	Inclusion
	Focus
	Only studies that specifically examine the impact of social media marketing strategies on the Nike brand. This includes analyses of brand recognition, customer engagement, and market share enhancements across platforms such as Instagram, Twitter, and Facebook.

	
	Publication Date
	Studies published from the year 2010 onwards to ensure relevance and incorporation of contemporary social media marketing trends and practices.

	
	Language
	Studies must be published in English to ensure accessibility and comprehensibility of the findings.

	
	Document Type
	Inclusion is limited to peer-reviewed articles, conference proceedings, and official industry reports to ensure the credibility and reliability of the information.

	Exclusion
	Focus
	Studies that do not focus on the role of social media in marketing, or those that do not specifically relate to the Nike brand, will be excluded. This ensures the review remains tightly focused on the research objectives.

	
	Publication Date
	Any study published before 2010 will be excluded to maintain the review’s focus on current and recent insights into social media marketing strategies.

	
	Language
	Studies not published in English will be excluded due to potential translation inaccuracies and to maintain consistency in data analysis.

	
	Document Type
	Non-peer-reviewed articles, blogs, personal opinions, and non-official reports will be excluded to maintain a high standard of scientific evidence and reliability.



[bookmark: _Toc166227740]3.3.4. Search Limits
The search was restricted to English-language publications to ensure the comprehensibility and relevance of the findings to an international academic audience. Publication status was limited to peer-reviewed articles, conference proceedings, and official industry reports to maintain the credibility and reliability of the sourced literature. This decision was underpinned by the need to base the SLR on high-quality and rigorous research outputs (Gough, Thomas and Oliver, 2017).
[bookmark: _Toc166227741]3.4. Study Selection Process
For the systematic literature review (SLR), the study selection procedure was crucial to including relevant, high-quality studies that directly contribute to understanding Nike brand marketing through social media. Screening, eligibility evaluation, and study selection were done in an organized and transparent manner to reduce bias and maintain review integrity.
[bookmark: _Toc166227742]3.4.1. Screening
The initial screening phase examined titles and abstracts from predefined databases and sources carefully. This stage swiftly identified and eliminated studies that were irrelevant to the study topics, such as those not about brand marketing, social media, or Nike. Studies that did not match the fundamental inclusion requirements, such as being published within the stated timeframe or in a language other than English, were also eliminated. This preliminary filter greatly reduced the number of articles to be reviewed, improving review efficiency (Gough et al., 2017). Each title and abstract was carefully screened against specified criteria to determine if a study needed further review.
[bookmark: _Toc166227743]3.4.2. Eligibility
After screening, studies were subjected to a full-text review to determine their eligibility based on the inclusion and exclusion criteria. This step assessed each study's content, methods, and conclusions for relevance and contribution to the research objectives. The study's focus on social media marketing tactics, Nike brand analysis, consumer interaction, and digital marketing ethics were important. Studies that did not directly address these major themes or give empirical evidence were removed. This stage needed critical judgment and a comprehensive understanding of the study objectives to select the most relevant papers for synthesis.
[bookmark: _Toc166227744]3.4.3. Final Selection
Studies for the review were chosen at the end of the procedure. The studies' quality and relevance were critically assessed in this final phase to ensure that the final selection of papers provided a solid foundation for answering the research objectives. Clear study objectives, suitable technique, depth of analysis, and relevance of findings were used to grade quality. EndNote and Mendeley were used to store references and organise selected research for effective literature retrieval and review (Bramer et al., 2016). In the final selection, high-quality studies offered varied viewpoints and insights into Nike's brand marketing initiatives using social media.
[bookmark: _Toc166227745]3.5. Data Extraction and Synthesis
The data extraction and synthesis phase of the systematic literature review (SLR) was carefully planned to distill and integrate significant results from the selected studies to provide a thorough picture of Nike brand marketing through social media. This technique helped identify trends, themes, and gaps in the research, resulting in a sophisticated synthesis.
[bookmark: _Toc166227746]3.5.1. Data Extraction Tool
To obtain relevant data from each study, a unique data extraction tool was created. This spreadsheet-based program organizes and analyzes retrieved data. Authors, year of publication, research objectives, methodologies (qualitative, quantitative, or mixed), major findings, and Nike social media marketing insights were important data categories. This organized approach provided data extraction consistency across all investigations, enabling rapid data collation and comparison. The program helped collect a complete dataset for each publication, which was used for quality assessment and synthesis (Siddaway et al., 2019). Table below is the data extraction template for the study.
[bookmark: _Toc166227278]Table 4: Data Extraction Template for Selected Articles (Self-Created)
	Data Field
	Description/Instructions for Data Entry

	Article ID
	Assign a unique identifier for each article for easy reference.

	Authors
	List the author(s) of the study.

	Year of Publication
	Note the year the article was published.

	Title
	Record the title of the study.

	Source
	Indicate the source/journal of the publication.

	Research Objectives
	Briefly summarize the main objectives of the study as related to social media marketing and Nike.

	Methodology
	Specify the type of research methodology used (e.g., Qualitative, Quantitative, Mixed Methods).

	Social Media Platforms Examined
	List the social media platforms that the study focuses on (e.g., Instagram, Twitter, Facebook).

	Key Findings
	Summarize the key findings, particularly those related to the effectiveness of Nike’s social media marketing strategies.

	Consumer Perceptions & Responses
	Summarize findings related to consumer perceptions and responses to Nike’s social media campaigns.

	Ethical Considerations
	Note any discussions on ethical considerations in Nike’s social media marketing practices (e.g., transparency, consumer privacy).

	Recommendations
	Summarize any recommendations made by the study for improving social media marketing strategies.

	Notes
	Additional notes or comments relevant to the study’s contribution to the research objectives.



[bookmark: _Toc166227747]3.5.2. Quality Assessment
The included studies were extensively assessed using predetermined criteria for quality and dependability. The Critical Appraisal Skills Programme (CASP) checklist for qualitative research and the STROBE statement for quantitative studies led this assessment. They were chosen for their relevance and application to the review's different techniques. Clear study objectives, appropriateness and rigor of the research design, validity of data collecting and analytic methodologies, and robustness of findings and conclusions were examined. Based on these criteria, only studies fulfilling a quality threshold were included in the final synthesis. This guaranteed that the review was based on credible evidence, boosting its credibility (Pluye et al., 2011).
[bookmark: _Toc166227748]3.5.3. Synthesis Approach
A thematic analysis approach was used to synthesise study data and identify, analyse, and report themes. This method was chosen for its flexibility and efficacy in organizing and analyzing huge datasets, especially qualitative and mixed-methods research. Key topics about Nike's social media marketing techniques, customer engagement, brand loyalty, and digital marketing ethics were identified and explored through iterative coding and theme development. The topic synthesis helped integrate data across studies and highlight research literature similarities and differences. This method gave a deep grasp of the knowledge base and identified gaps in evidence, suggesting future research (Braun and Clarke, 2006).
[bookmark: _Toc166227749]3.6. Ethical Considerations 
Using published data and preventing plagiarism were the main ethical considerations in the systematic literature review (SLR). The SLR followed ethical requirements by appropriately representing and sourcing data from selected studies from respectable, peer-reviewed publications. By scrupulously crediting all references, authors and researchers' unique contributions were acknowledged, maintaining research integrity. This strategy respected intellectual property rights and improved SLR academic rigor. The review procedure was transparent, defining data extraction, quality assessment, and synthesis methodologies to ensure repeatability and accountability in research. Even though the focus was on publicly available information, ethical considerations included treating sensitive material with confidentiality and anonymity (Petticrew and Roberts, 2008). 
[bookmark: _Toc166227750]3.7. Limitations 
The SLR methodology had limitations that could affect results. Publication bias, when favorable studies are published more than negative or inconclusive ones, was a major constraint. This bias may bias the synthesis toward positive social media marketing strategy outcomes, impacting the review's comprehensiveness. The absence of non-English studies may have missed vital insights and views from other languages. This language constraint may limit SLR findings' global applicability. While comprehensive, the databases searched may not have found all relevant studies, especially those in niche or less accessible journals. These limitations make it difficult to generalize the review's findings and emphasize the need for further research to fill these gaps (Higgins and Green, 2011). 
[bookmark: _Toc166227751]3.8. Chapter Summary 
This chapter described the rigorously planned SLR methodology, stressing the systematic selection, extraction, and synthesis of data from pertinent research on Nike brand marketing through social media. A thorough literature search using particular databases and keywords underpinning the research design. The study selection method included screening, eligibility assessment, and final selection based on predetermined relevance and quality criteria. The data extraction tool and thematic synthesis approach enabled structured analysis, while quality assessment standards ensured credible investigations. The methodology prioritized ethical source citation and data use. Recognizing publication bias and linguistic barriers gave SLR findings a critical perspective. The chapter's summary reaffirmed the SLR methodology's thoroughness and rigor, laying the groundwork for answering the research questions and contributing to digital marketing strategy research.


[bookmark: _Toc166227752]Chapter 4. Data Analysis and Findings
[bookmark: _Toc166227753]4.1. Chapter Overview
The significance of social media marketing has grown exponentially in recent years, fundamentally altering the dynamics of brand promotion and consumer engagement. Nike, a global leader in the athletic apparel and footwear industry, has leveraged social media platforms to enhance its brand recognition, engage customers, and increase market share. This study explored the effectiveness of Nike's social media marketing strategies by analyzing 50 articles. The analysis focused on three main objectives: evaluating how Nike's campaigns improve brand recognition, examining consumer perceptions and responses to these campaigns, and investigating the ethical considerations surrounding Nike's marketing practices.
By understanding the mechanisms through which Nike achieves its marketing goals, this study provided insights into the effectiveness of various social media strategies. Themes such as brand recognition, customer engagement, and market share were examined to assess how Nike maintains its competitive edge. Additionally, consumer perceptions, including brand loyalty, product satisfaction, and advocacy, were analyzed to understand the depth of Nike's influence on its audience. Ethical considerations such as transparency, consumer privacy, and authenticity were also scrutinized to evaluate Nike's commitment to responsible marketing. The findings from this study offer valuable implications for both academic research and practical applications in the field of social media marketing.
[bookmark: _Toc166227754]4.2. Data Presentation 
To effectively present the data, a table summarizing the key details of the 50 articles was created. This table included columns for the index number, authors, year, title, and key themes/keywords. This structured format provided a clear and concise overview of the articles, making it easier to identify the common themes and insights across the studies.
Data Presentation Points
1. Index: Sequential number from 1 to 50.
2. Authors: Names of the authors of each article.
3. Year: Publication year of each article.
4. Title: Title of each article.
5. Key Themes/Keywords: Major themes and keywords identified in each article.
The table facilitated a systematic analysis by allowing for quick reference and comparison of the articles, thereby supporting the thematic analysis process.
[bookmark: _Toc166227279]Table 5. Data Presentation Table
	Index
	Authors
	Year
	Title
	Key Themes/Keywords

	1
	Constantinides, E.
	2014
	Foundations of social media marketing
	Social Media, Marketing Strategy, Customer Empowerment, Passive and Active Approaches

	2
	Zheng, K.
	2020
	The Analysis of Nike’s Marketing Strategy from Social Media and Consumer Psychology & Behavior
	Marketing Strategy, Social Media, Consumer Psychology, Community Marketing

	3
	Srivastava, P.K.
	2015
	Emotional Branding: Marketing Strategy of Nike Brand
	Emotional Branding, Advertising Strategy, Brand Building, Relationship Marketing

	4
	Childs, M. and Jin, B.
	2017
	Nike: An Innovation Journey
	Product Innovation, Marketing Innovation, Consumer Experience, Global Leader

	5
	Yan, C., Brown, C., and Greenleaf, A.
	2022
	Just Do It: Analysis of Nike’s Marketing Strategies and Growth Recommendations
	Social Media, E-commerce, Consumer Engagement, Target Consumers

	6
	Diantari, N.P.E. and Jokhu, J.R.
	2021
	The Impact of Instagram as a Social Media Tool on Consumer Purchase Decision on Nike
	Social Media, Instagram, Celebrity Endorsement, E-WOM, Brand Awareness

	7
	Kim, M.-Y., Moon, S., and Iacobucci, D.
	2019
	The Influence of Global Brand Distribution on Brand Popularity on Social Media
	Global Branding, Social Media Engagement, Brand Globalness, Country Brand Popularity

	8
	Do, H., Ko, E., and Woodside, A.G.
	2015
	Tiger Woods, Nike, and I are (not) best friends
	Sports Sponsorship, Social Media, Brand Congruity, Brand Relationship Quality

	9
	Teng, J.
	2020
	Analysis of Female Marketing—Taking Nike as an Example
	Female Marketing, Product Strategy, Advertising, Offline Activities

	10
	Champaneri, A. and Jain, P.
	2021
	Content Marketing as the Leading Technique in Digital Marketing: A Case of Nike
	Content Marketing, Digital Marketing, Social Media Platforms, Storytelling

	11
	Geurin, A.N. and Burch, L.M.
	2017
	User-generated branding via social media: An examination of six running brands
	User-Generated Content, Social Media, Brand Engagement, Instagram

	12
	Li, D.
	2023
	Investigation and Analysis of Nike Product Marketing Strategy
	Product Strategy, Price Strategy, Channel Strategy, Promotion Strategy

	13
	Flynn, P.
	2015
	Nike Marketing Strategy: A Company to Imitate
	Marketing Strategy, Innovation, Creativity, Business Plan

	14
	Ahmed, R.R., et al.
	2016
	Strategic Marketing Plan of Nike
	Marketing Plan, Product Range, Social Media Promotion, Market Expansion

	15
	Neupane, R.
	2022
	Analysis of the Impact of Public Relations Strategies on Customer-Based Brand Equity: A Study of Nike Customers in the UK
	Public Relations, Brand Equity, Customer Perception, UK Market

	16
	Ramaswamy, V. and Ozcan, K.
	2016
	Brand value co-creation in a digitalized world
	Brand Co-Creation, Digital Platforms, Consumer Engagement, Brand Experience

	17
	Li, J.-Y., Kim, J.K., and Alharbi, K.
	2021
	Exploring the role of issue involvement and brand attachment in shaping consumer response toward corporate social advocacy (CSA) initiatives: the case of Nike’s Colin Kaepernick campaign
	Corporate Social Advocacy, Brand Attachment, Consumer Involvement, Social Issues

	18
	Boldt, L.C., et al.
	2016
	Forecasting Nike’s sales using Facebook data
	Sales Forecasting, Social Media, Facebook Data, Big Data

	19
	Waymer, D. and Logan, N.
	2021
	Corporate social advocacy as engagement: Nike’s social justice communication
	Corporate Social Advocacy, Social Justice, Public Relations, Engagement

	20
	Brown, S., Brison, N., and Bennett, G.
	2020
	Corporate Social Marketing: An analysis of consumer response to Nike’s campaign featuring Colin Kaepernick
	Corporate Social Marketing, Social Injustice, Consumer Response, Purchase Intention

	21
	Lannoo, L. and De Cock, S.
	2021
	The brand image of Nike through its social networks
	Social Networks, Brand Image, Twitter, Instagram, Facebook, Teenagers, Young Adults

	22
	Kim, J.K., et al.
	2019
	Nike, Colin Kaepernick, and the Politicization of Sports
	Corporate Social Advocacy, Public Response, Political Issues, Consumer Behavior

	23
	Asada, A. and Sanderson, J.
	2020
	Supporting sacrifice or condemning belief: consumer reactions to Nike’s advertising campaign featuring Colin Kaepernick
	Controversial Advertising, Consumer Reactions, Emotions, Purchase Intention

	24
	Um, N.-H.
	2021
	Korean Consumers’ Responses to Nike’s ‘Women’s Just Do It’ Femvertising Campaign
	Femvertising, Gender Attitudes, Brand Fit, Purchase Intention

	25
	DeTienne, K.B. and Lewis, L.W.
	2005
	The Pragmatic and Ethical Barriers to Corporate Social Responsibility Disclosure: The Nike Case
	CSR Disclosure, Ethics, Transparency, Legal Issues

	26
	Nia, N.B.
	2023
	Brand Management Internationalization: Case Study of Nike
	Brand Management, Internationalization, Global Branding, Cultural Adaptation

	27
	Chung, K.Y., Derdenger, T.P., and Srinivasan, K.
	2013
	Economic Value of Celebrity Endorsements: Tiger Woods’ Impact on Sales of Nike Golf Balls
	Celebrity Endorsements, Sales Impact, Brand Switching, Price Premium

	28
	Widiatmoko, D.P., et al.
	2023
	Influence Quality Product, Image Brand, and Promotion Regarding The Decision to Purchase Nike Shoes in Jakarta East
	Product Quality, Brand Image, Promotion, Purchase Decision

	29
	Gao, X., et al.
	2022
	Cross-Cultural Advertising Marketing Strategies of Multinational Companies — Nike for Example
	Cross-Cultural Advertising, Marketing Strategies, Chinese Market, Cultural Differences

	30
	Chen, T.
	2023
	The Effectiveness on Nike’s ‘Dream Crazy’ Campaign
	Marketing Campaign, Celebrity Endorsements, Brand Values, Diversity, Inclusivity

	31
	Mahdi, H.A.A., et al.
	2015
	A Comparative Analysis of Strategies and Business Models of Nike, Inc. and Adidas Group
	Strategic Analysis, Business Models, Competitive Advantage, Innovation

	32
	Dabbous, A. and Barakat, K.A.
	2020
	Bridging the online offline gap: Assessing the impact of brands’ social network content quality on brand awareness and purchase intention
	Social Media Content, Brand Awareness, Purchase Intention, Millennials

	33
	Tran Thi My, H.
	2021
	The effects of social media marketing on brand awareness through Facebook and Instagram
	Social Media Marketing, Brand Awareness, Facebook, Instagram

	34
	Cerchia, R.E. and Piccolo, K.
	2019
	The Ethical Consumer and Codes of Ethics in the Fashion Industry
	Ethical Consumerism, Codes of Ethics, Sustainability, Fashion Industry

	35
	Heffron, E.
	2019
	Nike's Corporate Social Advocacy (CSA) Practices as Related to Strategic Issues Management (SIM) and Threats to Organizational Legitimacy
	Corporate Social Advocacy, Strategic Issues, Organizational Legitimacy, Stakeholder Perception

	36
	Pittman, M. and Sheehan, K.
	2020
	Brand Authenticity and Strategic Response to Crises: Symbolic Effects of Donation Type on Purchase Intent and Digital Engagement
	Brand Authenticity, Crisis Response, Symbolic Consumption, Donation

	37
	Pereira, M.
	2024
	The Influence of Social Media Marketing on Brand Equity: Evidence from the Fast-Food Industry in Brazil
	Social Media Marketing, Brand Equity, Fast-Food Industry, Brazil

	38
	Bhaduri, G. and Copeland, L.
	2020
	Going green? How skepticism and information transparency influence consumers’ brand evaluations for familiar and unfamiliar brands
	Environmental Responsibility, Information Transparency, Consumer Skepticism, Brand Evaluation

	39
	Alharbi, K., et al.
	2022
	When Corporate Social Advocacy Meets Controversial Celebrity: The Role of Consumer–Brand Congruence and Consumer-Celebrity Congruence
	Corporate Social Advocacy, Celebrity Endorsement, Consumer-Brand Congruence, Behavioral Intentions

	40
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[bookmark: _Toc166227755]4.3. Data Analysis
The data analysis procedures undertaken in this study involved a comprehensive thematic analysis of 50 scholarly articles related to Nike's social media marketing strategies. The process included several critical steps: thematic analysis approach, coding process, development of themes and sub-themes, and, where applicable, the use of qualitative data analysis software.
[bookmark: _Toc166227756]4.3.1. Thematic Analysis Approach
The thematic analysis approach was employed to systematically identify, analyze, and report patterns (themes) within the data. This method provided a flexible and rigorous approach to qualitative data analysis, allowing for a detailed examination of the complex phenomena associated with Nike's social media marketing strategies. Braun and Clarke's (2006) framework for thematic analysis was followed, which involves familiarizing with the data, generating initial codes, searching for themes, reviewing themes, defining and naming themes, and producing the final report.
[bookmark: _Toc166227757]4.3.2. Coding Process
The coding process began with a thorough reading of each article to understand the key points and insights presented by the authors. Initial codes were generated from significant statements, concepts, and patterns related to Nike's marketing strategies. These codes were then systematically organized to capture the essence of the data, ensuring that no critical information was overlooked.
For instance, codes such as "visibility," "awareness," "interaction," and "sales impact" were derived from the articles that discussed various aspects of Nike's social media campaigns. Constantinides (2014) emphasized the power migration in the marketplace due to social media, highlighting the importance of customer engagement and visibility, which were coded under "brand recognition" and "customer engagement" respectively. Similarly, Zheng's analysis of Nike's market strategy included codes like "global market strategy" and "direct-to-consumer strategies" due to its focus on market penetration and e-commerce integration.
[bookmark: _Toc166227758]4.3.3. Development of Themes and Sub-Themes
The development of themes and sub-themes involved clustering related codes into broader themes that encapsulated the primary focus of the articles. This process was iterative, involving constant comparison and refinement to ensure that the themes accurately represented the data. Themes such as "brand recognition," "customer engagement," and "market share" were developed based on recurring patterns in the data.
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[bookmark: _Toc166227421]Figure 4. Thematic Network
For example, the theme "brand recognition" included sub-themes such as "social media campaigns," "celebrity endorsements," and "influencer marketing." These sub-themes were derived from articles like Srivastava (2015), which discussed emotional branding and the impact of celebrity endorsements on brand recognition. Another theme, "customer engagement," encompassed sub-themes like "social media interactivity" and "user-generated branding," reflecting findings from Childs and Jin (2017) about the effectiveness of interactive social media practices.
In this study, the manual coding process ensured a deep, contextual understanding of the data. This hands-on approach allowed for a nuanced interpretation of the themes and sub-themes, which might have been overlooked using automated processes.
The data analysis procedures employed in this study were meticulous and thorough, ensuring a comprehensive understanding of Nike's social media marketing strategies. Through thematic analysis, key insights into brand recognition, customer engagement, and market share were uncovered. The coding process, development of themes, and the potential use of qualitative data analysis software provided a robust framework for analyzing the data. This approach not only highlighted the effectiveness of Nike's marketing strategies but also underscored the importance of ethical considerations in social media marketing practices. The findings from this study offer valuable implications for both academic research and practical applications in the field of social media marketing.
[bookmark: _Toc166227759]4.3. Thematic Findings
[bookmark: _Toc166227760]4.3.1. Theme 1: Effectiveness of Social Media Marketing Strategies
a. Brand Recognition
Nike's advertising campaigns, specifically "Just Do It" and "Dream Crazy," have played a crucial role in improving the brand's prominence and memorability. The "Just Do It" campaign, initiated in 1988, emerged as one of the most prominent and easily identifiable phrases in the annals of advertising. The film's straightforwardness and impactful message struck a chord with a broad spectrum of viewers, fostering a feeling of self-empowerment and resolute resolve (Yan, Brown and Greenleaf, 2022). The inclusion of Colin Kaepernick in the "Dream Crazy" campaign effectively reinforced Nike's brand image by associating with social justice movements, therefore resonating with customers' principles and convictions. Nike's campaign showcased its dedication to advocating for causes beyond the realm of sports, hence strengthening customer loyalty and brand recognition (Li, Kim and Alharbi, 2021). 
[bookmark: _Toc166227280]Table 6. Themes and Codes for Brand Recognition
	Themes
	Codes
	Sub-themes

	Brand Recognition
	Visibility
	Social Media Campaigns (e.g., "Just Do It", "Dream Crazy")

	
	Awareness
	Celebrity Endorsements

	
	Reach
	Influencer Marketing

	
	Brand Recall
	




Nike's marketing approach has relied significantly on celebrity endorsements. Renowned sportsmen like as Michael Jordan, Serena Williams, and LeBron James have not only contributed their influential status to the brand but have also personified Nike's principles of exceptionalism and determination. The endorsements establish a powerful connection between the athletes' accomplishments and the brand, so amplifying Nike's exposure and appeal (Chung, Derdenger, and Srinivasan, 2013). Utilizing influencer marketing, which entails leveraging social media personalities with substantial followings, has proven to be effective. These influencers communicate their own encounters with Nike items, enhancing the brand's relatability and attractiveness to their fans (Diantari and Jokhu, 2021). 
b. Customer Engagement
Nike has successfully employed user-generated content (UGC) and interactive strategies to actively involve their audience on social media platforms. Nike's campaigns that promote user-generated content, where individuals share their personal tales and experiences with Nike items, have successfully fostered a strong sense of community and loyalty among users. An instance of this is the "Nike Run Club" application, which not only records running data but also enables users to publicize their accomplishments on social media, thereby promoting a feeling of camaraderie among runners (Geurin and Burch, 2017). 
[bookmark: _Toc166227281]Table 7. Themes and Codes for Customer Engagement
	Themes
	Codes
	Sub-themes

	Customer Engagement
	Interaction
	Social Media Interactivity

	
	User-Generated Content (UGC)
	User-Generated Branding

	
	Engagement Metrics
	Content Quality and Consistency

	
	Community Building
	




Engaging users has been significantly enhanced with the implementation of interactive methods, such as polls, challenges, and live sessions. Nike regularly utilizes Instagram and Facebook as platforms to initiate challenges that motivate individuals to engage and showcase their outcomes. These activities not only enhance engagement but also offer Nike vital customer intelligence. Producing content of superior quality that continuously embodies Nike's brand values and aesthetics is crucial for maintaining audience engagement and cultivating a stronger bond with the company (Teng, 2020). 
Engagement metrics, such as likes, shares, comments, and overall interaction rates, are important indicators of the effectiveness of these efforts. Research has demonstrated that Nike's social media posts elicit greater levels of engagement in comparison to a number of its rivals, suggesting a significant level of customer interest and participation (Dabbous and Barakat, 2020). Nike's strategic utilization of social media platforms strengthens community building by providing exclusive material and experiences to its fans, resulting in the development of a loyal and engaged community. 
c. Market Share
Nike's emphasis on e-commerce and market penetration has had a substantial effect on its market share. Nike has been able to sustain and expand its market share by embracing a strong online retail presence, which has been further propelled by the COVID-19 pandemic. Direct-to-consumer (DTC) sales conducted via their website and mobile applications have emerged as a substantial source of income, diminishing dependence on conventional retail channels (Yan, Brown, and Greenleaf, 2022). Nike's implementation of this strategy has resulted in improved management of its brand representation and customer interaction, resulting in heightened levels of customer contentment and allegiance (Kim, Moon, and Iacobucci, 2019). 
The combination of e-commerce with social media marketing has also been crucial. Social networking platforms function as direct sales channels, enabling users to conveniently click on product links and complete transactions without navigating away from the platform. The smooth and uninterrupted shopping process has resulted in improved conversion rates and boosted sales (Diantari and Jokhu, 2021). Nike's utilization of targeted advertisements and personalized marketing on social media platforms has bolstered its e-commerce performance. 
[bookmark: _Toc166227282]Table 8. Themes and Codes for Market Share
	Themes
	Codes
	Sub-themes

	Market Share
	Sales Impact
	E-commerce Integration

	
	Market Penetration
	Direct-to-Consumer Strategies

	
	Competitive Advantage
	Global Market Strategy



Nike's global market strategy involves customizing its approach to various countries. Nike's successful expansion into global markets, such as China and India, has been attributed to its effective use of culturally tailored advertising and localized content (Gao et al., 2022). Nike has effectively modified its marketing methods to conform to local consumer tastes and cultural subtleties, a crucial factor in its worldwide market expansion. 
Nike has prioritized the development of a robust offline-to-online ecosystem alongside its online operations. This strategy entails the integration of digital and physical retail experiences, enabling customers to make purchases online and collect them in-store, or vice versa. Omnichannel tactics have improved customer convenience and happiness, leading to increased market penetration (Childs and Jin, 2017). 
Nike's utilization of social media methods has additionally bolstered its competitive edge. Nike has consistently maintained its leadership in the athletic apparel sector by continuously inventing and staying ahead of trends. Nike's utilization of state-of-the-art technology, both in the creation of its products and in its marketing strategies, guarantees that the company maintains its relevance and attractiveness to its intended audience (Li, 2023). 
Nike's social media marketing methods have proven to be incredibly successful in bolstering brand recognition, fostering customer involvement, and increasing total market share. Nike's inventive marketing efforts, strategic endorsement partnerships, interactive social media strategies, and seamless integration of e-commerce have established the company as a powerful presence in the worldwide market. These techniques not only increase sales and market share, but also cultivate a devoted and active client base, guaranteeing sustained brand success in the long run.
[bookmark: _Toc166227761]4.3.2. Theme 2: Consumer Perceptions and Responses
a. Brand Loyalty
Nike's emphasis on emotional branding and customer connection management (CRM) has played a vital role in cultivating brand loyalty. Emotional branding entails establishing a profound emotional bond with customers, which fosters their loyalty and encourages them to make repeat purchases. The "Dream Crazy" campaign by Nike, for example, utilized compelling narrative techniques and social justice motifs to establish a profound emotional connection with consumers. The campaign successfully connected with a broad range of people by emphasizing principles like determination and societal transformation, thereby establishing a strong association between the brand and the personal convictions of its clientele (Chen, 2023). 
CRM tactics have also had a substantial impact on improving client retention. Nike utilizes personalized marketing strategies, such as tailored emails and unique promotions, to foster a sense of worth and gratitude among customers. The NikePlus membership program exemplifies the brand's utilization of CRM to cultivate customer loyalty. Subscribers are provided with customized suggestions, privileged access to recently launched items, and unique material, all of which promote recurring purchases and sustained involvement (Srivastava, 2020). Nike enhances customer loyalty and encourages repeat purchases by establishing consistent and tailored contact with its customers (Flynn, 2015). 
[bookmark: _Toc166227283]Table 9. Themes and Codes for Brand Loyalty
	Themes
	Codes
	Sub-themes

	Brand Loyalty
	Repeat Purchase
	Emotional Branding

	
	Customer Retention
	Customer Relationship Management (CRM)

	
	Loyalty Programs
	Brand Attachment



The customer's loyalty to the brand is reinforced by consistent and favorable interactions with Nike's products and services. Customers may be confident in the brand's dedication to excellence and advancement, ensuring that their purchase will be of high quality and incorporate the latest technological advancements. The continuous satisfaction with the products or services provided by the brand fosters a robust feeling of loyalty and emotional connection (Neupane, 2022). In addition, Nike's involvement in social and environmental issues improves its brand reputation and strengthens the emotional bond with its target audience, resulting in increased consumer loyalty (Gao et al., 2022). 
b. Product Satisfaction
The level of happiness with Nike products has a crucial role in shaping consumers' impressions of the brand. The perception of consumers towards Nike items is often characterized by their recognition of excellent quality and innovation, which has a substantial influence on their trust and loyalty towards the brand. Nike's approach has consistently focused on continuous innovation in product design and technology, which guarantees that their products not only meet but also frequently surpass consumer expectations (Childs and Jin, 2017). For instance, the advancement of Nike Air technology transformed athletic footwear and established a fresh benchmark in terms of comfort and performance. 
Customer feedback frequently emphasizes the exceptional quality and inventive characteristics of Nike items. Reviews and ratings across several platforms indicate that customers are highly satisfied with the product's performance, durability, and design. Positive feedback serves to strengthen consumer confidence and foster brand allegiance (Li, 2023). In addition, Nike's promptness in addressing consumer comments, resolving complaints, incorporating proposed enhancements, and regularly introducing improved items displays its dedication to upholding exceptional standards (Ahmed et al., 2016). 
[bookmark: _Toc166227284]Table 10. Themes and Codes for Product Satisfaction
	Themes
	Codes
	Sub-themes

	Product Satisfaction
	Quality Perception
	Product Quality

	
	Customer Feedback
	Innovation and Design

	
	Product Reviews
	Consumer Trust



Innovation is a crucial factor in determining product satisfaction. Nike's allocation of resources towards research & development results in the production of state-of-the-art items that effectively meet the changing demands of consumers. The brand's commitment to fostering innovation allows it to maintain a leading position in the business and consistently amaze customers with its new product offers (Childs and Jin, 2017). The brand's capacity to produce innovative items, such as self-lacing shoes and garments with superior moisture-wicking technology, demonstrates its dedication to pushing the limits of performance and style (Teng, 2020). 
The brand's regular supply of high-quality items enhances consumer trust in Nike. Establishing and preserving this trust is essential for retaining a devoted client following. Customers who trust in the dependability and effectiveness of Nike items are more inclined to make recurring purchases and endorse the brand to others (Flynn, 2015). 
c. Advocacy
Word-of-mouth marketing and the impact of celebrity endorsements play a crucial role in driving customer advocacy for Nike. Positive word-of-mouth (WOM) marketing refers to the act of satisfied customers sharing their experiences with others, thereby promoting the brand through personal recommendations. Word-of-mouth (WOM) is especially influential in the digital era, as customers have the ability to effortlessly express their ideas on social media and review platforms (Pittman and Sheehan, 2020).
[bookmark: _Toc166227285]Table 11. Themes and Codes for Advocacy
	Themes
	Codes
	Sub-themes

	Advocacy
	Word-of-Mouth
	Advocacy Campaigns

	
	Brand Advocacy
	Influence of Celebrity Endorsements

	
	Social Media Mentions
	Brand Ambassadors



Nike's brand message is enhanced and its reach is expanded through the use of celebrity endorsements. Notable sports figures such as LeBron James, Serena Williams, and Tiger Woods act as brand ambassadors, representing the ideals and objectives that Nike promotes. These athlete endorsements bolster the brand's credibility and attractiveness, as consumers frequently admire these athletes and have faith in their endorsements (Chung, Derdenger, and Srinivasan, 2013). The affiliation with accomplished and powerful individuals strengthens the reputation of the brand and motivates consumers to promote it among their connections (Chen, 2023). 
Brand ambassadors, whether they are officially recognized or not, have a vital role in promoting and advocating for a brand. Nike's official brand ambassadors, which include sponsored athletes and social media celebrities, actively endorse the company through their various platforms, effectively reaching a wide range of consumers and cultivating a favorable brand perception (Geurin and Burch, 2017). Unofficial brand ambassadors, or devoted customers who express their positive experiences, also contribute to advocacy by endorsing Nike products to acquaintances and relatives. The promotion at the grassroots level is extremely useful since personal recommendations tend to have greater influence than conventional advertising (Yan, Brown, and Greenleaf, 2022). 
Nike's adept utilization of social media to interact with consumers and foster advocacy has been highly successful. Interactive initiatives that promote user-generated content, such as the sharing of workout regimens or the display of new purchases, foster a feeling of community and active participation among customers (Flynn, 2015). Engaging with users not only cultivates loyalty but also stimulates natural advertising for the company as users disseminate their favorable experiences to their followers (Ahmed et al., 2016). 
The reception of Nike's campaigns by consumers has been predominantly favorable, primarily due to the successful use of emotive branding, high levels of product satisfaction, and strong advocacy initiatives. Nike has developed a committed and involved client base by establishing powerful emotional bonds, continually providing exceptional and groundbreaking products, and utilizing the impact of celebrity endorsements and loyal fans. These techniques guarantee Nike's continued dominance in the sports apparel sector, with a devoted following that actively advocates for and sustains the brand.
[bookmark: _Toc166227762]4.3.3. Theme 3: Ethical Considerations
a. Transparency
Nike's dedication to corporate social responsibility (CSR) and ethical marketing methods has been a crucial element of its brand strategy. The company has diligently endeavored to synchronize its business operations with wider social and environmental objectives, resulting in a favorable response from consumers and stakeholders. Nike's corporate social responsibility (CSR) endeavors encompass the promotion of diversity and inclusion, the development of sustainable products, and the implementation of fair labor policies. 
[bookmark: _Toc166227286]Table 12. Themes and Codes for Transparency
	Themes
	Codes
	Sub-themes

	Transparency
	Corporate Social Responsibility (CSR)
	Ethical Branding Practices

	
	Ethical Marketing
	Transparent Communication

	
	Information Disclosure
	CSR Initiatives



Nike places significant emphasis on sustainability as part of its corporate social responsibility (CSR) initiatives. The company has implemented various eco-friendly measures, including the utilization of recycled materials in its products and the reduction of carbon emissions in its manufacturing operations. The "Move to Zero" program exemplifies Nike's objective of attaining complete elimination of carbon emissions and waste in all of its operations (Diantari and Jokhu, 2021). Nike improves corporate transparency and accountability by publicly committing to these aims and providing frequent progress reports. 
Nike's ethical marketing methods encompass not just the promotion of its products, but also the commitment to honesty and the avoidance of misleading consumers in its marketing messaging. Advertising transparency fosters confidence and enhances credibility. Nike's advertising frequently emphasize the genuine advantages of their products without making exaggerated claims, hence upholding consumer trust (Ahmed et al., 2016). 
Effective communication is essential in the current market, as consumers increasingly expect greater transparency regarding the brands they endorse. Nike has addressed this desire by offering comprehensive reports on its corporate social responsibility (CSR) initiatives, which are readily available to the general public. The reports encompass a diverse array of subjects, such as the effects on the environment, employment policies, and involvement with the community. Nike's provision of easily accessible information displays its dedication to ethical practices and responsibility (Cerchia and Piccolo, 2019). 
b. Consumer Privacy
Consumer privacy has become a crucial problem in the era of digital technology, and Nike has implemented substantial measures to tackle data protection and privacy issues. The organization has adopted stringent data protection measures to guarantee the secure handling and responsible use of consumer information. The privacy policy of Nike clearly delineates the process of data collection, utilization, and safeguarding, ensuring clarity for customers regarding their rights and the protective measures implemented to secure their information. 
[bookmark: _Toc166227287]Table 13. Themes and Codes for Consumer Privacy
	Themes
	Codes
	Sub-themes

	Consumer Privacy
	Data Protection
	Privacy Concerns

	
	Privacy Policies
	Data Security Measures

	
	Consumer Rights
	Consumer Consent



Nike complies with stringent data protection requirements, including the General Data Protection Regulation (GDPR) in Europe, which establishes a rigorous benchmark for safeguarding data privacy and security. The company has implemented procedures to ensure adherence to these requirements, which involve seeking explicit agreement from consumers prior to gathering their data (Kim et al., 2021). This strategy not only fulfills the necessary legal obligations but also enhances consumer confidence by demonstrating a commitment to safeguarding their privacy. 
Nike's data protection strategy prioritizes consumer rights and consent. The company empowers users to exercise control over their personal information through multiple mechanisms, including the option to opt-out of data collecting or to seek the erasure of their data. The empowerment of consumers is in accordance with ethical marketing principles and fosters trust in the brand (Champaneri and Jain, 2021). 
Moreover, Nike's transparency in effectively conveying its data practices is of utmost importance. The company guarantees that its privacy rules are transparent and comprehensible, avoiding intricate legal terminology that could potentially perplex users. Nike's actions aim to ensure that consumers possess comprehensive knowledge regarding their rights and the utilization of their data, thereby strengthening the company's dedication to ethical conduct (DeTienne and Lewis, 2005). 
c. Authenticity
Establishing authenticity in marketing is crucial for fostering a sincere bond with consumers, and Nike has continually showcased sincerity in their marketing communications. Authenticity entails adhering to the brand's core principles, continually embodying these principles in all forms of communication, and genuinely and transparently interacting with consumers. 
[bookmark: _Toc166227288]Table 14. Themes and Codes for Authenticity
	Themes
	Codes
	Sub-themes

	Authenticity
	Genuine Engagement
	Authentic Brand Values

	
	Trustworthiness
	Consistency in Messaging

	
	Honest Messaging
	Consumer Trust in Brand Messaging



Nike's marketing communications frequently emphasize the concepts of empowerment, innovation, and social responsibility, which are fundamental to the brand's essence. Campaigns like "Dream Crazy" and "You Can’t Stop Us" demonstrate these principles by featuring narratives of determination and societal transformation. These marketing initiatives are effective because they are based on actual societal concerns and demonstrate Nike's sincere dedication to creating a beneficial influence (Li, 2023). 
Ensuring consistency in messaging is another crucial element of authenticity. Nike maintains a high level of coherence in their marketing messages across all channels and campaigns. This consistency strengthens the brand's identity and contributes to the development of a consistent brand image. For instance, the concept of empowerment is continuously communicated through several platforms, such as ads and social media posts, resulting in a cohesive brand story (Flynn, 2015). 
Nike's marketing strategy is characterized by authentic interaction with consumers. The company proactively interacts with its audience via social media, promptly addressing criticisms, and cultivating a community centered on its brand. This engagement entails not just the promotion of items but also the establishment of relationships with consumers. Nike's social media strategy, which includes engaging content and campaigns driven by user participation, serves as a prime example of this technique (Yan, Brown and Greenleaf, 2022). 
In addition, Nike's genuineness is evident in their handling of social and political matters. The brand has adopted assertive positions on diverse social justice matters, including racial equity and gender inclusiveness. The Colin Kaepernick "Just Do It" ad exemplified Nike's endorsement of social justice, even in the face of potential criticism. The genuineness in tackling important matters strikes a chord with consumers who appreciate brands that embody values beyond just financial gain (Heffron, 2019). 
Nike's ethical considerations in marketing techniques include the principles of transparency, safeguarding consumer privacy, and maintaining authenticity. Nike has established a reliable and esteemed brand through its dedication to corporate social responsibility (CSR) activities, open and honest communication, strong data protection measures, and authentic involvement. These ethical methods not only bolster consumer confidence but also set Nike apart in a competitive industry, guaranteeing its ongoing prosperity and favorable brand image. Nike exemplifies the possibility of attaining commercial prosperity while maintaining elevated ethical principles through its ethical approach.
[bookmark: _Toc166227763]4.4. Synthesis of Findings
[bookmark: _Toc166227764]4.4.1. Interconnection of Themes
The thematic analysis of Nike’s marketing strategies reveals an interconnected framework where brand recognition, customer engagement, market share, consumer perceptions, and ethical considerations all play integral roles in reinforcing and enhancing the brand’s position. These themes do not exist in isolation but rather influence and support each other to create a cohesive and powerful marketing strategy.
Brand Recognition and Customer Engagement: Nike’s iconic campaigns such as "Just Do It" and "Dream Crazy" serve as pivotal touchpoints that elevate brand visibility and recall. These campaigns are not only memorable due to their motivational messaging but also because they engage customers on a personal level, encouraging interaction and participation (Yan, Brown, & Greenleaf, 2022). Celebrity endorsements further amplify this visibility by associating the brand with high-profile athletes and influencers, creating a ripple effect of engagement across various social media platforms (Chung, Derdenger, & Srinivasan, 2013).
Customer Engagement and Market Share: Interactive social media practices and user-generated content (UGC) initiatives enhance customer engagement, leading to increased brand loyalty and advocacy. This engagement directly influences Nike’s market share by driving e-commerce sales and facilitating global market penetration. For example, the direct-to-consumer strategy, bolstered by effective social media engagement, has significantly contributed to Nike’s robust e-commerce presence, especially during the COVID-19 pandemic (Yan, Brown, & Greenleaf, 2022; Boldt et al., 2016).
Consumer Perceptions and Ethical Considerations: Emotional branding and CRM strategies enhance brand loyalty and consumer trust, which are further strengthened by Nike’s commitment to transparency and ethical marketing practices. Consumers today are highly conscious of a brand’s ethical stance, and Nike’s proactive CSR initiatives and data protection measures resonate well with this demographic (Cerchia & Piccolo, 2019; Kim et al., 2021). Authentic engagement and consistent messaging reinforce the perception of Nike as a trustworthy and socially responsible brand, fostering deeper consumer attachment and advocacy (Li, 2023).
[bookmark: _Toc166227765]4.4.2. Insights Gained and Relevance to the Industry
The insights gained from this analysis are highly relevant to the broader marketing industry. They underscore the importance of a multi-faceted approach to brand strategy that integrates traditional advertising with digital and social media efforts, prioritizes consumer engagement, and upholds ethical standards.
Multi-Platform Integration: The success of Nike’s campaigns illustrates the effectiveness of integrated marketing communications. Brands should aim to create cohesive messages that resonate across various platforms, combining the reach of traditional media with the engagement capabilities of digital channels (Flynn, 2015).
Consumer-Centric Engagement: The analysis highlights the value of consumer interaction and UGC in building brand loyalty. Brands should invest in creating interactive and engaging experiences that allow consumers to participate in the brand narrative, fostering a sense of community and ownership (Geurin & Burch, 2017).
E-commerce and Global Expansion: Nike’s success in leveraging e-commerce and adapting to different cultural contexts provides valuable lessons for brands aiming to expand globally. Understanding local markets and tailoring strategies to meet specific regional needs can significantly enhance market penetration and brand acceptance (Childs & Jin, 2017; Gao et al., 2022).
Ethical Branding: The increasing consumer demand for ethical and transparent business practices is a critical insight. Brands must prioritize CSR, data protection, and genuine engagement to build trust and loyalty. This approach not only enhances the brand’s image but also aligns with the values of today’s conscious consumers (Cerchia & Piccolo, 2019; Kim et al., 2021).
The synthesis of findings highlights the interconnected nature of effective marketing strategies. By integrating brand recognition, customer engagement, market share growth, consumer perceptions, and ethical considerations, Nike has developed a robust and adaptable marketing approach. These insights provide a valuable framework for other brands seeking to navigate the complexities of modern marketing and build enduring connections with their consumers.
[bookmark: _Toc166227766]4.5. Chapter Summary
The data analysis and findings presented in this chapter provide a comprehensive understanding of Nike’s social media marketing strategies, consumer perceptions, and ethical considerations. The evaluation of these aspects reveals that Nike’s integrated approach to marketing has been pivotal in enhancing brand recognition, customer engagement, and market share.
Nike’s campaigns, such as "Just Do It" and "Dream Crazy," have successfully leveraged powerful messaging, celebrity endorsements, and influencer marketing to increase visibility and brand recall. These strategies have not only made Nike a household name but also established an emotional connection with consumers, fostering brand loyalty. The utilization of interactive social media practices and user-generated content has further amplified customer engagement, creating a dynamic community that actively participates in the brand’s narrative.
In terms of market share, Nike’s robust e-commerce strategies and global market penetration have demonstrated significant success. The shift towards direct-to-consumer sales and the adaptation of marketing strategies to cater to diverse cultural contexts have enabled Nike to maintain its competitive edge in both established and emerging markets.
Consumer perceptions have also played a critical role in Nike’s success. Emotional branding and customer relationship management (CRM) strategies have cultivated a strong sense of loyalty and trust among consumers. This is complemented by high product satisfaction, driven by continuous innovation and quality assurance.
Ethical considerations, particularly transparency in marketing practices, consumer privacy, and authenticity of marketing messages, have further strengthened consumer trust in the brand. Nike’s commitment to corporate social responsibility (CSR) and ethical branding practices has resonated well with today’s socially conscious consumers, reinforcing the brand’s positive image and credibility.


[bookmark: _Toc166227767]Chapter 5. Discussion
[bookmark: _Toc166227768]5.1. Chapter Overview
In addition to analyzing consumer perceptions and responses, the primary objective of this study was to evaluate the effectiveness of Nike's social media marketing strategies in increasing brand recognition, customer engagement, and overall market share. Additionally, the study aimed to investigate ethical considerations in Nike's marketing practices. According to the findings, Nike's integrated marketing strategy has been a big contributor to the company's market supremacy as well as its high consumer loyalty. In this chapter, we explore how these findings contribute to the current body of literature, their practical implications for Nike's marketing strategy, insights into consumer behavior, ethical considerations, as well as the limits of the study and potential future research areas. 
[bookmark: _Toc166227769]5.2. Integration with Existing Literature 
In addition to extending the current body of work on social media marketing and customer behavior, the findings of this study are consistent with those findings. Previous studies have demonstrated the significance of social media advertising in terms of increasing the visibility and memory of a brand. A number of Nike's advertising efforts, like "Just Do It" and "Dream Crazy," are excellent examples of the influence that captivating storytelling and celebrity endorsements have in creating brand recognition. Constantinides (2014), who stressed the function of social media as a customer empowerment agent and a tool for direct marketing and public relations, is at odds with these findings. Constantinides (2014) emphasized the importance of social media. 
The findings of the study also demonstrate that user-generated content and interactive social media techniques are excellent methods for increasing customer engagement. According to Geurin and Burch (2017), who discovered that user-generated branding has the potential to increase brand engagement and develop deeper relationships between brands and consumers, this is in agreement with their findings. According to Dabbous and Barakat (2020), who emphasized the significance of content quality and brand interactivity in enhancing consumer engagement and brand recognition, Nike's intentional deployment of high-quality, visually appealing material and consistent messaging further confirms the results of the aforementioned researchers. 
The research also contributes to the existing body of knowledge concerning market share and e-commerce strategy. The conclusions of Yan et al. (2022), who recognized the increased importance of digital and direct-to-consumer operations in preserving market share, are supported by the fact that Nike was able to successfully transition towards a substantial e-commerce presence, notably during the COVID-19 epidemic. According to Gao et al. (2022), the adaptability of Nike and the fact that the company has customized its marketing strategy to different regions serves to emphasize the effectiveness of locally relevant advertising and material that is culturally relevant. 
[bookmark: _Toc166227770]5.3. Implications for Nike’s Marketing Strategies 
The findings have important significance for Nike's marketing efforts in terms of their practical application. To begin, Nike ought to keep utilizing effective and emotionally resonant campaigns such as "Just Do It" and "Dream Crazy" in order to improve the visibility and memory of their brand. The brand values of perseverance, excellence, and inclusivity are reinforced through these ads, which not only resonate with a large audience but also make a positive impact on the brand. 
The strategy that Nike employs should continue to place a significant emphasis on celebrity endorsements and influencer marketing. It is possible for Nike to broaden its appeal to a wider range of demographics through collaborations with prominent athletes and social media influencers. These partnerships can also strengthen the brand's relationship with excellence and social concerns. This technique is consistent with the findings that were presented by Chung et al. (2013), who established the economic worth of celebrity endorsements in terms of improving sales and the value of a brand. 
Nike should continue to encourage user-generated content and participatory social media techniques in order to improve the interaction between the company and its customers. Organic brand promotion and the development of a sense of community can be accomplished through the deployment of campaigns that encourage people to share their experiences with Nike products. According to De Vries and Carlson (2014), this method not only boosts the amount of engagement that takes place, but it also offers significant insights into the customer's behavior. 
When it comes to market share, Nike ought to place a greater emphasis on techniques that involve direct-to-consumer marketing and online shopping with customers. It has been demonstrated that the transition towards online sales channels has been successful in both preserving and expanding market share, particularly in difficult periods such as the COVID-19 pandemic. It is also important for Nike to continue adapting its marketing methods to accommodate a wide variety of cultural contexts. This will ensure that the company's messaging is understood by the audiences in each region. The findings of Childs and Jin (2017), who emphasized the significance of cultural relevance and innovation in the process of global market penetration, lend credence to this approach. 
[bookmark: _Toc166227771]5.4. Consumer Behavior Insights 
The research offers insightful information regarding consumer behavior, particularly with regard to advocacy, brand loyalty, and product satisfaction. The development of strong brand loyalty among customers has been significantly aided by the use of CRM and emotional branding activities. Campaigns that engage with customers on an emotional level, such as "Dream Crazy," generate a profound emotional link with customers, which encourages customers to make additional purchases and to remain loyal over the long run. This discovery is in agreement with Srivastava (2014), who highlighted the significance of emotional branding in the process of establishing long-term relationships with customers. 
One further important component that plays a significant role in determining consumer behavior is product satisfaction. As a result of Nike's dedication to quality and ongoing innovation, the company has achieved exceptionally high levels of consumer satisfaction. According to the findings of Childs and Jin (2017), the perception that Nike's products are of high quality and innovative helps to reinforce consumer trust and loyalty to the brand. This perception is further strengthened by positively received product reviews and feedback, which contributes to strong advocacy for the brand. 
Consumer advocacy, which is motivated by great experiences and alignment with Nike's values, plays a vital part in word-of-mouth marketing through the importance of consumer advocacy. In order to increase consumer trust and advocacy, it has been demonstrated that engaging loyal consumers as brand ambassadors and obtaining endorsements from well-known athletes are both effective strategies. This finding is in line with the findings of Chung et al. (2013) and Geurin and Burch (2017), who emphasized the influence that celebrity endorsements and user-generated branding have on the behavior of consumers. 
[bookmark: _Toc166227772]5.6. Ethical Considerations and Corporate Responsibility 
It is essential for Nike to incorporate ethical considerations into its marketing activities in order to preserve the confidence of its customers and the reputation of the brand. It is of the utmost importance that marketing and CSR initiatives be transparent. Trust is fostered and the brand's ethical image is improved as a result of Nike's efforts to publicize its corporate social responsibility initiatives and ethical practices. This finding is consistent with the position taken by Heffron (2019), who underlined the significance of authenticity and openness in the realm of corporate social advocacy. 
Another essential component of Nike's ethical marketing strategies is the company's dedication to protecting the privacy and individual information of its customers. To keep people's trust, it is essential to make certain that their personal information is handled in a responsible manner and in a secure manner. According to Bhaduri and Copeland (2020), consumers are reassured and their concerns about privacy are mitigated when there are policies in place that are transparent regarding privacy and adequate security measures. 
When it comes to marketing messages, authenticity is absolutely necessary for establishing and sustaining the confidence of consumers. Through maintaining consistency in message and remaining true to the key values of the brand, which include quality, innovation, and diversity, consumers are more likely to trust and remain loyal to the brand. According to the findings of Arya et al. (2019), genuine interaction and authentic messaging are known to have a strong resonance with the audience.
[bookmark: _Toc166227773]5.7. Chapter Summary
The significance of Nike's social media marketing methods in gaining brand awareness, customer engagement, and market share increase has been brought to light through the discussion of the findings that have been presented in this chapter. The incorporation of previously published research has not only demonstrated that Nike's method is beneficial, but it has also provided a more comprehensive framework for comprehending the behavior of consumers and the ethical aspects involved. The practical implications for Nike's marketing efforts underline the significance of emotional branding, user-generated content, and openness in the process of preserving the trust and loyalty of consumers. This conversation has also indicated future research directions that could further expand our understanding of Nike's marketing methods and their impact on consumer behavior. While acknowledging the limits of the study, this discussion has also highlighted the potential for further research. In the end, this study provides significant information that may be used to inform the strategies of other organizations that are attempting to negotiate the complexity of modern marketing and develop strong, long-lasting relationships with their customers.


[bookmark: _Toc166227774]Chapter 6. Conclusion and Recommendations
[bookmark: _Toc166227775]6.1. Summary of Findings
This study aimed to evaluate the effectiveness of Nike's social media marketing strategies in enhancing brand recognition, customer engagement, and overall market share. It also sought to analyze consumer perceptions and responses to Nike’s campaigns and investigate ethical considerations in Nike’s marketing practices. The findings highlight the multifaceted approach Nike has taken in leveraging social media to achieve significant market presence and consumer loyalty.
Nike's marketing strategies, such as the "Just Do It" and "Dream Crazy" campaigns, have been instrumental in enhancing brand recognition. These campaigns, combined with celebrity endorsements and influencer marketing, have created powerful narratives that resonate deeply with consumers. User-generated content and interactive social media practices have further boosted customer engagement, while strategic e-commerce initiatives have solidified Nike’s market share.
The analysis also underscored the importance of emotional branding and CRM in fostering brand loyalty. Nike's commitment to product quality and continuous innovation has resulted in high levels of customer satisfaction and trust. Advocacy through word-of-mouth marketing, driven by positive consumer experiences and endorsements from athletes, has played a crucial role in maintaining a strong brand reputation.
Ethical considerations, including transparency in marketing practices, consumer privacy, and authenticity, are vital for maintaining consumer trust. Nike's efforts in these areas have enhanced its ethical image and contributed to its long-term success.
[bookmark: _Toc166227776]6.2. Limitations
Despite the comprehensive analysis, this study has several limitations. Firstly, the study relied on a review of existing literature, which may not capture all the nuances of Nike’s marketing strategies and consumer perceptions. The absence of primary data collection through surveys or interviews limits the depth of the analysis. Furthermore, the study focused primarily on Nike's social media marketing strategies, potentially overlooking the impact of other marketing channels such as traditional media, experiential marketing, and direct marketing.
Another limitation is the geographic scope of the analysis. While the study highlighted the importance of localized content and culturally relevant advertising, a more detailed exploration of Nike's strategies in specific regions could provide a deeper understanding of their effectiveness. Additionally, the dynamic nature of social media platforms and consumer behavior means that the findings may need to be regularly updated to remain relevant.
[bookmark: _Toc166227777]6.3. Future Research Recommendations
To build on the insights gained from this study, future research could address the following areas:
Primary Data Collection: Conducting surveys, interviews, or focus groups with consumers and marketing professionals could provide more in-depth and nuanced insights into Nike’s marketing strategies and their impact. Primary data collection would also allow for the exploration of specific consumer attitudes and behaviors in response to Nike's campaigns.
Broader Marketing Channels: Future research should examine the impact of Nike's marketing strategies across a wider range of channels. This includes traditional media (TV, radio, print), experiential marketing (events, in-store experiences), and direct marketing (email, direct mail). Understanding how these channels complement social media efforts could offer a more holistic view of Nike’s marketing effectiveness.
Regional Analysis: A more detailed analysis of Nike’s marketing strategies in different cultural and geographic contexts would provide valuable insights. Future research could explore how Nike tailors its campaigns to resonate with local audiences in various regions, such as Asia, Europe, and Latin America. This could include an examination of language, cultural references, and region-specific endorsements.
Technological Innovations: Investigating the impact of emerging technologies on Nike’s marketing strategies could provide a forward-looking perspective. This includes the use of augmented reality (AR), virtual reality (VR), artificial intelligence (AI), and big data analytics. Understanding how these technologies are integrated into Nike’s marketing efforts could reveal new opportunities for enhancing consumer engagement and brand loyalty.
Longitudinal Studies: Conducting longitudinal studies to track the long-term effects of Nike’s marketing strategies on consumer behavior and brand loyalty would provide deeper insights. This could involve monitoring changes in consumer attitudes, purchase behaviors, and brand perceptions over time in response to specific campaigns or strategic shifts.
[bookmark: _Toc166227778]6.4. Practical Recommendations
Based on the findings of this study, several practical recommendations can be made for Nike to further enhance its marketing strategies:
Leverage Emotional Branding: Nike should continue to create emotionally resonant campaigns that connect with consumers on a deeper level. Campaigns like "Dream Crazy" have shown the power of emotional storytelling in building strong consumer relationships. Nike can further explore themes of perseverance, diversity, and social justice to maintain this emotional connection.
Expand User-Generated Content: Encouraging more user-generated content can enhance consumer engagement and organic brand promotion. Nike could launch more interactive campaigns that invite consumers to share their stories and experiences with Nike products. This not only increases engagement but also provides valuable content that can be leveraged across social media platforms.
Strengthen E-Commerce and Direct-to-Consumer Strategies: With the growing importance of online shopping, Nike should continue to invest in its e-commerce infrastructure. Enhancing the user experience on its website and mobile apps, offering personalized shopping experiences, and integrating innovative technologies like AR for virtual try-ons can boost online sales and customer satisfaction.
Enhance Transparency and Ethical Practices: Nike should maintain its commitment to transparency and ethical marketing practices. Clear communication about CSR initiatives, sustainable practices, and data privacy policies can enhance consumer trust. Nike should also ensure that its marketing messages are consistent and align with its core values of excellence, innovation, and inclusivity.
Utilize Emerging Technologies: Exploring the use of emerging technologies like AR, VR, and AI can provide new opportunities for consumer engagement. Nike could develop interactive AR experiences that allow consumers to visualize products in their real environment or use AI to provide personalized product recommendations based on consumer preferences and behaviors.
Focus on Regional Customization: Tailoring marketing strategies to resonate with local audiences in different regions is crucial. Nike should continue to create culturally relevant content and leverage local influencers and endorsements to connect with consumers in specific markets. Understanding regional preferences and behaviors can help Nike develop more effective and targeted campaigns.
[bookmark: _Toc166227779]6.5. Summary
In conclusion, this study has provided a comprehensive analysis of Nike’s social media marketing strategies, consumer perceptions, and ethical considerations. The findings highlight the effectiveness of Nike’s integrated approach in achieving brand recognition, customer engagement, and market share growth. By leveraging powerful campaigns, celebrity endorsements, user-generated content, and ethical practices, Nike has set a benchmark for success in the dynamic landscape of modern marketing.
The study's limitations and recommendations for future research offer valuable directions for further exploration. Primary data collection, broader analysis of marketing channels, regional customization, and the integration of emerging technologies are areas that can enrich the understanding of Nike’s marketing strategies and their impact.
Ultimately, the insights gained from this study not only contribute to the existing literature but also offer practical implications for Nike and other brands aiming to enhance their market presence and build lasting consumer relationships. By continuing to innovate and adapt to the evolving marketing landscape, Nike can maintain its position as a leading global brand and set new standards for excellence in marketing practices.
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