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[bookmark: _Toc235183477]1. Introduction
[bookmark: _jwqs9am437b2][bookmark: _z6hidqb6f8ef][bookmark: _Toc235183478]Background of the research
Digital technologies are developing very fast creating the opportunity to change the organisational communication with customers, digital marketing is the most important factor of competitive advantage and business performance (Shonubi, 2025). The use of digital marketing will allow companies to touch consumers via social media, mobile applications, and digital advertisements, as well as personalised content and collaboration with influence, building stronger customer relations and increasing the brand value (Dwivedi et al., 2021). 
[image: ]
Figure 1: Global ad spent
(Source: Kemp, 2025)
Digital advertising has surpassed $790 billion in 2024 and will keep on increasing as more and more businesses focus on online customer communication rather than concentrating on the old marketing avenues (Kemp, 2025). This change has made multinational brands invest more in data-driven marketing strategies that enhance customer acquisition, retention, and long term profitability.
Nike Inc. is one of the most successful stories of digital transformation in sportswear across the world. On platforms like the Nike App, SNKRS, Nike Training Club, Nike Run Club, personalised e-commerce, influencer relationships, and social media marketing, the company has created a connected digital ecosystem to enhance customer interaction and build brand loyalty (Nike, 2023). 
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Figure 2: Revenue of Nike
(Source: Macrotrends, 2025)
This notwithstanding, Nike fiscal year 2025 revenue ($46.5 billion) is a 10% drop compared to fiscal year 2024 (Macrotrends, 2025), and Nike Direct revenue dropped $11.1 billion (by 20%) and Nike Brand Digital sales dropped by 20%, indicating that heavy investment in digital marketing may not always lead to fast financial breakthrough (Nike, 2025). According to the same period the company raised demand creation expenditure to about $4.3 billion, with $1.3 billion in brand and sports marketing activities in the fourth quarter (Nike, 2024), Nike remains focused on digital brand building regardless of the difficult market environment.
[bookmark: _Toc235183479]Research Aim
The aim of the research is to critically assess the effects of the digital marketing strategies employed by Nike on its business performance using the secondary data in academic literature, company reports in addition to the industry publications.
[bookmark: _voq4lphunlzx][bookmark: _Toc235183480]Research Objectives
· To critically analyse the most important digital marketing approaches adopted by Nike in the last five years.
· To examine the correlation between Nike digital marketing activities and its business performance metrics such as sales, customer interaction and brand equity.
· To evaluate the effectiveness of different digital marketing channels employed by Nike, such as social media, influencer marketing, mobile applications, and digital advertising.
· To give recommendations on how digital marketing strategies can be enhanced to increase business performance as a result of the findings in the secondary data analysis.
[bookmark: _nq1t341cgvk][bookmark: _Toc235183481]Research questions
Main Research Question
1. What have been the implications of Nike digital marketing strategies on its business performance by the end of the past five years using the evidence provided by academia articles, corporation publications and other publications in the industry?
Subordinate Research Questions
1. What are the most important digital marketing strategies that have been pursued by Nike in the last five years?
2. What implications are the digital marketing communication channels at Nike on sales growth, customer engagement and brand equity?
3. What can be suggested to increase the digital marketing strategies that Nike uses and make the business work more effectively?

[bookmark: _ssr43hi7z7ej][bookmark: _Toc235183482]2. Literature review
[bookmark: _7q67iksvmrts][bookmark: _Toc235183483]Digital Marketing Strategies and Their Application in Nike Inc.
The literature is also arguing on whether digital marketing strategies can lead to sustainable competitive advantage solely on technological advancement. Chen (2024) contends that the Nike digital marketing strategy is more than the 4Ps, with the incorporation of personalised digital experience, customer insights guided by data, and omnichannel experience, as means of maintaining competitive advantage. This view is supported by Chen (2024), who argues that this strategic focus on social media, mobile apps, and consumer communities enriches the brand positioning long-term as opposed to making the product more visible to customers. Nonetheless, Patov (2024) questions the assumption that technological innovation is particularly crucial in generating customer loyalty. 
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Figure 3: Nike’s ads spend and promotion cost
(Source: Rocco, 2026)
In line with this pro-investment view, Rocco (2026) documents that Nike spent about $4.7 billion in demand generation and advertising which reveals that enduring financial dedication is still essential to digital competitiveness. This has led to an increasing number of studies asserting that Nike's competitive edge is gained through strategic planning of combining technology, customer experience, and sustained investment as opposed to individual digital marketing efforts.
[bookmark: _gle01milytbl][bookmark: _Toc235183484]Impact of Digital Marketing Strategies on Business Performance
Digital marketing affects the performance of organisations positively as it improves their capacity to gain customers, perform effectively and compete within the market (Lewar, 2024). Similarly, according to Pașcalău et al. (2024), strong digital marketing orientation leads to better financial and non-financial performance by promoting responsiveness or strategic flexibility to the customers. Yet, Salhab (2024) trusts this positive correlation a bit, stating that in the absence of other organisational resources and effective managerial performance, digital marketing will not lead to an excellent business performance on its own. Likewise according to Hemachandra and Aditya Kusuma (2024), it is a strategy implementation that dictates the level of a better business performance, rather than usage of digital platforms. Going in a little more detail, Zhang et al. (2025) discloses that digital marketing can neither alone serve as a performance driver but indirectly through the prospects of customer engagement and innovation.
[bookmark: _ttde449mmaj1][bookmark: _Toc235183485]Effectiveness of Digital Marketing Channels in Enhancing Business Performance
Recent studies have critically considered the issues of whether digital marketing channels can always enhance organisational performance in a variety of business settings. Tarazona-Montoya et al. (2024) believe that the success of digital marketing channels is to be gauged based on how much they create customer value as opposed to their technological complexity or popularity of the platform. Still, Yadav (2025) shows that combining digital marketing with analytics can enhance business performance greatly as it allows making evidence-based decisions and personalising clients. Nevertheless, Deku, Wang and Preko (2024) posit that not all digital marketing channels achieve the same performance results because their efficiency depends on organisational capacities, the availability of resources, and situation on the market. This goes against the prevailing belief that increased the adoption of digital channels automatically increases the performance. In agreement with this apprehensive stance, Chen (2024) argues that what makes Nike successful is to synchronize multiple digital platforms into a cohesive customer experience rather than resorting to a single medium.
[bookmark: _4q9jitpjsqwu][bookmark: _Toc235183486]Theoretical underpinning
Customer Relationship Management (CRM)
Customer Relationship Management (CRM) elaborates that customers who find digital technologies as helpful and easy to operate are more likely to integrate the technologies into their everyday work (Reinartz, 2025). The theory applies in the study since Nike digital marketing tactics such as mobile application, customised online experiences, and digital commerce platforms rely on the willingness of consumers to use the technologies. TAM can thus be used to explain the impact of adoption of digital technology on customer engagement and intentions to purchase and eventually on business performance.
Resource-Based View (RBV)
The Resource-Based View (RBV) states that a sustainable competitive advantage of an organisation can be built by creating valuable, rare, inimitable, and non-substitutable resources (Oria et al., 2021). The theory applies to the study since the digital marketing capabilities, brand image, customer information and innovation of Nike are strategic assets which enhance competitiveness in the market and enhance the performance of the business by undertaking effective digital marketing programs.
[bookmark: _dwqt5l48202][bookmark: _Toc235183487]Literature gap
Even though recent research has provided positive correlations concerning digital marketing and organisational performance, there are still important theoretical and empirical gaps. The focus of Lewar (2024), Salhab (2024) and Pașcalău et al. (2024) is mainly the general organisational viewpoint of digital marketing as limited evidence is given based on globally known multinational companies like Nike. Moreover, Deku, Wang and Preko (2024) and Tarazona-Montoya et al. (2024) focus on SMEs and other entrepreneurial activities, which makes their results less applicable to MNCs (with developed digital ecosystems). Although Chen (2024) and Chen (2024) analyze marketing methods used by Nike, much of their evaluation is based on the description of the strategy instead of a critical analysis of the effects of certain digital marketing approaches to the quantifiable business performance outcomes. As a result, there are few secondary studies that combine the digital marketing approach and business performance measures of the Nike brand via the critical synthesis of the case, and this generates a definite research gap that the current study aims to fill.

[bookmark: _cuhw0vhpm83z][bookmark: _Toc235183488]3. Methodology
[bookmark: _4twivcdbnr9h][bookmark: _Toc235183489]Research Philosophy
The research philosophy to use in the study will be an interpretivism research philosophy since the research will attempt to make sense of the effects of digital marketing strategies against Nike business performance using interpolation-based qualitative evidence, as opposed to statistical one. Interpretivism will consider the fact that business performance will be influenced by multi-faceted organisational, technological, and consumer-related elements which cannot be interpreted solely by using numerical indicators (Cheong et al., 2023). This philosophical stance will aid in further wrapping up of various perspectives as put forth in scholarly literature and industry journals on the success of digital marketing strategies.
[bookmark: _5pmwu3mehdio][bookmark: _Toc235183490]Research Approach
The study will use an inductive approach since the patterns, themes and conclusions will be derived out of the current evidence rather than trying to confirm preset hypotheses. The study will not start with defined hypotheses, instead, it will explain the results presented in earlier studies to build a larger picture of the role that Nike activities in digital marketing have played in the success of the business. 
[bookmark: _jrp73qi5sagn][bookmark: _Toc235183491]Research Strategy
Qualitative case study strategy to Nike Inc. will also be implemented since it will enable a detailed study of a world renown organisation. The approach will help combine the theoretical ideas with real-life evidence based on various documentary sources (Kelly, Peters and Farber, 2024), thus creating context-specific awareness of digital marketing usefulness.
[bookmark: _ehrh80v47ipy][bookmark: _Toc235183492]Data Collection
The review of published academic and professional sources will be used to collect secondary qualitative data. The research will collect data through peer-reviewed journal articles, books, conference papers, company reports, official Nike publications, as well as authoritative industry analyses over the past five years. The selection of the documents will be done according to their relevancy to the digital marketing strategies, customer engagement, social media marketing, influencer marketing, digital advertising, mobile applications, and business performance.
[bookmark: _7zqc1xl79jqy][bookmark: _Toc235183493]Data Analysis
The data will be thematically analysed as this approach will help identify, structure, and interpret common patterns as observed in a large number of secondary sources (Dufour and Richard, 2019). First, pertinent materials will be carefully read, then key remarks regarding the digital marketing strategies and business performance results of Nike will be coded. The similar codes will then be plotted into larger themes, which include customer engagement, brand equity, sales performance, digital innovation, competitive advantage.
[bookmark: _rl1z3k7ktylq][bookmark: _Toc235183494]Inclusion and Exclusion Criteria
Peer-reviewed journal articles, official reports of Nike, respectable newsletters within the industry, and scholarly books will be the inclusion criteria, with the latest revision being as soon as 2020 2025 to be able to capture some current trends digital marketing. The publications that are to be included are only digital marketing strategies, business performance, customer engagement or brand equity publications in English. On the other hand, old publications, opinionated articles, blogs, un-published reports, and sources that do not have academic integrity will be filtered out.
[bookmark: _qbzvjjvvwvh][bookmark: _Toc235183495]Ethical Considerations
Ethical considerations will also be important in the research process though human subjects will not be involved in the study. To accredit the original authors and prevent plagiarism, all of the secondary sources will be properly referenced in the necessary style. The data derived and presented in the academic materials, business reports and industry reports will be analyzed without any selective coverage and information manipulation. Additionally, the only documents which will be used will be publicly available and legally accessible documents which means that copyright rules will not be violated and the standards of academic integrity will be kept.

[bookmark: _oo89zbnjm1vu][bookmark: _Toc235183496]4. Expected findings
The research will offer a critical interpretation of the effect of Nike digital marketing strategies on its business performance in the last five years. The findings will be expected to reveal the most useful digital marketing channels to enhance customer engagement, brand equity and sales performance and shed light on current strategic challenges. The study will also provide evidence-based suggestions that can significantly improve effectiveness in digital marketing and overall business performance of Nike in the future.

[bookmark: _ck7yl662k1jp][bookmark: _Toc235183497]5. Limitations
The research will be based exclusively on the secondary qualitative research and therefore it will not have access to up-to-date internal organisational data and first hand views of customers. The results will be Nike-specific and, thus, not entirely relevant to other companies and sectors. Also, the quality and reliability of the conclusions will be dependent on the availability, accuracy and credibility of available scholarly and industry published material.


[bookmark: _qkiata8z6fwe][bookmark: _Toc235183498]6. Timeframe
	Activity
	Timeline

	Proposal approval & planning
	Week 1

	Literature review
	Weeks 2–4

	Secondary data collection
	Weeks 5–6

	Thematic data analysis
	Weeks 7–8

	Findings, conclusion & recommendations
	Week 9

	Final editing and submission
	Week 10


[bookmark: _xhggh97adm15]
[bookmark: _Toc235183499]7. Conclusion
Through secondary evidence, this study will critically analyse the connection between digital marketing strategies of Nike and its business performance. The implications of the findings will go both to academic literature and to business practice since they will formulate effective digital marketing strategies as well as offer practical advice on how to enhance customer involvement, competitiveness, and the overall business performance in the long run.
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