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Executive Summary
The report is a critical analysis of the Nike personalisation strategy as a marketing change management problem, and not a digital marketing activity. The Nike Membership, the Nike App, SNKRS, Nike Run Club, Nike Training Club and Nike By You are the pillars of the company. With these resources, the marketing team can collect primary data, develop sports experience and shopping experience and provide the story of the brand with the direct customer interaction. But the issue of strategy is not that Nike does not have enough online channels. It is whether the organisational transformation that is needed to transform those channels into an organisationally credible and future proofed system of customer experiences is possible in Nike.
The analysis concludes that the present strategy used by Nike is only partially successful. Its ecosystem is rich, yet it is still prone to fragmented customer journeys, launch-centred engagement, ambiguous data value exchange, privacy issues and limited public evidence of campaign-level performance. The FY2025 results of Nike indicate that there is pressure in digital commerce as the Nike Brand Digital revenue declined by 20 per cent and Nike Direct revenue fell by 13 per cent although demand creation cost increased. This does not demonstrate the failure of personalisation but demonstrates that a digital presence has not safeguarded customer loyalty or commercial momentum.
The report hence proposes that Nike should handle digital personalisation as a cross-functional marketing change programme. It must create a more distinct governance model between marketing, data science, legal, product and retail; create privacy-enhancing personalisation; test generative AI and Nike By You co-creation; restructure app journeys to focus on sport-life-cycle requirements; and create omnichannel, AR-enabled and measurable experiences. The future marketing plan is supposed to shift Nike out of campaign-driven digital activity to experience-driven, privacy-sensitive and AI-driven value creation.
1. [bookmark: _Toc234426932]
Introduction
Nike, Inc. is a multinational sportswear company that operates in footwear, apparel, equipment, digital commerce, mobile applications, physical retail and sport communities. In the past, Nike has enjoyed a marketing edge due to its ability to tell stories with emotion, endorse athletes, innovate products and be culturally relevant. The role of the marketing department has changed in the current marketing environment. Consumers now find Nike via Nike.com, the Nike App, SNKRS, Nike Run Club, Nike Training Club, Nike By You, social media, paid search, email, retail stores, connected events and post-purchase sport content. This presents a great opportunity for digital personalisation but also a marketing change problem as customer value relies on coordination between platforms, data governance, retail operations and brand communications.
The report is a critical analysis of the Nike digital personalisation strategy and its future prospects based on the theme of the module, Managing Marketing Change. The digital personalisation as the main factor of marketing change is viewed to be so since it would mean that the marketing department of Nike should not be focused on being a campaign-based company but an experience-oriented, data-driven and cross-functional marketer in terms of customer value creation. It also leads to segmentation, targeting, content, product discovery, media, retail service, privacy control and performance. It also results in organisational conflict as marketing, IT, data science, legal, product teams and store operations will have varying interests and risk tolerance.
The problem is of commercial importance. Nike had FY2025 revenue of 46.3 billion, which was reduced by 10 per cent on a reported basis. Nike Direct revenue decreased at the rate of 13 percent and Nike Brand Digital decreased at the rate of 20 percent whereas demand creation cost increased at the rate of 9 percent to 4.7 billion (Nike, Inc., 2025a). The publicly available information cannot validate whether this digital downturn was due to traffic pressure, lower conversion, product mix, discounting, channel strategy or broader consumer demand. However, it shows that the fact that Nike owns digital platforms does not necessarily generate more growth. The marketing department will thus have to deal with personalisation as a change capability rather than an array of app features.
The report is based on the application of customer relationship management, STP, marketing mix, customer journey theory, omnichannel retailing, marketing analytics and privacy-by-design in marketing. It can also be used to apply change management principles, i.e., the change model proposed by Kotter (planned change) and the McKinsey 7S approach as a way to assess how Nike may personalise its future activities within the organisational scope (Kotter, 1996; Waterman, Peters and Phillips, 1980; Cameron and Green, 2015). The evidence that will be used to analyse this topic includes the annual report of the company, pages of the official website of the company, information about the app store, competitors, regulatory requirements, and research papers. One of the drawbacks is that there are no published internal figures of the company like retention rate of an app, conversion rate of recommendations, lifetime value of customers depending on segments or algorithm performance. Thus, it has been determined that there is no access to the data on the internal performance of the firm but the evaluation is made with the use of available evidence and rationality.
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[bookmark: _Toc234426934]2.1 Digital Personalisation as a Driver of Marketing Change
The digital personalisation approach of Nike is a part of the more general transformation in the marketing that used to be product-based and now is customer-experience based. The 2025 Form 10-K report on the consumer services and experience by Nike includes the interactive services and experiences such as the sport-related events, fitness and activity applications, sports and wellness content, online services and retail solutions to improve the experience of consumers (Nike, Inc., 2025b). This indicates that it does not only advertise or sell goods through e-commerce but also market its products. It will also involve data collection, application interaction, community involvement, training assistance and online shopping. As CRM marketers, this is significant since the relationship marketing has to provide benefits to both the organisation and the customer, instead of just generating transactions in the short-term (Payne and Frow, 2005; Kumar and Reinartz, 2016).
The change in marketing is also cultural. A campaign-based culture of marketing will tend to emphasize seasonal launches, celebrity content, reach and short-term conversion. Customer data, service design and journey orchestration are used by an experience-driven marketing culture to support customers before, during and after purchase. Nike has the ingredients of this shift, but it is hard to make because it needs new skills, systems and decision rights. Marketing teams need to know about AI, privacy, analytics and retail service as well as brand storytelling. Commercial experimentation should be supported by IT and data teams without compromising security. Legal teams have to ensure that privacy is protected without making the experience confusing. Store staff must transform digital insight into useful service rather than view apps as a different online channel.
Consumer expectations enhance the change driver. Digital consumers are familiar with pertinent suggestions, prompt service, adaptable fulfilment and customised content. Meanwhile, personalisation paradox implies that customers can appreciate relevance but will feel uneasy when data collection is perceived to be covert or excessive (Aguirre et al., 2015; Bleier and Eisenbeiss, 2015). This applies particularly to Nike since sport and fitness information can include location, pace, heart rate, workout habits and lifestyle inferences. According to the privacy policy of Nike, personal information and inferences can be applied to customise and personalise the platform experience (Nike, Inc., 2026b). It is not a technical strategic challenge only. Nike has to make personalisation seem useful, reasonable and manageable.
[bookmark: _Toc234426935]2.2 Nike's Current Personalisation Ecosystem, Including Nike By You
Nike is already equipped with a large ecosystem of personalisation. The Nike App can be considered as an application that would lead the user to discover the products and stories, member benefits, and other information related to the product and its features (Apple, 2026a; Google Play, 2026a). SNKRS has sneaker culture, access to new sneakers, special release, news, polls, maps, and store reservations (Nike, Inc., 2026c; Google Play, 2026b). Nike Run Club provides pace, position, distance, height, heart rate and mile splits whereas Nike Training Club provides workouts in strength, endurance, yoga, mobility, recovery and wellness (Nike, Inc., 2026d; Nike, Inc., 2026e). With these two platforms, Nike can reach out beyond marketing into coaching, social and service.
Nike By You is a form of personalisation that should be given special attention since it is the most direct customer-facing one offered by Nike. According to Nike, Nike By You is a co-creation service that allows customers to design their own shoes through selecting colours, materials, silhouettes and personal IDs (Nike, Inc., 2026f). This is strategically distinct as compared to recommendation-based personalisation whereby the customer not only gets a customised message but also takes an active role in product development. Mass customisation theory states that firms have the opportunity to generate value by integrating individual choice with scalable production systems (Pine, 1993). In the case of Nike, Nike By You helps differentiate, emotionally attach and brand equity due to the fact that the product becomes more personally meaningful (Aaker, 1996; Keller, 2013).
But the ecosystem is a weakness as well, it seems that it has more power in the form of platforms than in the form of a journey. A runner can use Nike Run Club, buy something on the Nike App, order by using the Nike By You service, then watch the SNKRS release and purchase at the store but these are not the only points where this company touches the customer and thus there is no clear indication that they are becoming one single touchpoint experience. This is important because the value of marketing analytics is determined when the data is transformed into improved choices and improved results to customers (Wedel and Kannan, 2016). It is not the case of whether or not the data is available in Nike, but whether the marketing team is able to transform the information into some meaningful and actionable response.
There is a moderate amount of information that can be found in the app-store pages. The Nike App on Apple and Google Play are both rated highly with personalisation, membership advantages, and in-store features (Apple, 2026a; Google Play, 2026a). But the reviews which have been put out there to the masses also show the areas of pain in terms of stock and filters as well as the need to give more sport-specific instructions. SNKRS has an excellent iOS score, but its Google Play score is less impressive, and it has some customer complaints on the reliability of notifications, fairness of the launch, bots and errors in purchases (Apple, 2026b; Google Play, 2026b). These testimonials cannot be used as representative studies, but they can serve as useful illustrative sources of evidence that the operation pains should not be left unaddressed when personalising.
[image: ]
Figure 1: Nike personalisation ecosystem and change interfaces.
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Macro environment is the force behind the change in marketing. The technology of AI, machine learning, AR and data analytics are developing the concept of personalisation. In terms of economics, it will be a less effective way of spending on discretionary, and competition as generic campaigns would not work well. On the social level, there is a growing tendency among customers to anticipate that brands should identify with their sport, taste, values and shopping setting. UK GDPR and more general privacy laws demand legal compliance, transparency, risk analysis and protection of profiling and automatic decision making (European Parliament and Council, 2016; ICO, 2026). These factors make the future plan of Nike to market relevant yet trustworthy.
The microenvironment is also tough. Nike has competitors such as Adidas, Puma, Lululemon, On, Hoka, ASICS and specialist running or athleisure brands. According to the annual report of Nike, the company competes on product innovation, marketing spends, pricing, digital commerce platforms, digital services, consumer experience and customer service (Nike, Inc., 2025b). Thus, personalisation is not an ornamental online functionality; it is a competitive strength that influences the discovery of products, loyalty, quality and value perception of the service.
Competitor benchmarking provides Nike with a more definite critical anchor. Adidas CONFIRMED has curated drops, insider stories, direct access, member only experiences and verified draw access that directly compete with SNKRS in the launch and sneaker community space (Adidas, 2026). ASICS provides a running shoe finder that assists customers to locate shoes based on their movement, which demonstrates how functional-based guidance can simplify the choice complexity of runners (ASICS, 2026). The Mirror/Studio experience at Lululemon is an example of both the chance and threat of connected fitness: the product tied to the platform, workouts and membership, but the hardware of the Mirror is no longer sold, indicating that digital ecosystems can be costly and exposed when they rely too much on one format (Lululemon Studio, 2026).
According to this benchmark, Nike's strength is its size and breadth of ecosystem, whereas its threat is orchestration. Adidas emphasizes the importance of fair and engaging launch communities; ASICS emphasizes the value of functional product guidance; and Lululemon highlights the risk of over - investing in disconnected hardware or subscription ecosystems. Nike's future development should be centered on integrating apps, stores, product guidance, and data governance around customer journeys instead of adding isolated digital features.
[bookmark: _Toc234426937]2.4 Critical Evaluation of Marketing Activity and Customer Journey
Nike is currently marketing well. It has a good brand and image, Nike as a brand is more than just the product. Nike can be described as the brand of sport, success, culture, identity (Keller, 2013). The company owns its own media, which makes it possible to have direct contact with customers, as opposed to paying money to media agencies or selling through wholesale agents. Thirdly, there are many products in the market, such as the Nike App, SNKRS, NRC, NTC, and Nike By You, etc.
In the STP terms, Nike has an opportunity to shift its segmentation approach out of the broad demographic groups into behaviour-based and sport-life-cycle segmentation. A novice runner, marathon runner, gym goer, sneaker collector and parent purchasing children’s trainers can all be customers of Nike, but they require different trips. An entry-level runner might require encouragement, prevention-related information on injuries and advice on basic shoes. Training-plan support, product rotation and race-week suggestions might be required by a marathon runner. A sneaker collector could appreciate heritage narratives, launch transparency and equitable access. This is where customer journey theory comes in handy as experience is developed across pre-purchase, purchase and post-purchase touchpoints instead of one campaign touchpoint (Lemon and Verhoef, 2016).
The vulnerability is that the marketing activity by Nike still seems to be somewhat launch-focused and product-focused. SNKRS generates hype with limited availability, exclusive entry and surprise releases but visible comments on the app-store demonstrate that fairness in launches, bots, reliability of notifications and purchase mistakes can destroy trust (Apple, 2026b; Google Play, 2026b). On the same note, Nike By You encourages co-creation though it should be better linked to sport information, preference of style and sustainability preferences. When personalisation is primarily applied as a means of driving drops or recommending products, Nike does not maximise its potential to become a sports partner in training, recovery, events, product care and community.
The financial evidence supports this worry. The decline of the Brand Digital by Nike in FY2025 at 20 per cent and a rise in demand creation cost indicates that digital engagement has not been translated into commercial performance (Nike, Inc., 2025a). It is not possible to prove the cause based on the public data. It could be traffic, conversion, product mix, discounts, consumer demand, channel mix or inventory. But the implication on marketing control is obvious: Nike ought not to evaluate personalisation primarily through clicks, app downloads or campaign reach. It must assess the quality of conversion, repeat purchase, customer lifetime value, app-to-store conversion, full-price sell-through, journey completion, recommendation satisfaction and privacy trust. This would link marketing activity closer to the change outcomes and value creation.
[bookmark: _Toc234426938]2.5 Managing the Organisational Change Required
The key issue in this module is that the personalisation strategy of Nike in future is an organisational change programme. It demands structural, systems, skills, culture and power relationships changes. The model by Kotter is applicable since Nike has to establish urgency, create a guiding coalition, formulate a vision, convey the change, eliminate barriers, produce short-term wins and institutionalize new practices (Kotter, 1996). The digital revenue pressure and competitive disruption are what support the urgency. The coalition must involve marketing, data science, legal, IT, retail operations, product merchandising and customer service. In the absence of such a coalition, personalisation will be reduced to a promise of marketing that cannot be implemented operationally.
The 7S model by McKinsey can be used to understand the complexity of this change. The strategy is that Nike should not only make personalisation as a way of selling, but also a value and trust in the customers. Structure implies ownership of customer journeys, data access and channel choice. Consent management, CRM policies, recommendation systems, content delivery, dashboards and escalation process of privacy or fairness are necessary to Systems. AI literacy, interpretation of analytics, training on retail-service and ethics on data. In terms of culture, it would be necessary to change the values and styles of leaders in order to move away with campaign-based heroism and create a culture of experience-driven relationships. Employees should have some incentives that will encourage them to work well in their journey and earn trust rather than sales or engagement (Waterman, Peters and Phillips, 1980; Cameron and Green, 2015).
It is probable to be resistance. When the AI and dashboards are seen as a threat to creative judgement, marketing departments will oppose it. The employees of the retail sector can oppose in case the applications create additional work without enhancing the services. In the absence of clear privacy risks, the experimentation may be limited by the legal department. The marketers can focus on the story telling and commercial results whereas data teams could focus on technical model performance. Personalisation that seems too much or controlling can make customers feel like they are not welcome. Such conflicts do not mean that these are weaknesses of their own; these are natural consequences of the change in marketing. It is the task of the manager to state the decision rights. As an example, the customer value proposition and content logic would be owned by marketing, the model design and testing would be done by data science, the privacy protection would be provided by the legal, the store execution would be controlled by the retail operations and the cross-functional priorities and accountability would be led by the senior management.
Nike is also required to have a planned and emergent change. The digital personalisation can be used to plan the direction but not fully constructed as Kotter does it. Customer behaviour, algorithmic success, privacy standards and platform are changing at a rapid rate. Nike should therefore have an organized structure of governance that will incorporate learning cycles of pilot, measure, learn, adapt and scale. This would imply that marketing department would become a change agent in customer experience instead of being an organisation that merely initiates marketing campaigns.
[bookmark: _Toc234426939]2.6 Future Developments and Marketing Control
The marketing strategy of Nike in the future must not be limited to enhancing existing apps. Four developments are especially relevant. To start with, generative AI may assist individualised training programs, product learning, shopping aid, regional content and service chat. When used responsibly, AI might enable a novice runner to learn about shoe options, create a weekly training schedule, or associate Nike By You design decisions with desired sport usage. Nevertheless, AI is not to be considered as a novelty. According to Huang and Rust (2021), AI has the potential to assist marketing research, strategy and action but its value will vary depending on the task and customer situation. Nike ought to thus start with high-value journeys where personalisation addresses a customer issue.
Second, Nike By You is also able to develop as a co-creation product with the help of AI. Rather than having customers begin with a white canvas, Nike might propose the type of material and colour schemes and functionality that would be required in relation to the style, usage and purchase history. This will minimize decision fatigue and still give the customer freedom. It would also connect mass customisation to relationship marketing since the record of the design made by the customer could be used to recommend him or her again, repair his or her design, invite him or her to an event (Pine, 1993; Kumar and Reinartz, 2016).
Thirdly, omnichannel personalisation can be supported by AR and virtual try-on. SNKRS already explains the launch experiences that can potentially employ geo-located events, scannable AR targets and interactive discovery (Google Play, 2026b). More generally, AR has the potential to minimize uncertainty concerning fit, styling and product use in case it is linked with store inventory and expert advice. Studies of augmented reality indicate that immersive digital experiences may increase service value when they decrease uncertainty and enhance the sense of control of customers (Hilken et al., 2017). In the case of Nike, the chance is to connect AR try-on, store pick-up, Nike Experts and personalised sport guidance as opposed to employing AR as a promotional effect only.
Fourthly, future identity-based personalisation may be supported by. SWOOSH and gaming-related experiences. The update on the. SWOOSH of Nike explains that in-game wearables can be connected to game accounts and open physical apparel or footwear in real life (Nike Virtual Studios, 2024). This is to be done with caution as Web3 and gaming communities are volatile and hard to scale. However, it provides Nike with a path forward to integrate digital identity, community, sport culture and exclusive access to products. This should not be used as a substitute to mainstream app and retail journeys but instead as an experimental learning space by the marketing department.
These future developments make privacy-enhancing personalisation more important. Nike shouldn't just rely on gathering more raw data. GDPR principles like data minimisation and transparency indicate that organisations should collect and process data in a proportionate and explainable manner (European Parliament and Council, 2016; ICO, 2026). Privacy-enhancing technologies such as aggregated analytics and federated learning could enable Nike to improve recommendations while decreasing unnecessary exposure of personal data (Kairouz et al., 2021). Marketing control should include a dashboard that balances commercial value, experience quality and trust outcomes.
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Figure 2: Proposed dashboard balancing commercial, experience and trust outcomes.
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Nike has a solid basis of its digital personalisation strategy, though it is not yet an entirely developed marketing change capability. Nike Membership, the Nike App, SNKRS, Nike Run Club, Nike Training Club and Nike By You are some of the richest digital ecosystems in global sportswear offered by the company. Through these platforms, Nike can develop direct relationships, collect first-party data, personalise product discovery, facilitate training and connect communities of sports. The main weakness however is that the ecosystem at Nike seems to be more powerful as a set of platforms than as a complete customer journey which is trusted and measurable.
The second weakness is organisational. The marketing of digital personalisation needs to be done in IT, data science, legal, retail operations, product and customer service. However, the present-day evidence of the people does not demonstrate a clear model of governance on how these responsibilities are coordinated. When Nike views personalisation as a digital attribute instead of a controlled change process, it might find it difficult to fit creative marketing, algorithmic decision-making, privacy protections and store implementation.
The third disadvantage is the readiness in future. Nike has artificial intelligence, application, personalisation and social assets but this strategy does not seem to be very far from advertising of products and product launch hype. The marketing evolution will need to focus on generative AI, co-creation with Nike By You through the use of AI, AR or virtual try-on, SWOOSH-related digital identity, privacy analytics. These trends must not be followed because they are new. They ought to address individual issues of customers and enhance the sport-life-cycle processes.
The fourth weakness is evidence and measurement. The digital decline of Nike in FY2025 does not confirm that personalisation has failed, but it demonstrates that the success can be measured only by digital reach and platform ownership. Evidence on app-stores also indicates that notification, stock, fairness and purchase-flow issues may undermine customer trust. Thus, the future marketing strategy of Nike should shift to experience-based marketing change, which is based on governance, privacy-by-design and a balanced performance dashboard instead of campaign-driven digital activity.
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[bookmark: _Toc234426942]4.1 Establish a Cross-Functional Marketing Change Governance Model
The company should make the personalisation of AI as an official marketing programme. Marketing, data science, IT, legal, retail operations and merchandising and customer service are to be included in a cross-functional steering group. The marketing needs to own the value proposition of the customer, the logic of the journey and the voice of the brand; the team of data must have the model testing and the quality of the data; the privacy and consent protection is to be owned by the legal department; the store execution must be owned by the retail operations and trade-offs between short term sales and long term trust can be resolved at the top level. This is a direct solution to the conclusion where the process was broken down into pieces, and the accountability was not clear. A possible realistic path of implementation will be to start with a pilot project that lasts 12 months with runners and sneaker customers and then after 3 months of its success in terms of trust and business results, it will expand on a larger scale.
Kotter can be used as a model to implement the roll-out: Nike can leverage on the digital revenue to create an urgency, form a coalition of people who are in favour of the change, and then present the personalisation vision to them, eliminate the channel between the customer and the company, and then use the first successes like app-to-store conversion or notification opt-outs (Kotter, 1996). Nevertheless, Nike should also rely on emergent learning since the behaviour of customers will not remain the same in future as well as AI performance (Cameron and Green, 2015).
[bookmark: _Toc234426943]4.2 Build a Clearer First-Party Data Value Exchange and Privacy-Enhancing Personalisation
Nike needs to revamp its membership onboarding and preference centre so that customers can easily understand what data is being collected, what benefit they are getting and how they can manage personalisation. This should include simple explanations for fitness data, location-based services, product recommendations, inferences and automated profiling. The aim is to make privacy part of the customer experience, not a legal afterthought. This is possible since Nike already has member accounts, app infrastructure and privacy policies; the change is primarily about better communication, design and governance.
Nike must also have privacy enhancing analytics. In the case of less risky applications, it is possible to use aggregated data or learn on the device. When the sports and location information are more sensitive, Nike should not be too much inquisitive about the details that they can provide the customer with. The suggestion made is aimed at solving the paradox of personalisation as well as GDPR principle of transparency, fairness and minimization of data (Aguirre et al., 2015; European Parliament and Council, 2016; Martin and Murphy, 2017).
[bookmark: _Toc234426944]4.3 Develop Generative AI and Nike By You Co-Creation Pilots
Nike must focus on the generative AI experiments that will produce useful results instead of a general content mass. The best pilot would be to use Nike By You as a co-creation with the help of AI. The customers might get suggestions in designing their products according to their intended usage, preferences in style, favourite athletes, previous experiences and the sustainability options but still have the final say. Another possible experiment would be to train novice runners using AI technology, where they are given advice about shoes, recovery, local running events, etc., in order to provide them with product knowledge and training in the Nike Run Club.
These pilots must be restricted, open and tested before it is implemented. The indicators that are to be considered should be the completion rate, customer satisfaction, repeat purchase, return rate, opt-out of privacy, and the customers have been able to know why a recommendation has been provided. The proposal does not require an investment in a completely new platform as it already relies on the co-creation service of Nike, and this would not be unrealistic. It also makes Nike By You more effective since it is not being used much in the logic of digital personalisation in the report.
[bookmark: _Toc234426945]4.4 Turn Apps into Sport-Life-Cycle Journeys, Not Disconnected Campaigns
Nike must create a sport-life-cycle journey. In the case of runners, it will be about onboarding, 5K training, footwear, first race and so on. The gym can also be offered to set goals, workout routine, clothing advice, recovery and wellbeing. It would have to be transparent in its product launch, fair access, stories, local events and after-sales services to sneaker consumers. This would make personalisation more beneficial as opposed to discounts or drops.
Change should be championed by journey owners within marketing. Each journey owner could collaborate with data, content, product and retail teams to ensure messages, recommendations, store services and member benefits join up. This directly addresses the criticism that Nikes ecosystem is fragmented. It also accords with customer journey theory, where value is created over time rather than at a single conversion point (Lemon and Verhoef, 2016).
[bookmark: _Toc234426946]4.5 Strengthen Omnichannel, AR-Enabled and Measurable Experiences
Nike must also create an omnichannel personalisation of the digital insight and store experience, as well as AR. Practically speaking, the customer is to be able to get a recommendation on the Nike App and check the local stores, then either via AR or professional help, assess how it fits and looks, order it online and have it delivered to his/her home or in-store, after which he/she would receive some post-purchase training or care material. This is already possible with SNKRS store reservation and scanning at the store using the Nike App, therefore, this suggestion can be considered realistic (Nike, Inc., 2026c; Apple, 2026a).
Lastly, Nike can introduce the personalisation dashboard of governance. The commercial metrics will be in terms of conversion rate, repeat purchase, customer lifetime value, full price sell through and app to store sell through. It is important to measure experience by measuring the relevance of recommendations, retention of the application, completion of the journey, opt out of notification and AR try on satisfaction. The measures of trust would involve the clarity of consent, the complaints of privacy, the requests to delete data, the review of the model-bias and the understanding of customers of the personalisation. This would bring about a quantifiable future marketing growth, and it would also assist the marketing department to demonstrate its role towards the organisation at large.
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[bookmark: _Toc234426949]Appendix A: Illustrative Public App-Store Evidence and Limitations
	Evidence source
	Indicative insight
	How it supports the analysis
	Limitation

	Nike App, Apple and Google Play
	High ratings and descriptions of member rewards, personalised recommendations, Nike By You and in-store tools.
	Supports the view that Nike has strong digital foundations.
	Ratings do not prove campaign ROI or long-term loyalty.

	Nike App visible reviews
	Publicly visible comments include both appreciation of suggestions/customisation and concerns around stock, filters and size availability.
	Supports the argument that relevance and product discovery need improvement.
	Reviews are selective and not a representative sample.

	SNKRS, Apple and Google Play
	SNKRS is positioned around drops, launch access, maps, stories and community.
	Supports the claim that launch-based engagement is central.
	App descriptions are promotional and do not show internal performance.

	SNKRS visible reviews
	Publicly visible comments raise concerns around bots, notifications, fairness and purchase failures.
	Supports the need for trust, fairness and operational reliability in personalisation.
	Used only as illustrative evidence; no statistical sampling was conducted.



[bookmark: _Toc234426950]Appendix B: Competitor Benchmark for Personalisation
	Brand
	Relevant practice
	Implication for Nike

	Adidas CONFIRMED
	Curated drops, insider stories, member-only access, verified draw access and experiences.
	Nike SNKRS should strengthen fairness, community and long-term value beyond scarcity.

	ASICS
	Running Shoe Finder helps customers find shoes that fit how they move.
	Nike can link NRC data and Nike Experts to clearer functional product guidance.

	Lululemon Studio/Mirror
	Connected fitness and membership model, but Mirror hardware is no longer available for purchase.
	Nike should avoid over-dependence on one hardware or subscription format and focus on platform integration.

	Nike
	Broad ecosystem: Nike App, SNKRS, NRC, NTC, Nike By You, stores and .SWOOSH.
	Nike has greater breadth, but must improve orchestration, governance and trust.





[bookmark: _Toc234426951]Appendix C: Implementation Plan and KPI Logic
	Phase
	Action
	Lead teams
	Example KPIs

	0-3 months
	Map current journeys and create personalisation governance group.
	Marketing, data, legal, retail operations
	Journey map completed; decision-rights agreed; privacy risks identified.

	3-6 months
	Pilot clearer consent/value exchange and running journey personalisation.
	Marketing, UX, legal, NRC, data
	Consent comprehension; opt-out rate; journey completion; recommendation satisfaction.

	6-9 months
	Launch Nike By You AI co-creation pilot and AR/store service test.
	Marketing, product, IT, stores
	Completion rate; store pick-up conversion; return rate; customer satisfaction.

	9-12 months
	Scale successful pilots and review dashboard quarterly.
	Senior leadership and all journey owners
	Repeat purchase; CLV; app-to-store conversion; privacy complaints; full-price sell-through.
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Figure 2: Proposed Personalisation Governance Dashboard
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