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This dissertation examines how Nike’s social media marketing is associated with consumer responses, purchase intention and reported buying behaviour among UK adult consumers. A pragmatic mixed-method design combined survey data from 129 respondents with seven semi-structured interviews. Quantitative analysis included descriptive statistics, reliability testing, Pearson correlation, regression and one-way ANOVA, while interview data were analysed thematically. The findings show that Nike’s social media marketing was positively associated with brand attitude, but did not significantly predict purchase intention. In the multiple regression model, social media marketing was significantly associated with lower reported buying behaviour, an unexpected result that should be interpreted cautiously, while influencer marketing, engagement, brand attitude and perceived behavioural control were not significant individual predictors. Qualitative findings showed that Instagram and TikTok supported awareness, authenticity shaped influencer credibility, user-generated content strengthened evaluation, and price, quality, availability and advertising fatigue affected purchase decisions. Overall, the findings indicate associations rather than causation and suggest that social media was more strongly related to awareness and brand perception than to purchase conversion.
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[bookmark: _Toc241145853]CHAPTER 01: INTRODUCTION
Social media has transformed brand-consumer interaction by allowing interactive and customised communication and interaction between global brands and consumers. In the sportswear sector, Nike deals with awareness, attitudes, purchase intentions, and brand loyalty through brand-produced content, athlete and influencer endorsements, short-form videos, online communities, and user-generated content (Zheng, 2022). This chapter provides the background to the study, its setting and justification and introduces the research problem, aim, objectives, questions, significance and dissertation structure.
[bookmark: _Toc236705508][bookmark: _Toc241145854]1.1 Background of the Study
Social media has transformed marketing communication from one-way to participatory, with consumers replying, reinterpreting and disseminating brand messages themselves. Brands can integrate paid advertising with storytelling, entertainment, product information, influencer advocacy and electronic word-of-mouth (EWOM) on platforms such as Instagram, TikTok, Facebook, YouTube and X (Richa Raghuvanshi, 2026). Consumers can then see the same brand in official posts, in endorsements, in emails from peers, comments, in hashtags and on personalised ads at various points throughout the purchasing process. Multiple exposures can enhance recognition and recall, while also eliciting scepticism or resistance if there is repetition of the message or the message is inauthentic (Cacioppo and Petty, 1989).
The United Kingdom is an important context for exploring these processes. In October 2025, the UK's total number of social media user identities was estimated to be 55.5 million, representing 79.7 per cent of the population, by DataReportal (2025). The OBS (2026a) also found 89 per cent of all adult internet users used at least one of the social media platforms, rising to 97 per cent of users aged 16 to 34. This widespread adoption translates to social media being part of the information search and consumption habits of a great big chunk of Nike's potential audience. The levels of active posting, sharing and commenting, however, were found to be lower by Ofcom (2026b), who reported that only 49 per cent of adult users were active in posting, sharing or commenting. Exposure, engagement and purchasing behaviour must therefore be considered as connected but different results.
Nike is a suitable case because the marketing efforts are not limited to simply promoting a product (Wang, 2025). The brand has been continuously articulating the relationship between sportswear and achievement, identity, inclusion, cultural relevance and personal aspiration. Social media conveys these meanings through visual stories and interactions with athletes, creators and consumer communities. In the context of Nike Run Club, the interactive and gamified experiences with the brand can enhance brand engagement and brand attitude (Lopes et al., 2024); in the case of influencer marketing, the source credibility and informative value can improve consumers' trust in branded social media content (Lou and Yuan, 2019). However, a positive interaction with content doesn't always lead to a sale. A consumer can watch, like or share a campaign without going to the next level of intention or action, for fun or social reasons.
This conversion problem is of concern to industry. NIKE, Inc.'s revenue for the financial year ending May 2026 fell by 6 per cent and 12 per cent, respectively, for the NIKE Direct and NIKE Brand Digital reporting segments, to US$46.4 billion for the global reporting segment (NIKE, Inc., 2026). These are global figures and don't necessarily apply to the UK, and aren't just a reflection of social media, but demonstrate that being visible online does not necessarily lead to sales growth. Effectiveness of social media should thus be measured not only based on reach and engagement, but on consumer perceptions and behavioural outcomes (Schivinski and Dabrowski, 2014).
The present study centres on adult consumers residing in the UK who are utilising some type of social medium, have some experience with Nike product utilisation, and have come into contact with any sort of Nike-related digital content (Rajendran, 2025). It also separates consumer awareness, engagement and brand attitude from purchasing intention and reported purchasing behaviour. The Theory of Planned Behaviour, Social Influence Theory, and Uses and Gratifications Theory are presented in detail to support the development of the theoretical basis for these relationships in Chapter Two. These perspectives help to explain the evolution of attention and engagement into attitudes, intentions, purchase, and loyalty and encompass trust concerns, competing information, affordability, and individual preferences (Wang et al., 2022). In this study, the term consumer buying behaviour is used to describe the larger decision-making process that consumers go through that involves the consumer recognising a need, processing information, forming purchase intentions, making a purchase, and making follow-up purchase decisions. Consumer awareness, brand attitude, trust, and social media engagement are not considered buying behaviour (Nupur Srivastava, 2026). Rather, they are analysed as antecedent or intermediate responses which could affect buying intention. Purchase intention is the actual desire to purchase, while the reported buying behaviour is the actual purchased or repurchased product reported by the participant (Morwitz, 2012). This distinction allows for the study to explore how exposure and engagement with Nike's social media marketing evolves from a positive perception to purchasing.
[bookmark: _Toc236705509][bookmark: _Toc241145855]1.2 Problem Statement
It is generally accepted in the literature that there is a link between social media marketing and consumer awareness and attitudes, engagement and intention to purchase. However, the evidence is still not consolidated. While a lot of studies explore social media marketing in general, some do deal with a specific aspect of the marketing activity, including influencer marketing or electronic word-of-mouth, or some studies rely on engagement as an indicator of real behavioural influence (Shenoy et al., 2025). Evidence from different countries and sectors can also be inconclusive as to what is at play in the UK sportswear market, in which platform preferences, cultural interpretations and consumer expectations can vary (Acar and Guner, 2025). The rise of TikTok, Instagram Reels and other short-form content has also altered the way users perceive and engage with brand content.
The understanding of the working mechanism of the multiple elements of Nike's social media marketing from the perspective of UK consumers is therefore lacking, and the objective of the study is to gain understanding of which elements they believe are most influential in the purchasing decision (Li and Chen, 2023). If there is no evidence, reach, likes, views and comments can be confused as evidence of effectiveness if they don't necessarily mean intention to buy or purchase. The study will therefore focus on how Nike's social media activities relate to consumer attitudes, engagement and purchasing behaviour in the UK.
[bookmark: _Toc236705510][bookmark: _Toc241145856]1.3 Research Aim and Objectives
The aim of this study is to analyse how Nike’s social media marketing influences consumer responses, purchase intention and reported buying behaviour among adult consumers in the United Kingdom.
The research objectives are:
· To explore how exposure to Nike’s social media marketing influences consumer awareness, brand attitude, trust and engagement.
· To determine which social media platforms used by Nike are perceived to have the greatest influence on consumers’ purchase decisions.
· To assess how Nike’s influencer marketing, user-generated content, online reviews and promotional communication influence consumer attitudes and purchase intention.
· To evaluate the relationship between consumer engagement, purchase intention and reported buying behaviour relating to Nike products.
[bookmark: _Toc236705511][bookmark: _Toc241145857]1.4 Research Questions
The primary research question is:
How does Nike’s social media marketing influence consumers’ purchase intentions and reported buying behaviour in the United Kingdom?
The study is guided by the following sub-questions:
· How does exposure to Nike’s social media marketing influence consumer awareness, attitude, trust and engagement?
· Which social media platforms used by Nike are perceived as most influential in consumers’ purchase decisions?
· How do influencer marketing, user-generated content, online reviews and promotional content influence consumer attitudes and purchase intention?
· What is the relationship between social media engagement, purchase intention and reported purchase or repurchase behaviour?
[bookmark: _Toc236705512][bookmark: _Toc241145858]1.5 Significance of the Study
The academic relevance of the study is based on the evidence presented is organisation-specific and UK-centric, thus offering a level of evidence that is often generalised across brands, industry and national markets. It also brings together existing theory on consumer behaviour and more recent trends such as social media, user-generated content, online reviews and short-form video marketing. The study has the potential to explain the point of social media influence that is reinforced or debilitated between awareness and engagement, and intention and purchasing behaviour (Hardini et al., 2026).
In effect, they could practically guide Nike and other sportswear marketers to the platforms and content formats that are trusted and convincing to their target audience. This can help to inform more effective marketing resource allocation and metrics beyond views, likes, and followers (Hou, 2023). It can also uncover areas of overpromotion, lack of authenticity, and/or bad comments when it comes to trust. The study provides consumers with insight into the potential influence on evaluation and choice of brand communication and influencers' and peers' content. From a methodological point of view, the approved mixed-method approach enables the pattern derived from the numbers to be interpreted in the context of the detailed experiences of consumers, and the findings derived from the numbers can also serve as a basis for insights into the experiences of consumers (Mcleod, 2024).
[bookmark: _Toc236705513][bookmark: _Toc241145859]1.6 Structure of the Dissertation
The dissertation is organised into six chapters. The research context, problem, aim, objectives, research questions and significance are introduced in Chapter One. In Chapter Two, the pertinent literature is reviewed critically, the theoretical and conceptual framework is developed, and the research gap and hypotheses are presented. The research philosophy, mixed-method design, sampling, data collection procedures and methods of analysis are explained and justified in Chapter Three. The quantitative and qualitative results are presented in Chapter Four. The results of the study are critically discussed with respect to the research objectives, theory and literature in Chapter Five. The overall results and suggestions for practical implementations of the study are presented in Chapter Six, which also covers the limitations of the study and future research directions.
[bookmark: _Toc241145860]1.7 Chapter Summary 
This chapter introduced the study of the relationship between Nike's social media marketing and consumers' outcomes in terms of response to the marketing, purchase intention and reported buying behaviour of UK adults. It provided the context, problem, goal, four objectives, research questions and significance. The literature review is now presented in Chapter Two.
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Social media isn't just a supporting marketing channel; it's a vital part of the buying journey. Nike has a massive opportunity to reach consumers on Instagram, TikTok, YouTube, and Facebook, with 89% of adults in the UK using at least one social media platform and 97% of 16–34-year-olds doing the same (Ofcom, 2026a). The main activities are brand-generated content, influencer marketing, user-generated content, personalised communication and eWOM. But seeing does not necessarily equal buying, click equals engagement, and click plus brand affinity equals buy, which is why exposure is not necessarily an indicator of marketing effectiveness (Habib, 2022). The chapter thus reviews the findings on awareness, attitudes, trust, engagement, purchase intention, and actual behaviour in a critical manner. It examines studies according to their findings, theory, methods and context, discusses methodological limitations and draws out a conceptual model, which is formed on the basis of the Theory of Planned Behaviour, Social Influence Theory and Uses and Gratifications Theory.
[bookmark: _Toc236705516][bookmark: _Toc241145863]2.2 The Influence of Social Media Marketing on Consumer Awareness
Consumer awareness is the degree to which consumers are aware of and remember a brand, its products and the meaning it represents (Zhang, 2020). Social media is more interactive than television, newspapers, or radio, because consumers can respond, share and create content. This separation is confirmed by Li, Larimo and Leonidou (2021), who conceptualise social media marketing strategy as an all-encompassing process whereby companies leverage social media platforms, interactions and information to meet communication and relationship goals. Their approach to strategic planning is more than just about the individual posts. It considers the design of messages and how they engage people and tie in with the goals of the organisation. Social media has two related roles: it raises awareness and provides information about quality through discussions that the company can't predict completely, Nian and Sundararajan (2022) note. These studies demonstrate that there is a relationship, but this is not a causal relationship, between visibility and information transparency.
The literature shows positive associations between perceived social media activity and brand-related outcomes in general. For instance, Koay et al. (2021) identified social media marketing activities as a means to build consumer-based brand equity by fostering brand experience, and Zeqiri et al. (2025) revealed positive correlations between social media marketing, brand awareness, engagement and purchase intention in five emerging European economies. The results are congruent with the conclusion that entertaining, interactive and relevant communication can enhance brand awareness. However, both studies use primarily self-reported survey data and causal interpretations are limited. Zeqiri et al. (2025) have a large multi-country sample, but the economic and cultural contexts are not the same as in the UK, while Koay et al. (2021) have a more focused model, but their cross-sectional study design does not allow for the determination of whether marketing activity came before greater brand equity. The evidence is thus more convincing of association than causation.
Through motivational storytelling, Nike's content and their recognisable visual identity can help to build both recognition and recall (Wu, 2022). Nike is easier to remember when consumers think of sportswear because they have heard Nike's swoosh, witnessed the Nike product launches, and the ‘Just Do I' message again and again. However, the message that this content conveys isn't solely under the company's management. Nike's seemingly empowering advertising is subject to critical interpretation, as messages of achieving as individuals can reinforce limited ideas about gender, responsibility, and success, as Posbergh, Andrews and Clevenger (2023) explain. They don't measure purchase behaviour in their qualitative cultural analysis, but it's useful to challenge the idea that emotional storytelling is positively received by everyone. In this way, no matter whether the attitude is mixed or resistant, the awareness of the brand can still be raised.
Awareness is being spread beyond Nike's official pages by influencer marketing and user-generated content. In a recent study, Pan et al. (2025) examined 1,531 effect sizes across 251 papers and found that there are several antecedents, mediators, and moderators involved in the process of influencers' effectiveness, not just the number of followers. Influencer marketing is also consistently more effective than brand posts at engaging people and driving purchase interest, according to Barari, Eisend and Jain (2026), who analysed 135 experiments. Meta-analyses are more convincing than individual surveys because they combine a broad collection of data, but they also reveal variability between platforms, products and sizes of influencers. Smaller influencers might lead to more interaction, whereas larger influencers can provide extended reach and increased purchase salience (Barari, Eisend and Jain, 2026). In other words, for Nike, a global athlete and a local fitness creator might not be able to be substituted.
User-generated content and eWOM can also seem more spontaneous than corporate advertising as the users share their product experiences, reviews, and sporting achievements in their own words (Zahrah et al., 2024). This can generate reach and credibility, but it will also diminish managerial control. When an item is praised in a positive review, it could be heard as a reinforcement of the product quality. However, when customers are dissatisfied with the fit, price, or customer service, this could be very noticeable (ASLAN ÇETİN, 2018). The value of information unearthed from user discussion is pertinent here because Nian and Sundararajan (2022) have commented that the information can be useful to brands whose perceived quality is backed by user experience, but it is not necessarily a direct reflection of the amount of money invested in marketing. More content can lead to repetition, clutter, or even doubts about the quality of the content.
Although AIDA is still applicable for communication stages, it isn't as persuasive as a complete explanation of user behaviour on social media (Chakrabarty and Pandey, 2025). Social media journeys are notoriously non-linear, with consumers potentially seeing a review after purchase, switching back and forth between search and evaluation, or consuming it for entertainment but without the intention to acquire it (Dr Jatin Jakhar, 2025). Therefore, it is best to consider awareness as an entry condition, and not evidence of action. Based on the literature, the extent to which social media will make Nike more visible and culturally meaningful is dependent on source credibility, the level of message interpretation, and the context of the platform, as well as the quality of the information provided by other consumers on the platform.
[bookmark: _Toc236705517][bookmark: _Toc241145864]2.3 The Influence of Social Media Marketing on Consumer Attitudes and Purchase Intention
Consumer attitude is a positive or negative impression of a brand or purchase, and purchase intention is a declared willingness to buy (Wang et al., 2023). Attitudes are linked to information and trust, emotional attachment, and social influence. The results of the systematic review by Rozenkowska (2023) revealed that attitudes are important, but also that attitude and perceived behavioural control affect the intention to perform the behaviour. Positive content, including on Nike, may lead to better brand evaluation; peer or athlete recommendations may result in social approval, and easy access online may lead to a better sense of control (Ariestya, 2018). This explanation is more complete than assuming the purchase intention is caused by exposure alone.
A key mechanism is trust, as social media is the platform that brings together company claims and recommendations from influencers and consumers (Najmi Nuji et al., 2023). Erkan and Evans (2016) concluded that the quality, credibility, and usefulness of EWOM affect the adoption of information and purchase intention. In influencer marketing, Lou and Yuan (2019) came to a similar conclusion, finding that an influencer's credibility serves to reinforce trust in an informative and entertaining message. The research investigates various sources, but they all come to the same conclusion: the message value and credibility are important. Neither proves that intention turned into actual purchase, but both rely on the perceptions of respondents. The results they come up with, therefore, are useful for elucidating psychological reactions and not so definite as to sales behaviour. While Nike's collaborations with globally known athletes can provide legitimacy and significance, a mismatched or overly commercialised endorsement, or repeated endorsement with the same athlete, can diminish authenticity (Wang, 2024). Therefore, the suitability of the brand-influencer relationship is more important than visibility.
However, there's contradictory evidence to assume a direct positive relationship. In the empirical context, Huo and Filieri (2025) discovered a negative direct effect of social media marketing on purchase intention and a positive indirect effect via customer-based brand equity and adoption readiness. The sector of the study is not the same, but there are important lessons to be learned analytically, as the study demonstrates that a high frequency of marketing exposure can produce resistance if it does not first establish worthwhile brand meanings and consumer readiness (NGO et al., 2026). This finding aligns with Nian and Sundararajan's (2022) suggestion that a moderate level of social media use might be more beneficial than excessive social media use.
[bookmark: _Toc236705518][bookmark: _Toc241145865]2.4 The Role of Social Media Engagement in the Consumer Buying Process
Customer engagement is seen via likes, comments, sharing, video views, reviews and direct engagement (Zheng, Li and Na, 2022). There is cognitive attention and emotional connection to engagement in addition to the visible and measurable behaviours. According to Hollebeek, Glynn and Brodie (2014), consumer brand engagement is a multi-dimensional phenomenon consisting of three components: cognitive processing, affection, and activation. Similarly, Lim et al. (2022) demonstrate that the concept has moved on from participation in the visible realm. This is valuable because someone can view a Nike video without making a public comment, but someone else can 'like' it with no intention of purchasing. The metrics on the platform, therefore, just give partial proof of the link between the consumer and the brand.
However, research shows that engagement can link SMC to behavioural outcomes. Wibowo et al. (2021) identified a positive correlation between social media marketing activity, customer experience and consumer behaviour. Zeqiri et al. (2025) also found brand engagement as a linkage between social media marketing and purchase intention. Both the role of engagement as a mediator and the mediation effect of engagement on the relationship between these variables are affirmed. However, their cross-sectional survey designs can overestimate these relationships due to the fact that the predictor and outcome variables are measured simultaneously at the same time from the same group of respondents (Tan and Xiao, 2025). They are also unable to determine if engagement led to intention or if customers already liking the brand engaged more frequently.
To some extent, this is overcome in a three-wave longitudinal study of social media marketing, customer engagement, and customer stickiness by So et al. (2024). Their findings reveal reciprocal and evolving relationships across time, instead of a straightforward progression. The effect of engagement on later stickiness was also found, while previous stickiness also had an impact on later evaluations of social media involvement (So et al., 2024). This study is methodologically better at exploring temporal order, but rather than an examination of an initial purchase, this study is focused on post-purchase relationships and lacks any proof that the engagement actions lead to a purchase. Engagement is not a response to a campaign, but a process of an ongoing relationship, as compared to the statements of Wibowo et al. (2021).
Nike Run Club offers brand-specific proof. Rodrigues et al. (2021) revealed that gamification elements within the application can help users engage with the product and foster their attitude toward the brand. The study is valuable since it investigates a Nike platform and demonstrates the connections between challenges, progress tracking, and social interaction, and the association between participation and brand meaning. But the sample included only those who were already using an application and were therefore quite eager to use Nike's service. The sole result of self-selection is that fewer consumers in the less involved UK are generalising, whilst a positive attitude towards applications is not necessarily met with actual purchases of footwear or clothing (Zhang, Zhang and Zhou, 2021). This evidence suggests that there is engagement potential but not necessarily a universal sales effect.
Engagement can impact various stages of the consumer decision-making process (Ahmed et al., 2022). Problem recognition may be created on such websites, reviews may help with search and evaluation of information, and communities after purchase may encourage repurchase or advocacy (Dwivedi et al., 2021). However, there is no definite order. Some consumers participate because they have Nike products, and others do so for entertainment and not because of the Nike products endorsed by the athlete (Yan, Brown and Greenleaf, 2022). This distinction is a significant gap in the descriptive literature on the metrics of social media. Likes, comments, and shares can be helpful measures of attention and participation, but their commercial value also depends on the motivations behind the consumer, their prior relationship with the content creator, and whether they have the means to purchase (Yan, Brown and Greenleaf, 2022). In this study, engagement is therefore considered an important consumer response and potential path to buying behaviour and not proof of purchase.
[bookmark: _Toc236705519][bookmark: _Toc241145866]2.5 Social Media Marketing Opportunities and Challenges for Marketers
Important opportunities include reach, cost-effectiveness, targeting, user interaction, user-generated content, and market insight, but these must be qualified (Wiredu and Kingsley Takyi, 2026). Social media enables Nike to connect with consumers and share its content on the fly across country lines, experiment with creative ideas, and engage users, making them more inclined to visit Nike-owned eCommerce sites (Wichmann et al., 2022). Paid social marketing offers targeting of defined interests and click, view, and conversion measurement compared to mass media. However, Li, Larimo and Leonidou (2021) point out that such instruments can only be useful in the context of a strategy. Low distribution cost doesn't imply low total cost, as it takes a lot of resources to produce content, build partnerships with creators, reach paid audiences, analyse data, and manage the reputation.
One of the big drawbacks is content overload. Only 49% of adult social media users are active in posting, sharing or commenting, suggesting that high rates of social media usage do not equate to high rates of engagement (Ofcom, 2026b). Consumers are exposed to conflicting brand messaging, creator content and personal communications in the same feed. Algorithms could also limit the visibility of organic content, potentially leading to increased reliance on paid promotion (Benevento et al., 2025). Repeating a message can increase recognition, but too much may lead to irritation and ad avoidance (Eisend, 2015). So it is not as simple as just publishing more. Rather, it is a strategic decision as to how much to publish.
Influencer disclosure can help increase transparency and let viewers know that the endorsement is paid (Garg and Khasa, 2025). If there is a poor fit between the product and the influencer, this is likely to diminish credibility, and a complaint made by the customer can fan the flames. While raising the relevance of advertising is beneficial, it can come across as intrusive when the consumer is unaware of how the data were collected (An and Ngo, 2025). Clear disclosure, responsible data practices, quick response, and consistency between promises and product experience are the challenges that must be met.
Lastly, it's hard to measure. Reach and engagement are direct, while brand meaning, trust and delayed purchases are indirect (Amin, Hasanuddin and Supiyandi, 2025). Other factors that can impact sales are price, product innovation, distribution, and competitor activity. Indicators of social media should not be seen as a substitute for commercial outcomes; this is the reason the revenue from digital sources has been declining for NIKE, Inc. (2026). 
[bookmark: _Toc236705520][bookmark: _Toc241145867]2.6 Theoretical Framework
Three theories are chosen because they provide explanations for varying stages of the same problem, including Uses and Gratifications Theory for the reasons behind the consumer's decision to attend to Nike-related content; Social Influence Theory for the reasons behind how the evaluative process and norms of the Nike-related content are influenced by the Nike influencers, peers and online communities; and Theory of Planned Behaviour for the reasons behind the combination of the three to form purchase intention and behaviour. The theories are complementary, but not all of them are of the same centrality. The Theory of Planned Behaviour is used as the main behavioural approach as the research question focuses on buying behaviour, not exposure to the product only.
[bookmark: _Toc236705521][bookmark: _Toc241145868]2.6.1 Theory of Planned Behaviour
The Theory of Planned Behaviour suggests that attitude towards behaviour, subjective norms, and perceived behavioural control influence the intention, and that intention and control influence behaviour (Ajzen, 1991). However, when applied to Nike, attitude refers to the positive or negative evaluation of the purchase of the product, subjective norms as an evaluation of the approval or expectations that the product brings from friends, athletes, influencers and online communities, and perceived behavioural control as an evaluation of whether the consumers believe they have the ability to make the purchase, given the price, availability, sizing and online or physical store accessibility (Amanda and Marsasi, 2024). Rozenkowska's (2023) systematic review proves the ongoing validity of the theory in consumer research and indicates that in many studies, this theory is extended with additional trust variables, identity variables, and other context-specific variables.
This theory is especially relevant as it has the benefit of avoiding the analysis equating favourable content with purchase (Asikhia et al., 2022). A consumer might enjoy Nike's message, but he may not have the resources or opportunity to purchase. It also makes a distinction between intention and behaviour, which is crucial to note as many pieces of social media research measure only intention. Even so, the theory is based on a level of planned reasoning, and might over-emphasise occasional, impulsive and emotionally motivated purchases (Shengyu Gu, 2019). It also has a rather broad view of subjective norms and offers no indication of why a specific influence is persuasive. These restrictions are good enough to make its use in conjunction with the other two theories rather than as an all-inclusive account.
[bookmark: _Toc236705522][bookmark: _Toc241145869]2.6.2 Social Influence Theory
Social Influence Theory is the attitude and behaviour theory that is explained through compliance, identification and internalisation (Kelman, 1958). Compliance is when the consumer follows or acts in response to what is expected; Identification is when the consumer tries to be associated with an admired athlete, image, or group of people; Internalisation is when the consumer accepts the message as consistent with their values. It is a very pertinent remark for Nike. A limited promotion can help increase compliance, an athlete partnership can help to support identification, and a message about perseverance can be internalised by consumers who associate it with their own sporting identity (Ferreira, Crespo and Mendes, 2022).
Influencer evidence refines and supports the theory, as has been done recently. Two studies by Pan et al. (2025) and Barari, Eisend and Jain (2026) reveal that the effects of influencers are moderated by credibility and attractiveness, as well as audience characteristics and platform conditions. Their meta-analyses thus refute a naïve assumption that could be framed as the belief that celebrities are effective endorsers. There's potential for creating reach with a famous athlete, but persuasion relies on perceived expertise, authenticity, and fit. Social Influence Theory is a more direct explanation of the interpersonal route than the Theory of Planned Behaviour (Gulabdin et al., 2022). It is, however, less robust in its explanation of affordability and control of purchase. In the current context, it is thus the task of this study to describe the formation of subjective norms and identification with the individual.
[bookmark: _Toc236705523][bookmark: _Toc241145870]2.6.3 Uses and Gratifications Theory
According to Uses and Gratifications Theory, audiences are active users who choose media to meet information, entertainment, socialisation, and self-expression needs (Ruggiero, 2000). Consumers can follow Nike to find out about products, watch sports stories, take part in challenges, join communities, or convey their athletic identity. This is why the same post may get each user different reactions, such as some looking for product information, others for entertainment, and others for social recognition. The relevance of content is not solely related to the purpose of the brand, but also to the expected satisfaction (Simon, 2017).
Uses and Gratifications Theory is thus appropriate in terms of attention and engagement (Sichach, 2023). However, it has its drawbacks: It does not explain on its own whether a gratification will result in a purchase intention or not; entertainment can raise the level of viewing without triggering purchase intention. It is therefore not the central theory of behaviour in the framework, but is placed at the start of the framework.
[bookmark: _Toc236705524][bookmark: _Toc241145871]2.6.4 Comparison and Integration of the Theories
While the three theories share the same common belief that consumer reactions to messages are determined by factors other than just exposure, they are at different levels of analysis. Uses and Gratifications Theory starts from the motives of the audience in choosing and consuming content (Bhatiasevi, 2024). Social Influence Theory is concerned with relationships with influencers, peers and groups influencing credibility, identification and norms. The Theory of Planned Behaviour emphasises the development of intention and the act of doing (Ajzen, 1991). Together, they account for what motivates people to attend to content, how the social world can influence evaluation, and why a positive evaluation can lead to or not lead to a purchase.
Attention, interest, desire, and action (AIDA) is useful as a communication sequence, and it is fairly firm-centred and sequential (Virgen, 2026). It just doesn't capture repeated exposures, post-purchase involvement, or consumer-generated content, or affordability as a constraint. The three chosen theories offer a more solid foundation as they enable reciprocal engagement, social mechanisms, and the intention-behaviour gap to be explored. The Theory of Planned Behaviour is thus the prime theory, and Social Influence Theory and Uses and Gratifications Theory account for key processes before and after the intention is formed.
[bookmark: _Toc236705525][bookmark: _Toc241145872]2.7 Literature Gap
Literature reviewed confirms the effect of social media marketing on awareness, attitudes, engagement and positive purchase intention but does not offer a definitive solution to the current research question. The first gap is one of context. The empirical evidence is largely based on emerging economies, hospitality, technology services, or general online shopping. Even Nike studies like Rodrigues et al. (2021) address users of the Nike app in Portugal, not adult consumers in the UK. The results from other countries and industries cannot be directly transferred, since the situations of platform use, purchasing power, sports culture, and sports competition vary.
The second gap relates to integration. Most of the previous research focuses on a specific activity such as influencer marketing, electronic word of mouth (eWOM), or gamification (Rahma Sabrina and Amelia, 2026). This generates high-level data relating to individual mechanisms, but less in terms of a holistic understanding of the Nike brand-created content, influencers, UGC, reviews, interaction, and personalisation working together in the Nike social media presence. The effects can be demonstrated by meta-analysis and show that it is necessary to look at combinations of sources, messages, audiences, and platforms (Eisend et al., 2020).
The third gap is in outcomes. Awareness and engagement, and purchase intention, are often used as measures of effectiveness rather than purchase or repurchase (Herzallah et al., 2025). It is also difficult in a cross-sectional analysis to know if the reason people are following and engaging with the brand on social media is because of the social media, or because they are already customers of the brand and follow and engage more often. Longitudinal studies give more temporal evidence, but are limited and not directly on the UK Nike market (Jensen and Vlacancich, 2023).
The third one is methodological. Quantitative models can recognise patterns among variables but offer only limited information on consumers' perception of authenticity, emotional significance, privacy, price, and social pressure (Ahn and Lee, 2024). These interpretations can be found in the qualitative accounts but are less useful in determining the proportion of the population that has these accounts. 
[bookmark: _Toc236705526][bookmark: _Toc241145873]2.8 Conceptual Framework
The conceptual framework represents the evidence reviewed in three interrelated phases. The first stage is the activity of social media marketing by the brand, including brand-created content, influencer endorsements, UGC and eWOM, and interactive and personalised communication. Uses and Gratifications Theory helps explain why people seek out these activities, and Social Influence Theory helps explain the influence of the influencers, peers, and communities.
The second stage is the consumer response. This involves brand awareness, trust and attitude, customer engagement and perceived social approval. These responses are likely to help mediate buying results but not guarantee them. The third stage is the behaviour of the consumers, that is, purchase intention, reported purchase or repurchase, and brand loyalty. The sub-stages are not necessarily followed because intention does not automatically mean purchase, and purchase does not necessarily mean repurchase; price, product experience, product availability, and product perceptions (after purchase) are factors that play a role in the sub-stages (Mihajlovic, Savic and Sarcevic, 2025). The Theory of Planned Behaviour is the main explanation for the shift from response to intention to action, as it includes attitude, subjective norms, and perceived behavioural control.
The arrows in Figure 1 do not imply a cause-and-effect link, but rather anticipated relationships. Progress could be strengthened by price, product availability, previous Nike experience, privacy concerns and advertising fatigue. The progression can be strengthened by price, product availability, previous Nike experience, privacy concerns and advertising fatigue. The framework thus directs the questions of the survey and the interview and maintains the separation between viewing content, reacting to it, and purchasing it.
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Figure 1: Conceptual framework for the study
Source: Author-developed from Ajzen (1991), Kelman (1958), Ruggiero (2000), Pan et al. (2025) and So et al. (2024).
[bookmark: _Toc241145874][bookmark: _Toc236705527]2.9 Hypothesis Development
From the theoretical framework and previous literature, a number of hypotheses were formulated to test the relationship between Nike's social media marketing activities and the buying behaviour of the consumers. The hypotheses are directed at the effects of social media marketing, influencer marketing, consumer engagement, brand attitude and perceived behavioural control on purchase intention and reported buying behaviour. The relationships are based on the Theory of Planned Behaviour, Social Influence Theory and Uses and Gratifications Theory.
H1: Social Media Marketing and Purchase Intention
Literature suggests that social media marketing activities can improve consumer awareness, brand evaluation and purchase intention by providing information, entertainment and interactive experiences. Studies such as Zeqiri et al. (2025) indicate positive relationships between social media marketing activities and purchase intention. Therefore:
H1: Nike’s social media marketing positively influences consumers’ purchase intention.
H2: Influencer Marketing and Brand Attitude
Influencer credibility, attractiveness and message value can shape consumers’ perceptions of brands. Previous studies highlight that influencer-generated content can strengthen trust and brand-related attitudes. Therefore:
H2: Influencer marketing positively influences consumers’ brand attitude towards Nike.
H3: Social Media Marketing and Reported Buying Behaviour
Although social media may primarily influence awareness and attitudes, stronger exposure and interaction with brand content may encourage actual purchasing behaviour. Therefore:
H3: Nike’s social media marketing positively influences reported buying behaviour.
H4: Consumer Engagement and Reported Buying Behaviour
Consumer engagement represents active interaction with Nike content through liking, sharing, commenting and participation. Previous research suggests that engagement can act as a pathway between marketing activities and behavioural outcomes. Therefore:
H4: Consumer engagement positively influences reported buying behaviour.
H5: Brand Attitude and Reported Buying Behaviour
Positive brand attitudes formed through social media communication may increase consumers’ likelihood of choosing Nike products. Therefore:
H5: Brand attitude positively influences reported buying behaviour.
H6: Perceived Behavioural Control and Reported Buying Behaviour
According to the Theory of Planned Behaviour, consumers’ ability to purchase, including affordability and accessibility, influences whether intentions become actual behaviour. Therefore:
H6: Perceived behavioural control positively influences reported buying behaviour.
H7: Differences in Purchase Intention Across Consumer Groups
Consumer characteristics such as demographic background may influence purchase intention. Therefore:
H7: Purchase intention differs significantly according to respondents’ most-used social media platform.
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[bookmark: _Toc241145875]2.10 Summary 
The chapter highlighted existing research on the relationship between social media and awareness, attitudes, engagement and purchase intention, opportunities and challenges for marketers. The majority of studies are based on self-reported measures at a single time point (cross-sectional), and therefore can only suggest association rather than causation. The study was guided by the Theory of Planned Behaviour, Social Influence Theory and Uses and Gratifications Theory, and their gaps resulted in seven hypotheses.

[bookmark: _Toc241145876]CHAPTER 03: RESEARCH METHODOLOGY
[bookmark: _Toc236705528][bookmark: _Toc241145877]3.1 Introduction
This chapter discusses and justifies the methodology adopted to study the impact of Nike's social media marketing on the consumer buying behaviour in the UK. The design draws on the research onion by Saunders, Lewis and Thornhill (2023) that outlines the phases of the research onion, starting with the broad philosophical assumptions and ending with the practical procedures of gathering and analysing data. The layers applied are research philosophy, approach to theory development, methodological choice, research strategy, time horizon, and techniques and procedures. The methodology incorporates an online questionnaire and semi-structured interviews with adult UK consumers who have experience of Nike products and Nike-related social media content, and is consistent with the approved proposal and ethics documentation.
[bookmark: _Toc236705529][bookmark: _Toc241145878]3.2 Research Philosophy: Pragmatism
Research philosophy is about the belief of the researcher on what is regarded as acceptable knowledge and how it can be obtained (Saunders, Lewis and Thornhill, 2023). This research uses Pragmatism approach because the approach does not require a single perspective of reality but only chooses methods that would be useful in solving the problem of this research (Elgeddawy and Abouraia, 2024). The use of pragmatism is suitable, since there are measurable patterns in buying behaviour, including advertising exposure and purchase intention, and also subjective aspects of trust, authenticity, social influence, and personal experience (Sarran and Datt, 2026). However, a strictly positivist approach would not be enough because the study also aims to build measurable relationships across a broader respondent population, while a purely interpretivist approach would not be enough because the study aims to explain why consumers react to the same content in different ways (Raj, 2023).
[bookmark: _Toc236705530][bookmark: _Toc241145879]3.3 Approach to Theory Development: Deduction
The deductive method starts with the theory and then goes on to test it against the evidence (Saunders, Lewis and Thornhill, 2023). The study is deductive, as the questionnaire and the interview schedule developed in Chapter Two are based on the Theory of Planned Behaviour, Social Influence Theory and Uses and Gratifications Theory. The social media exposure, social network attitudes, subjective norms, perceived control, engagement, purchase intention, and reported purchase are examined from these theories.
[bookmark: _Toc236705531][bookmark: _Toc241145880]3.4 Methodological Choice: Mixed Methods
Mixed-method research utilises both quantitative and qualitative data in the same study to interpret numerical trends within the study and, at the same time, capture participants' explanations (Creswell and Creswell, 2022). A convergent design was used; they collected the survey and interview data at the same general time, treated them independently, and, in interpretation, brought them together. The quantitative strand estimated the direction and strength of relationships, whereas the qualitative strand examined the interpretations of Nike advertisements, influencer endorsements, user-generated content, reviews and interactive campaigns (Wang and Hao, 2026). A mono-method design was not considered appropriate, as a survey would have been limited in its explanatory power, while an interview alone would not have revealed the extent to which certain patterns were found within the sample (Siregar, 2025).
[bookmark: _Toc236705532][bookmark: _Toc241145881]3.5 Research Strategy
A research strategy is a general approach, a plan, linking the research question to the collection and analysis of evidence. A single organisation case study, Nike, in the UK consumer context was chosen for this study. Case study research is concerned with a real-world phenomenon in a contemporary context and is appropriate when context is a part of the interpretation (Yin, 2018). In this case, the structured itemised evidence was obtained through an online survey; the detailed accounts were obtained through semi-structured interviews. Because the researcher could not manipulate the amount of exposure to advertising that participants had, nor control the environment in which they make their purchases, an experimental strategy was not appropriate. (Bolinger et al., 2021) The purpose was to examine naturally occurring experiences and reported behaviour.
[bookmark: _Toc236705533][bookmark: _Toc241145882]3.6 Time Horizon
Time horizon refers to whether the data is gathered at a single time or over multiple time periods (Chabeau et al., 2026). A cross-sectional design gathers a picture of the participants during a specified research time (Saunders, Lewis and Thornhill, 2023). It was fitting because the dissertation was finished May-September 2026, focusing on perceptions and reported behaviours at that time. A longitudinal design was not possible, as repeated measurements of the same consumers were too time-consuming and too costly.
[bookmark: _Toc236705534][bookmark: _Toc241145883]3.7 Population, Sampling and Data Collection
The target audience consisted of UK residents aged 18+, who used social media, had come across any Nike social media marketing and had bought or seriously considered buying any Nike products. Social media, university-related networks and participant referrals were the methods used for non-probability convenience and snowball sampling. A sampling frame of all UK Nike consumers exposed to social media marketing was not available and meant that probability sampling was not possible.
The eligible sample that was achieved consisted of 129 respondents. This gave a suitable matrix to describe, test for reliability, correlate, and to use the parsimonious regression models used in this study. However, the sample was drawn using convenience and snowball sampling methods, and should not be seen as being statistically representative of the UK Nike consumer population. The results are interpreted in terms of relationships within the achieved sample, not population-level estimates. The relatively narrow demographic makeup also restricts comparisons of subgroups. The following Google Form link was used to collect responses to the survey questionnaire:
https://docs.google.com/forms/d/e/1FAIpQLSdmtf_7YCV6vXpQIPm9kEKBiWKQCXeaLxPe62yMiZf1uHV9EQ/viewform?usp=header
Seven eligible people participated in the semi-structured interviews. The qualitative strand was set up to be a complementary aspect of the mixed-method study to offer detailed explanations of patterns observed from the survey and not to have statistical representation. The seven interviews produced strong results, including detailed descriptions of authenticity, the credibility of influencers, product evaluation, advertising fatigue and moving from interest to purchase. However, the limited qualitative sample size means that there is limited diversity of views captured, and the study cannot claim that these are representative of all UK Nike consumers. 
[bookmark: _Toc236705535][bookmark: _Toc241145884]3.8 Data Analysis
Data were analysed quantitatively using IBM SPSS Statistics, and quantitative data were exported from Google Forms, cleaned, coded and analysed. All sample and principal variables were described in terms of frequencies, percentages, means and standard deviations. The internal consistency of multi-item scales was tested using Cronbach's alpha, and the validity and reliability were assessed (Tavakol and Dennick, 2011). Pearson correlation was used to study linear relationships. For purchase intention and reported buying behaviour, multiple regression was used to estimate the contribution of the theoretically justified predictors, while one-way ANOVA was used to compare purchase intention across the platform groups. The regression models were maintained to be parsimonious since the achieved sample was 129. Statistical significance was not the only measure of significance. It was also examined in terms of effect size and practical significance (Field, 2018).
Reflexive thematic analysis was used to analyse the interview data (Braun and Clarke, 2021). The steps involved in the six phases are as follows: Familiarising yourself with the transcripts; developing initial codes; generating candidate themes; reviewing themes against the coded extracts, then against the full data set; defining and naming each theme; and writing an analytical account based on the anonymised quotations. It is not a linear process; it is a process that is iterative. Themes covered were credibility, emotional identification, peer influence, advertising fatigue, and barriers between intention and purchase. The quantitative and qualitative data were then compared when interpreting to look for convergence, complementarity or contradiction.
[bookmark: _Toc236705536][bookmark: _Toc241145885]3.9 Quality and Ethical Considerations
Content validity was supplemented by relating questions to the research objectives, theory framework and reviewed literature (Zamanzadeh et al., 2015). Strengthening quantitative reliability was achieved through piloting, consistent administration, and transparent SPSS procedures. Some of the ways that qualitative credibility was enhanced included verbatim transcription, an organised coding record, reflexive notes, and clear linkage between interpretations and participant quotations. Mixed-method integration was used for triangulation, but due to non-probability sampling, statistical generalisation is limited (Hong and Fàbregues, 2025).
The study was conducted on a voluntary basis and limited to adults who were able to give informed consent. The participants were provided with information about the study, were informed of their right to withdraw and, within 14 days prior to anonymisation, were able to ask for the removal of their data. Identifiers were separated from research data, pseudonyms were used, and files were stored on password-protected, University-approved systems in line with UK GDPR and UWTSL requirements. There was no deception, and there were no vulnerable participants or intentionally collected special category data.
[bookmark: _Toc236705537][bookmark: _Toc241145886]3.10 Summary
The research onion generates a logical, practical and deduction-oriented mixed-methods case study that has a cross-sectional time dimension. Using a Google Forms survey, statistical patterns were established, while interviews in Microsoft Teams helped to explore consumers' experiences, and using both strands together gave a balanced answer to a research question.
[bookmark: _Toc241145887]CHAPTER 04: FINDINGS AND DATA ANALYSIS
Quantitative Analysis
[bookmark: _Toc241145888]4.1 Data Extraction, Coding and SPSS Data Preparation
This study used quantitative data collected from an online questionnaire created using Google Forms. Once the data collection process was complete, answers were extracted from Google Forms and then exported to Microsoft Excel for preliminary organisation and screening. All responses gathered from the participants were represented in the Excel dataset, which was the raw data prior to statistical analysis. 
The initial step was to assess the completeness and consistency of the dataset, as well as identify missing responses. The collected data obtained after cleaning was then coded into numbers for statistical analysis of categorical and Likert scale data. Coding was used to make the data compatible with IBM SPSS Statistics. For instance, the answer options 'Yes' and 'No' were respectively given the values 1 and 0. The other demographic variables included gender, age group, region, and platform preference, which were also coded numerically. All the Likert scale items were coded numerically for Nike social media marketing, influencer marketing, consumer engagement, brand attitude, perceived behavioural control, purchase intention and reported buying behaviour. The responses were on an ordered scale with higher numbers indicating greater agreement, greater influence, and more positive consumer responses. Data were coded in Microsoft Excel and then entered into a database using IBM SPSS Statistics. The variable names were coded based on a questionnaire coding system during the import process. Gender, age group, region, and social media platform were measured nominally for categorical demographic variables, while Likert-based variables and computed composite constructs were measured as ordinal/scale. Composite variables were formed by taking the average score on a number of questionnaire items that represent the same theoretical variable. For instance, Nike Social Media Marketing (SMM) was computed from NSMC1, NSMC2 and NSMC3; Influencer Marketing was computed from IMOI1, IMOI2 and IMOI3; Engagement was computed from CE1, CE2 and CE3; Brand Attitude was computed from BAAT1, BAAT2 and BAAT3; Purchase Intention was computed from PI1, PI2 and PI3; and Reported Buying Behaviour was computed from RBRB1 and RBRB2. This gave a final sample of 129 valid cases with no missing cases. 
[bookmark: _Toc241145889]4.2 Demographic Profile of Respondents
Table 1: Demographic Profile of Respondents (n = 129)
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Table 01 shows the demographic characteristics of the 129 respondents. Most participants were aged between 25-34 years (79.1%), followed by the 18-24 age group (19.4%), which means that the sample generally comprises young adult social media users who are likely to engage with Nike's digital marketing activities. The high percentage in the age group 25-34 (79.1%) is due to the convenience of the sample and the snowball sampling method, because the survey was mostly spread out on social media or in networks of the university or across the personal networks of the researchers, which were primarily composed of younger adults. So the age profile does not stand for the UK Nike consumer population but instead for the sample that was available.
The distribution by gender was about equal, with 54.3% of the respondents being female and 45.0% being male. This indicates that the results reflect the views of both male and female consumers. As far as geographical distribution, respondents were taken from all four regions of the UK. The largest proportion was in Scotland (48.1%), and the next biggest was Wales (22.5%), with Northern Ireland (16.3%) and England (13.2%) coming in next. Additionally, the larger proportion of people from Scotland (48.1%) was a result of the snowball sampling process. The Google Forms link was shared with a contact in Scotland who in turn shared it with friends in Scotland and with members of their network. This contributed to higher involvement from Scotland, and should be taken into account when assessing geographical representativeness of the results. Overall, the demographic profile suggests that the study largely represents the opinions of the younger consumer audience in the UK that are active on social media platforms.
[bookmark: _Toc241145890]4.3 Reliability Analysis (Cronbach’s Alpha)
To assess internal consistency of each multi-item construct, Cronbach's alpha was performed. A score of 0.70 or higher is satisfactory, as items on a scale reflect the same underlying concept (Taber, 2018). The reliability of all constructs was acceptable.
Table 2: Reliability Statistics
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Table 02 shows the reliability analysis, which was done using Cronbach's Alpha to determine the internal consistency of the measurement scales.
The scale of Reported Buying Behaviour had an acceptable α of 0.760 with only two measurement items. The reliability results indicate that all the scales were overall reliable and appropriate for further statistical analysis such as correlation and regression tests.
[bookmark: _Toc241145891]4.4 Descriptive Statistics of Main Variables
Descriptive analysis was done to determine the overall response patterns. The mean values are generally positive, showing a high level of satisfaction with Nike's social media efforts and their impact on consumers. The highest mean score (M=3.73) was given to engagement, while purchase intention got (M=3.72).
Table 3: Descriptive Statistics of Main Variables
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The descriptive statistics for the key research constructs are shown in Table 03. Mean scores showed that most respondents had moderately positive perceptions of Nike's social marketing efforts and the corresponding consumer responses, with all the constructs' mean values above the midpoint of the five-point scale.
In terms of the mean scores, the highest was recorded for Consumer Engagement (M = 3.73, SD = 0.85), indicating that the respondents expressed high engagement with NIKE's social media posts. This was followed by Purchase Intention (M = 3.72, SD = 0.83), which had a generally positive rating by the respondents for products they would consider purchasing from Nike in the future.
The positive responses were also seen for influencer marketing (M = 3.66, SD = 0.86) and brand attitude (M = 3.65, SD = 0.90) that received moderately positive mean ratings within the sample. Descriptive statistics, however, cannot be used to determine if one variable is affecting another variable. Reported Buying Behaviour (M = 3.60, SD = 0.90) was the lowest mean, where respondents had positive attitudes and intentions but purchasing behaviour was not as high.
Overall, the findings suggest that Nike’s social media activities are associated with positive consumer engagement, perceptions and purchase intentions. The relatively low score for reported buying behaviour, however, does illustrate that reported positive online interaction does not necessarily translate into actual purchases, further supporting the difference between intention and behaviour as suggested in the theoretical framework.
[bookmark: _Toc241145892]4.5 Correlation Analysis
Pearson correlation analysis was used to investigate the relationship between Nike social media marketing activities and the consumer-related variables (Schober and Boer, 2018). 129 responses were included in the analysis because they were valid. The correlation coefficient (r) was used to show the direction and strength of relationships, and the significance levels were set at 0.05 and 0.01.
Table 4: Pearson Correlation Matrix
[image: ]*Significant at p < 0.05; *Significant at p < 0.01
The correlation between Nike SMM and brand attitude was significant, and the correlation was positive (r = 0.320, p < 0.01). This shows an association but not that the attitude of Nike fans was more positive because of SMM.
There was a significant negative correlation between SMM and the reported buying behaviour (RBRB) (r = -0.242, p < 0.01), however. This unanticipated finding should be considered with some caution: correlation does not imply causation; social media may be associated with less frequent purchase, it might also be associated with purchasing behaviour that was already established prior to the use of social media, or it might be due to other factors that were not measured.
There were no significant relationships found between the use of influencer marketing and purchase intention, brand attitude, or reported purchasing behaviour (p > 0.05). This indicates that there were no meaningful relationships between these outcomes and influencer marketing in this sample.
Consumer engagement also did not significantly correlate with purchase intention (r = 0.033, p = 0.707) or reported buying behaviour (r = -0.024, p = 0.791), suggesting that engagement does not necessarily drive consumers to purchase the brand.
Overall, Nike's social media marketing seemed to be more related to brand perceptions as opposed to purchasing behaviour. A multiple regression model was then used to find out which factors collectively were significant predictors of buying behaviour.
[bookmark: _Toc241145893]4.6 Regression Analysis
The predictive relationships between the Nike social media marketing factors and the consumer outcomes were analysed using regression analysis. Based on the research goals, three separate regression models were developed.
[bookmark: _Toc241145894]4.6.1 Regression Model 1: Effect of Social Media Marketing on Purchase Intention
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Regression Equation: 
PurchaseIntention=3.965−0.068(SMM)+ϵ
The first regression model was used to test the significance of Nike's social media marketing on the purchase intention of consumers. The model obtained an R2 of 0.005, meaning that SMM only accounted for 0.5% of the variance in purchase intention. The ANOVA (F = 0.592, p = 0.443) indicated no statistical significance in the regression model used.
Additionally, the coefficient value shows that SMM was not a significant predictor of purchase intention (β= -0.068, p= 0.443). The direction of the coefficient was negative, but the effect was statistically insignificant. Hence, in this sample, SMM did not have any significant influence on purchase intention.
[bookmark: _Toc241145895]4.6.2 Regression Model 2: Effect of Influencer Marketing on Brand Attitude
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Regression Equation: 
BrandAttitude=3.539+0.031(Influencer)+ϵ
The second regression analysis was used to determine whether there was a significant relationship between the use of influencer marketing and consumers' brand attitude towards Nike. It was found that the model accounted for 0.1% of the variance in brand attitude (R² = 0.001). ANOVA did not yield any model that was statistically significant (F = 0.108, p = 0.743).
The influence of influencer marketing was also insignificant on brand attitude (β = 0.029, p = 0.743). This suggests that influencer marketing in this sample did not significantly predict brand attitude, which may have been because the model was a single-predictor model or the scale contained only three items.
[bookmark: _Toc241145896]4.6.3 Regression Model 3: Social Media Factors Predicting Reported Buying Behaviour
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Regression Equation:  
RBRB=6.139−0.226(SMM)−0.103(Influencer)−0.090(Engagement)−0.170(BrandAttitude)−0.106(PerceivedControl)+ϵ
The third regression model was used to investigate the simultaneous effect of Nike's social media-related variables on the self-reported buying behaviour in this study. The model was statistically significant (F = 2.935, p = 0.015), but the model had a modest level of explanatory power (R² = 0.107), accounting for about 10.7% of the variation in reported buying behaviour.
Of all the predictors, only the Social Media Marketing was statistically significant (β = -0.210, p = 0.026). The negative coefficient, however, suggests that the higher an individual scored on the SMM, the less their buying behaviour was reported in this sample. This is a surprising course of development and must be read with care. It may indicate inverse relationships (e.g., established Nike customers using less SMM) or unmeasured variables (e.g., brand loyalty or price sensitivity) or overlapping variance amongst variables (e.g., correlation between SMM and brand attitude, r = 0.320). Due to the limited number of items included in the reported buying behaviour (2 items) and the relatively low level of significance (p = 0.026), the findings are exploratory and should not be interpreted as evidence that social media marketing has a negative impact on purchasing.
Influencer marketing (β = -0.098, p = 0.261), engagement (β = -0.085, p = 0.334), brand attitude (β = -0.170, p = 0.064) and perceived behavioural control (β = -0.099, p = 0.258) were not statistically significant predictors.
All in all, the regression results indicate that Nike's social media marketing has no significant direct impact on purchase behaviour, and is more aligned with an increase in brand perception.
[bookmark: _Toc241145897]4.7 One-Way ANOVA Analysis
A one-way ANOVA was conducted to examine whether mean Purchase Intention differed according to respondents’ most-used social media platform. The five platform groups represented in the dataset were Instagram (n = 21), YouTube (n = 24), Facebook (n = 82), X (n = 1) and Snapchat (n = 1).
Table 5: One-Way ANOVA Results for Purchase Intention
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The analysis did not reveal any statistically significant difference among the five platform groups most used regarding Purchase Intention, F(4,124) = 0.328, p = 0.859. Hence, it is not recommended to support H7. But this finding isn't without its drawbacks. Within-group variance is not measurable, and homogeneity of variance cannot be meaningfully tested due to the very unequal size of the groups (Facebook n = 82) and the small size of the groups for X (n = 1) and Snapchat (n = 1). The test is then actually not very powerful in detecting differences between platforms, and the result of the test is inconclusive instead of evidence of irrelevance of platform preference in the purchase intention.
This doesn't indicate that platform is irrelevant. Purchase decisions could be influenced by other factors including price, product preference, personal needs and past brand experience (Section 4.14.3), and future research should combine or remove single-respondent groupings or utilise a non-parametric alternative.
[bookmark: _Toc241145898]4.8 Hypothesis Testing Summary
In order to test the proposed relationships between Nike's social media marketing activities and consumer behaviour, hypothesis testing was performed. The tests of hypotheses were performed using the Pearson correlation coefficient, regression, and ANOVA. The hypotheses were accepted or rejected depending on the level of statistical significance (p < 0.05).
Table 6: Summary of Hypothesis Testing Results
[image: ]The hypothesis testing results indicate that most hypothesised relationships were not statistically significant. H1 and H2 were not supported because Nike's social media marketing and influencer marketing did not influence purchase intention and brand attitude to a great extent.
H3 is not supported. SMM was found to be a statistically significant predictor of reported buying behaviour (β = -0.210, p = 0.026), but H3 was a statistically significant predictor of reported buying behaviour with a positive coefficient. Thus, the statistically significant result does not support the directional hypothesis.
The results indicated that there was no significant relationship between the three factors of consumer engagement, brand attitude and perceived behavioural control and the reported buying behaviour in the case of H4, H5 and H6. A single individual per platform group was not supported, but the ANOVA was inconclusive due to the small sample size in each platform group.
Qualitative Analysis
[bookmark: _Toc241145899]4.9 Introduction to the Qualitative Findings
This section explores the results of the seven semi-structured interviews with adult consumers, who have previously used social media and have experience with Nike products in the UK. The interview data were analysed using the six-phase reflexive thematic analysis (RTA) of Braun and Clarke (2021) (Section 3.8), in line with Chapter Three. As per ethical precautions described in Section 3.9, participants are only numbered from Participant 01 to Participant 07 in order to maintain confidentiality. The profile of the sample interviewed is summarised in Table 07.
Table 7: Interview Participant Profile
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The results of the analysis of the transcripts were distilled into five further themes based on the provisional themes identified in the interview guide (Appendix A): (1) Exposure, Platforms and Brand Awareness; (2) Reasons for Using and Responding to Nike Content; (3) Influencers, Peers and Online Word-of-Mouth; (4) Engagement, Trust and Brand Attitude; and (5) Purchase Intention and Reported Buying Behaviour. These themes are outlined below with the use of direct quotes, and are related to the purpose, research questions and theory of the study (Theory of Planned Behaviour, Social Influence Theory and Uses and Gratifications Theory) in the discussion section that follows the findings.
[bookmark: _Toc241145900]4.10 Theme 1: Exposure, Platforms and Brand Awareness
This theme reflects how and where participants see Nike content, which platforms they feel have the most impact, what they remember seeing and how it impacts their overall awareness and understanding of the Nike brand.
[bookmark: _Toc241145901]4.10.1 Sub-theme: Platform visibility - Instagram and TikTok as dominant channels
Instagram and TikTok were the platforms most frequently described as the primary point of contact with Nike content, generally attributed to their strong visual format and short, algorithm-driven video content.
"Instagram is the most noticeable because Nike have a strong visual presence there. The images, videos and collaboration with athletes makes the content stand out." (Participant 01)
"If I say at first the name come it will be Instagram because it is most noticeable to me because Nike's photos and reels are visually appealing and easy to remember." (Participant 07)
"TikTok probably makes the Nike content most influential for me because the videos are very short and enthusiastic, and if sometimes it is interesting, that's why I can easily remember it or come across it again." (Participant 02)
"At the moment I would say TikTok, and the reason why is because I'm more on TikTok than any other social media platform." (Participant 05)
[bookmark: _Toc241145902]4.10.2 Sub-theme: Content recall - motivational storytelling and athlete campaigns
In nearly every interview, the participant recalled the most vivid narrative was a tale with emotion and athletes and/or motivational messages, not product advertising.
"I remember Nike's motivational videos and campaign featuring well-known athletes the most. They are memorable because they usually have strong messages and emotional storytelling." (Participant 01)
"I would say the slogan just do it. I think for me it's when that slogan come out I felt like, yes, it's possible to do whatever I wanted to do, and Nike resemble really well with that slogan at that time." (Participant 05)
"Nike's athletic campaign is the most because they usually tell an inspiring story rather than just showing a product." (Participant 07)
"I remember Nike advertisements. They involve famous athletes and sports moments, and they usually stand out because they are energetic and have a strong message." (Participant 02)
This pattern indicates that rather than key features of the product, Nike's brand recall is more based on a narrative and emotional cue, which aligns with the brand's positioning on achievement and aspiration that was discussed in the literature.
[bookmark: _Toc241145903]4.10.3 Sub-theme: Effect on brand awareness and understanding
All participants indicated that they exposed themselves to social media, and it increased their awareness of the scope of products offered by Nike, as well as promoted a specific image of the brand, which was perceived as innovation, sport, and lifestyle.
"Nike social media has made me more aware of its products, new release and overall brand image. It also gave me an impression that Nike is an innovative and focus on sports and lifestyle." (Participant 01)
"Social media has helped me become more familiar with Nike's different products and collections, and it has also made me see Nike as more than just a sponsor company." (Participant 02)
"Nike social media has increased my awareness for new products and made me more familiar with the brand's styles and values." (Participant 07)
"They've done really well in terms of exposing themselves. They're always competitive and social media always trying to get the right message out to the right audience." (Participant 05)
[bookmark: _Toc241145904]4.11 Theme 2: Reasons for Using and Responding to Nike Content
This theme explores participants' motivations for interacting with Nike's social media activities, the characteristics of the content that capture their interest, and when and why they stop interacting with the content.
[bookmark: _Toc241145905]4.11.1 Sub-theme: Information-seeking and inspiration
"I mainly look for information about new products, trainers and clothings. I also enjoy the motivational and entertaining side of Nike's content." (Participant 01)
"I mainly look at Nike content for product ideas and inspiration." (Participant 02)
"I mainly look at Nike content for new product ideas and fitness inspiration." (Participant 07)
"I would say to see whether it's on trend, whether it's fashionable and it's moving along with present style and time." (Participant 05)
[bookmark: _Toc241145906]4.11.2 Sub-theme: Content features that sustain attention
Participants linked positive experiences with content that was visually compelling and not obviously promotional.
"Good visual, interesting videos, useful product information and relatable content make me more likely to watch or engage with it." (Participant 01)
"I prefer content that looks natural rather than sometimes feeling like a traditional advertisement. Good videos, humour, interesting stories and useful information usually make me more likely to interact with it." (Participant 02)
"The attractive videos, good photography and interesting captions make me more likely to engage with Nike contents." (Participant 07)
[bookmark: _Toc241145907]4.11.3 Sub-theme: Advertising fatigue and avoidance
One of the most frequently mentioned, and strongly felt, sub-themes was disengagement caused by repetitive or too salesy content. This reflects the 'advertising fatigue' construct predicted in the methodology.
"I usually ignore content if it feels repetitive, too promotional, or appears too often. If Nike keeps showing the same type of advertisement, I am more likely to skip it." (Participant 01)
"I tend to skip the content when I see too many advertisements of the same product, and I also lose interest in the content when it feels forced or clearly tries too hard to sell something." (Participant 02)
"I usually skip Nike-related content when it appears too frequently or feels like it is only trying to sell something to me." (Participant 07)
"Anything that's just on repeat... they're just copying other brands, and I just, when they do that it gets a bit tiring, and it's like it's nothing new." (Participant 05)
Not all groups were this way. Consumers' attitudes towards Nike were so strong, that they cannot be reduced by repeated promotion; when asked whether they ever got tired of Nike content, Participant 04 replied, "Definitely never".
[bookmark: _Toc241145908]4.12 Theme 3: Influencers, Peers and Online Word-of-Mouth
This theme will explore the credibility of athlete-backed and influencer-backed endorsements, the role of peers and family and the differences between user-generated and Nike-generated communication.
[bookmark: _Toc241145909]4.12.1 Sub-theme: Conditional credibility - authenticity and brand fit
The effectiveness of endorsement was described as conditional, not automatic, across participants.
"An endorsement feels authentic when the influencer genuinely fits Nike's and appears to use or believe in the products. It feels less convincing when it looks like they are only promoting it because they were paid." (Participant 01)
"I think an endorsement is authentic when the influencer's lifestyle matches the product they are promoting. And if they suddenly promote something that doesn't fit them, it feels more like a paid advertisement." (Participant 02)
"An endorsement feels genuine when the person naturally uses the product and gives their own opinion; it feels fake when the promotion seems scripted." (Participant 07)
[bookmark: _Toc241145910]4.12.2 Sub-theme: Long-term athlete association and identity
For at least one participant, athlete endorsement was described not as a short-term persuasive tactic but as the origin of a long-standing brand relationship.
"It's got a big, big impact. Especially the reason why I was introduced to Nike is because of Air Jordans, Michael Jordan, the basketball players, and even to this day I purchase Jordan's trainers because it's something that I grew up watching, and it's something that impacted me." (Participant 05)
"When I see the influencers I feel like I would also want to wear those type of shoes, which makes me feel really really good, and I want to have that feel like an influencer." (Participant 04)
[bookmark: _Toc241145911]4.12.3 Sub-theme: Peer and family influence
"Whenever my family members or friends, whoever comment on the Nike shoes, I thoroughly look at them and try to purchase them." (Participant 04)
"My friends can have quite a strong influence, especially when several people recommend the same product. Online comments can also make me more interested, or sometimes make me question whether the product is actually good." (Participant 02)
"Recommendations from friends can influence me quite a lot, especially when they have personally used the product." (Participant 07)
[bookmark: _Toc241145912]4.12.4 Sub-theme: User-generated content and reviews valued above brand content
A clear pattern emerged of participants placing greater evaluative trust in independent, user-generated content than in Nike's own polished brand communications.
"I generally find customer review and user-generated content more useful when deciding whether to buy something. Nike's content is better for creating interest, while reviews give me a more realistic idea of the product." (Participant 01)
"I trust user-generated content more because I want to know about their actual experience of using the product. Nike's own content is usually more polished, so I mainly use it to learn about the product initially." (Participant 02)
"I prefer customer reviews because they gave me honest information about quality and comfort, while Nike's content is mainly useful for discovering some new products." (Participant 07)
Participant 05 offered an alternative perspective, noting that there wasn't much tension between the two sources: "For me I would say it lines up perfectly... for the general public, whatever they are pushing it's in line there. It means that, for users who already have a positive association with the brand, official content and user-generated content are seen as reinforcing rather than competing."
[bookmark: _Toc241145913]4.13 Theme 4: Engagement, Trust and Brand Attitude
This theme focuses on the nature of participants' behavioural engagement with Nike content and whether it leads to an increase in trust, the emotional or community aspects of brand interaction, and the impact of negative content or concerns about privacy.
[bookmark: _Toc241145914]4.13.1 Sub-theme: Mostly passive, selective engagement
The majority described a low-effort, passive participation, meaning watching, sometimes liking and sharing content, but not commenting.
"I normally watch the Nike videos and sometimes like or share them, and I don't comment very often because I don't usually feel the need to comment on brand posts." (Participant 02)
"I usually watch videos like posts or occasionally read comments. I engage more when the content is interesting or relevant to me, but normally I ignore posts that are purely advertisement." (Participant 01)
"I usually watch Nike videos and occasionally like or share them. I engage more when the content is creative or motivating to me." (Participant 07)
Participant 04, a clear outlier, explained that he was a "very big [Nike] fan" and does not avoid the brand's ads and videos as soon as they are shown to him: "I don't skip the ads and videos, whatever gets in front of me; I'm a very big fan of Nike, so I get on to it and try to order them for myself."
[bookmark: _Toc241145915]4.13.2 Sub-theme: Engagement and trust - a bounded relationship
Several participants related positive engagement to higher levels of trust, while others cautioned that a linear relationship between engagement and trust is not always present, as engagement on its own does not necessarily lead to trust.
"Interacting with Nike content can improve my trust in the brand because it helps me understand their products, values and the message they are trying to communicate." (Participant 02)
"Positive content can improve my attitude towards Nike, but I don't think simply interacting with a post automatically makes me trust the brand." (Participant 07)
"I would say Nike developed a trust over time - they've been focused on customer service and they tend to provide quality products. I think over time I develop that trust with them." (Participant 05)
Participant 05's account is notable in locating the source of trust primarily in cumulative product and service experience rather than in social media interaction itself, suggesting that social media may reinforce, rather than originate, brand trust for some consumers.
[bookmark: _Toc241145916]4.13.3 Sub-theme: Emotional connection, identity and community
"It does make me feel like a sense of community. Whenever I see this Nike shoes, people who are wearing it, I feel like... it sends like a memory." (Participant 04)
"One thing that made me appreciate Nike is when they incorporated other ethnic groups - like they had a hijab Nike product... I had that emotional connection with Nike because they were focusing around the different groups in society and different religions." (Participant 05)
"Sometimes Nike creates an emotional connection through the motivational messages and stories about athletes. It can make people feel connected to the idea of achieving goals and being active." (Participant 01)
"I can relate to Nike's message about fitness, confidence and achieving goals. I wouldn't say I feel a part of the Nike community, but sometimes this content does connect with my interests." (Participant 02)
As shown in the example of participant 02, a partial or conditional sense of identification can be experienced, meaning that a person feels emotionally connected to Nike's message but does not necessarily feel that they belong to a brand community at the same time.
[bookmark: _Toc241145917]4.13.4 Sub-theme: Negative content, fatigue and privacy concerns
"Repeated advertising or a lot of negative comments can reduce my interest. Privacy concern could also make me less comfortable if I feel that advertising is becoming too targeted." (Participant 01)
"Seeing too many advertisements can become annoying, and negative comments can also affect my opinion if there is a genuine issue being discussed, although I would usually like to look into it before making a judgment." (Participant 02)
Again, Participant 04 was an exception to this trend, stating a complete lack of susceptibility to negative influence: "No, never ever… when it comes across the videos or liking the post or on social media it never changed my perception about the Nike brand," which confirms the earlier finding that highly loyal consumers might be largely impervious to the negative influence that worries less committed consumers.
[bookmark: _Toc241145918]4.14 Theme 5: Purchase Intention and Reported Buying Behaviour
This final theme covers the relationship between social media exposure and purchase intention, and reported buying behaviour, content types that lead to increased intention to buy, obstacles to buying and perceptions of Nike's overall marketing.
[bookmark: _Toc241145919]4.14.1 Sub-theme: The decision journey - social media as a starting point, not the final step
One common theme among respondents was that social media was used to create initial awareness or interest, with the final purchase decision made through research, price comparison or in-store verification.
"Recently I saw Nike's product on social media and become interested in it. I then look at the product on Nike's website and check review before deciding whether to buy it. Social media mainly create the initial awareness." (Participant 01)
"Recently, I saw Nike shoes on social media and they caught my attention. They were very attractive, and then I searched for more information and compared the price. After that, I read reviews before deciding whether they were worth buying." (Participant 02)
"I have discovered Nike products through social media and then search for more information online before buying. Social media mainly influenced my initial interest." (Participant 07)
Two participants described this journey extending into a physical, offline conversion:
"I seen it on Instagram, so while I was passing through the Queen street, I went in Sports Direct and I got those pair for myself. It was a really good experience for me." (Participant 04)
"I was watching videos... then when I went on social media a video come up of a tennis player that I watch, and he was wearing a Nike white cap... I ended up going, clicking the link and then purchasing that Nike product." (Participant 05)
These participants together offer a description of what is a multi-stage and cross-channel journey (from exposure on social media, independent verification, and finally an online or in-store purchase), broadly consistent with the operationalisation of buying behaviour in the study as a multi-stage process from awareness to purchase intention.
[bookmark: _Toc241145920]4.14.2 Sub-theme: Content that increases purchase intention
When asked about types of content that would cause them to buy a product, the participants overwhelmingly agreed that real use footage and reviews were more likely to sway them than polished brand advertising.
"Product demonstration, review, athlete content and videos showing the product being used are most likely to increase my intention to buy. They help me understand what the product actually offers." (Participant 01)
"Real-life demonstrations and customer experiences are most likely to influence me. Seeing how a product actually looks and performs is more useful than just seeing a professional advertisement." (Participant 02)
"I find product reviews and videos showing the product in use most persuasive because they help me understand what I would actually be buying." (Participant 07)
An exception was Participant 05, who reported that celebrity or athlete endorsement alone was the direct motivation to buy: "If they're endorsing something, and if they're promoting that product, it does tend to make me want to purchase that; that's where the intention comes from, and it actually ends up being a purchase."
[bookmark: _Toc241145921]4.14.3 Sub-theme: Barriers between intention and purchase
The practical obstacles between intention formation and purchase via social media were also mentioned: price, product quality, availability, and personal need.
"Price, quality, availability... even if social media makes me interested, I may not buy if the price is too high or I find a better alternative." (Participant 01)
"The biggest factors are price, product quality, reviews and whether I actually need the item. Social media can create the desire to buy, but these other factors determine whether I go through with the purchase." (Participant 02)
"Price, quality, availability and personal need all affect whether I make the final purchase." (Participant 07)
However, for Participant 04, established brand loyalty seemed to supersede those typical barriers: "I've been wearing Nike since I was little, so there's no need to think about not buying Nike shoes, I prefer them, I love them.
[bookmark: _Toc241145922]4.14.4 Sub-theme: Perceived overall effectiveness, loyalty and recommendations for improvement
Most participants found Nike's marketing through social media to be effective in the awareness and interest phase, and gave similar recommendations for improvement, mainly in terms of authenticity and repetition.
"Nike's social media marketing is quite effective at creating awareness and interest. It can influence purchases, especially through athletes, influencers and product demonstrations. I think Nike should avoid repetitive advertising and focus more on authentic and useful content." (Participant 01)
"Nike is effective at getting people's attention and creating interest in the product. However, they could use more customer-focused content and less repetitive advertising, which would make the marketing feel more genuine." (Participant 02)
"Nike social media is effective at attracting attention and creating interest, but I think more authentic customer content would make it even more effective." (Participant 07)
Participant 05, the oldest interviewee, spoke out with a unique and important voice, feeling underserved by Nike's current content approach:
"I think as time's gone on with my age, I feel like I'm getting less and less content from Nike. Now it could be that they are targeting a specific group of audience, maybe between 18 to 28 year olds... I think in the long run they've got more to improve on, especially when it comes to different demographics. They need to try and target the audience that's been there from the beginning and not try to only get new customers." (Participant 05)
This account raises an important qualitative insight not fully captured by the quantitative instrument: that perceived platform-targeting and content relevance may vary systematically by age, with older, established customers feeling comparatively neglected relative to younger audiences.
[bookmark: _Toc241145923]4.15 Summary 
In Chapter Four, results from the surveys that were conducted with 129 respondents, along with themes from the seven interviews, were presented. Social media marketing had a positive correlation with brand attitude and a negative correlation with reported buying behaviour. Engagement had no significant correlation with the reported buying behaviour, and ANOVA were inconclusive. Authenticity, advertising fatigue, price and independent verification were mentioned as factors that shaped social media, as described by interviews, which used the medium as a starting point.


[bookmark: _Toc236705538]

[bookmark: _Toc241145924]CHAPTER 05: DISCUSSION OF THE FINDINGS
Chapter Four combines both the statistical results and the themes that have been uncovered during the interviews, with the aim of having each set of results explain, qualify, or complicate the other, following the pragmatist, mixed-methods approach indicated by Chapter Three.
Objective one was to understand the impact of Nike's content on consumer awareness, attitude, trust, and engagement. The quantitative results provide partial support: SMM was significantly and positively related to brand attitude (r = 0.320, p < 0.01), but not to engagement or purchase intention. This is consistent with Koay et al. (2021) and Zeqiri et al. (2025), who reported that social media activity positively influences brand-related outcomes, but noted that cross-sectional, self-reported data do not imply causation. The pattern is explained by the interview data, not just repeated. Theme 1 revealed that the information that respondents remembered from Nike's feeds was not often product information, but rather emotionally charged stories and athlete campaigns, which respondents directly associated with a wider, more positive perception of the brand. This is in line with Uses and Gratifications Theory, which states that consumers will seek out content that meets their informational or emotional needs, and that this exposure may be correlated with attitude, but not necessarily engagement, as cross-sectional data cannot prove this sequence. This supports the argument of Posbergh, Andrews, and Clevenger (2023) that Nike's empowerment stories are memorable because they are emotional, but not necessarily embraced by all audiences. The correlation between SMM-attitude and the qualitative focus on narrative recall thus offers convergent quantitative and qualitative evidence of an association between the respondents' perceptions of Nike's social media marketing and their brand perception in this sample.
Objective two focused on the platforms that were seen as most influential. In this case, the two sets of data differ in what they reveal, not what they imply. The ANOVA testing group differences in purchase intention was not significant (F(4,124) = 0.328, p = 0.859), but it is inconclusive due to the fact that X and Snapchat each had one respondent, Facebook dominated the sample (n = 82), and TikTok was not represented among the most-used platform groups. However, the interviews highlight Instagram and TikTok as the key channels, appreciated for their visual nature and the short, algorithm-driven content, which aligns with Ofcom (2026a), and one interviewee mentioned YouTube, showing that platform salience is not consistent across the sample. This difference is not contradictory, as the survey was measuring intention as an outcome, not platform effectiveness, and the qualitative theme was filling a gap that the quantitative design could not cover, as noted in the literature review, where Nike-specific evidence has rarely combined platform-level and outcome-level analysis in a single UK study.
Objective three explored the influence of attitude and intention through the use of influencer marketing, user-generated content, reviews and promotional communication. The regression evidence did not support H2, as influencer marketing was not a significant predictor of brand attitude (β = 0.029, p = 0.743). This alone would imply that influencer activity is not very effective, which contradicts the Social Influence Theory part of the framework and the survey evidence of Erkan and Evans (2016) and Lou and Yuan (2019) that credible electronic word-of-mouth and influencer content are associated with trust. The qualitative theme does not simply negate this reading, but rather complicates it. Participants did not uniformly report that influencer effects were weak; rather, they reported that these effects were conditional on perceived authenticity, brand fit, and, for one participant, longstanding athlete identification. Some participants also said that they trusted independent, user-generated content and peer recommendation more than Nike's polished content, which aligns with Nian and Sundararajan (2022), who state that consumer-generated discussion has more informational weight than company messaging. This aligns with recent meta-analytic findings (Pan et al., 2025; Barari et al., 2026) that indicate that the credibility of influencers and the characteristics of their followers moderate persuasion, but do not have a direct linear impact. The survey and interviews thus differ in their views on the effectiveness of influencers, and the difference is not fully explainable. The survey revealed no significant relationship between influencer marketing and brand attitude, purchase intention or reported purchase behaviour, while the interviewees, especially Participants 04 and 05, indicated that influencers and athletes were persuasive when they were perceived as authentic. This may be due to the fact that the survey measure was not fine enough to measure conditional credibility, the small sample size of the interviews (n = 7) and the possibility of self-report bias in interviews. The interviews are not generalisable, and the survey cannot explain authenticity, so neither strand can support the other; H2 is unsupported, and the qualitative evidence provides a hypothesis for future testing, but not an explanation for the null result.
The most theoretically interesting tension between the two data sets is in relation to objective four, which examined the relationship between engagement, purchase intention and reported buying behaviour. Engagement did not significantly predict reported buying behaviour (β = -0.085, p = 0.334), which aligns with the findings of Hollebeek, Glynn and Brodie (2014) and Lim et al. (2022), who caution that engagement is multi-dimensional and only weakly related to platform metrics, and contradicts the more positive cross-sectional findings of Wibowo et al. (2021). SMM was a significant negative predictor in the multiple regression (β = -0.210, p = 0.026), indicating that increased marketing exposure was correlated with decreased reported purchases in this sample. The direction is unexpected and, based on the cross-sectional data, may be due to reverse causation (e.g., frequent buyers using less social media content), unmeasured loyalty or fatigue, or the short timeframe of the two-item outcome measure, and is therefore considered exploratory. It also aligns with Huo and Filieri (2025), who discovered a negative direct link between social media marketing and purchase intention in another industry, and Nian and Sundararajan (2022), who suggest that a moderate level of marketing activity could be more effective. The qualitative theme on the decision journey provides a potential, but untested, explanation: participants reported that social media was used to create initial interest, but that the purchase decision was made only after independent verification via price comparison, reviews or in-store checking. The 12% drop in Nike's Brand Digital revenue (NIKE, Inc., 2026) is in line with the limited conversion on the internet, but not necessarily on social media. This is consistent with the advertising fatigue sub-theme, where several participants reported that they became tired of repetitive or overly promotional content, but it does not demonstrate that advertising fatigue is the cause of the negative coefficient. This is also in line with Rozenkowska's (2023) interpretation of the Theory of Planned Behaviour: barriers mentioned in Theme 5, specifically price, availability and product need, are similar to the perceived behavioural control component. The support for perceived behavioural control is less certain, however, as it was not a significant quantitative predictor (β = -0.099, p = 0.258).
The one participant who was highly loyal and very little affected by fatigue and negative content tentatively suggests that loyalty could be an unmeasured moderator, but this is based on one account and is consistent with the evidence from Nike Run Club presented by Rodrigues et al. (2021) that already-committed users react differently to brand content than the general market. The concern raised by the older interview participant cannot be statistically verified in the present ANOVA, as the ANOVA compared Purchase Intention across most-used social media platforms and not age groups. Also, 79.1% of the survey respondents were between the ages of 25 and 34, and only two respondents were between the ages of 35 and 44, which made it difficult to make meaningful comparisons across age groups. The overall goal of the quantitative strand is to find statistically significant and non-significant associations in the achieved sample, and the overall goal of the qualitative strand is to give contextual explanations for the associations. The results are cross-sectional and based on non-probability sampling, so cannot be used to infer causality and should not be statistically extrapolated to the general population of UK Nike consumers.


[bookmark: _Toc241145925]CHAPTER 06: SUMMARY AND RECOMMENDATIONS
[bookmark: _Toc241145926]6.1 Summary of the Study
The aim of this study was to analyse the effects of exposure on responses, purchase intentions and reported buying behaviour of the adult consumers of the United Kingdom, while the four objectives were to explore how exposure influences awareness, attitude, trust and engagement, to test which social media platforms are most influential, to test how attitude and purchase intentions are influenced by Nike's social media marketing strategies (user-generated content, reviews and promotional communication) and to test the relationship between attitude, purchase intention and reported buying behaviour.
The study employed a mixed-methods, pragmatist design that surveyed 129 UK adults and interviewed seven consumers who had previous Nike experience. The reliability was good for all seven measurement scales (α > 0.76). The quantitative data revealed that Nike's social media marketing (SMM) showed a positive correlation with brand attitude (r = 0.320, p < 0.01), but did not predict Nike's buying intention and, surprisingly, had a significant negative impact on Nike's reported buying behaviour (β = -0.210, p = 0.026) in the combined regression model, which could be treated as an exploratory finding. The other constructs (influencer marketing, engagement, brand attitude and perceived behavioural control) were not significant predictors, and there was no significant difference in purchase intention across most-used platforms (ANOVA inconclusive because two groups were represented by one respondent each). No support for any of the seven hypotheses as stated, with H3 significant but in the opposite direction.
These statistical patterns were then supplemented by the qualitative information obtained. Instagram and TikTok were the primary touchpoints with Nike; participants remembered Nike's "emotional" content over product information; and social media was more a starting point than a final decision point, with further research, price checking, and in-store confirmation coming afterwards. Authenticity and product fit were all key components of the influencer's credibility, and UGC and peer recommendations were the more trusted sources of brand information. However, the most interesting results were that disengagement (from One Direction) and advertising fatigue happened in most participants, that a highly loyal participant was not susceptible to advertising fatigue or disengagement, and that one older participant felt that he was not receiving enough value from content that seemed to be aimed at younger audiences.
The results reveal that Nike's social media marketing is more closely linked with attitude than purchase, and interviews show that there may be a disconnect between favourable responses and actual purchases due to price and availability constraints, advertising fatigue, and a requirement for third-party verification prior to purchase. The study is therefore able to fulfil its aim within its context of limited sample; it draws some tentative conclusions about the relationship between exposure and favourable response in the context of the UK Nike consumer market, and it has tackled the contextual, integrative, outcome and methodological gaps highlighted in the literature review.
[bookmark: _Toc241145927]6.2 Recommendations
The following recommendations are provisional. The results are associational and based on 129 surveys and 7 interviews, and are provided as guidance for testing prior to larger investments and not as a proven strategy.
Nike can post less of the repetitive and promotional kind and concentrate more on narrative-style content (Padli, Dias and Anisa, 2022). The participants repeatedly noted that content that they perceived as being sales-driven (Section 4.11.3) was not viewed as being in their best interest, and this aligns with Nian and Sundararajan's (2022) finding that more marketing does not always lead to more gains. Storytelling of Nike athletes and their own "Just Do It" campaigns are the two most cited and best-recalled content in this research study, indicating that Storytelling is more likely to maintain a positive attitude than repeated Product Promotion.
Secondly, considering the difference between the survey (no significant influencer effect) and the interviews (conditional credibility), Nike may explore whether there is a link between authenticity and product fit and improving the effectiveness of influencers beyond reach, using some of the moderating factors highlighted by Pan et al. (2025) and Barari et al. (2026), with a focus on the long-term athlete relationship described by a small number of participants as persuasive.
Thirdly, Nike could use its own platforms to feature user-generated content and independent reviews alongside the brand-produced content, instead of just brand-generated content because most interviewees indicated that they trusted and were more engaged with content produced by peers and customers than the brand (Ali, 2025). The gamified and community-based parts of Nike Run Club were found by Rodrigues et al. (2021) to correlate with a higher brand attitude among those who already use the app, which means that the idea to get customers to share their own content is a potentially effective strategy that would benefit from greater testing.
Fourthly, social media strategy may add to, not take the place of, the cross-channel phases of the decision journey (Effing and Spil, 2016). Store-locator links, live stock information and price reassurance in social content can be used to help overcome the PBC barriers identified in Theme 5 and in the Theory of Planned Behaviour that interviewees stated they checked price, availability and reviews separately before purchasing.
Finally, Nike could investigate, considering the fifth point, if there is any need for age group diversification of content (Amir Dadrasmoghadam et al., 2021). This is the least definite of the recommendations because it is based on the data Ofcom (2026a) provided on platform use by age, and the sample of participants (79.1% aged 25-34) would not be able to test this recommendation.
Last, but not least, Nike's marketing evaluation needs to focus on engagement and intention, not sales data. Measuring purchase and repurchase data is important, and tracking social metrics alongside them (Colicev et al., 2018). This is the recommendation that is most directly supported by the evidence, as engagement did not predict reported buying behaviour, and it might help avoid the risk of vanity metrics misrepresenting the effectiveness of a campaign.
Together, these recommendations suggest the final, provisional finding of the study: Nike's social media marketing seems to be connected with a favourable attitude and even initial interest, though not necessarily with further investments in exposure, but rather in the attention to authenticity, community, cross-channel support and outcome-oriented measurement.
[bookmark: _Toc241145928]6.3 Limitations of the Study
The results in this study are subject to some limitations that need to be taken into account when interpreting and applying the results. Convenience sampling and snowball sampling were used to obtain the quantitative sample first (Zrineh, Al‐Usta and Alwawi, 2026). Since there was no known probability of responding to the survey, the sample cannot be assumed to be statistically representative of all UK Nike consumers, and self-selection may have skewed the mix of people who were more interested in Nike and/or social media.
Secondly, there was a very uneven distribution of the population. The quantitative sample consisted of 79.1% of the respondents who were aged 25-34, with no respondents in the 35-44 age group and only 1.6% in the 45-54 age group. The distribution by geographical location was also skewed, with 48.1% from Scotland. However, the results must not be viewed as being representative of UK consumers in all age groups and/or geographical areas. 
Thirdly, as both types of methods (quantitative and qualitative) were used (a survey and interviews), the number of samples that could be reached in terms of the time available was limited. Arranging, conducting, transcribing and analysing interviews was particularly time-consuming, and only seven interviews were conducted in conjunction with 129 survey responses. This is a small qualitative sample, which restricts the diversity of views that are represented and does not allow for claims of representativeness to be made. If the study had been limited to either a survey or interviews, many more responses could be achieved in either instance.
Fourthly, the cross-sectional design was able to collect perceptions and reported behaviour at one time (Wang and Cheng, 2020). Thus, there is no temporal order or causality established. Significant relationships are thus more indicative of statistical significance rather than a causal effect on purchase behaviour caused by Nike's social media marketing.
Fifthly, there was a significant weakness in the one-way ANOVA. There were significant differences among platform groups (Facebook n = 82; YouTube n = 24; Instagram n = 21; X n = 1; and Snapchat n = 1). The test is not powerful enough to estimate variance for single-respondent groups and therefore cannot rule out a platform effect when it is not significant.
Lastly, an important feature of the study was that a large proportion of self-reported perceptions, intentions and reported purchasing data were used. There may be recall error and/or response bias in such measures. The measure of reported buying behaviour had only 2 items, making the negative correlation between SMM and reported buying behaviour more exploratory. Future studies, of course, should use more sizeable, more demographically representative samples, more extensive qualitative involvement, longitudinal designs, and ideally, real behavioural and/or transactional data. 
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	No.
	Profile item
	Response options / notes

	D1
	Age range
	18–24 / 25–34 / 35–44 / 45–54 / 55+ / Prefer not to say

	D2
	Gender
	Woman / Man / Non-binary / Self-describe / Prefer not to say

	D3
	Employment status or occupation category
	Open response or broad category only

	D4
	UK nation or broad region
	England / Scotland / Wales / Northern Ireland; no exact address

	D5
	Main social media platforms used
	Instagram / TikTok / YouTube / Facebook / X / Other

	D6
	Approximate frequency of Nike purchasing
	First purchase / Less than yearly / Yearly / Several times a year / Monthly or more



	No.
	Interview question and optional prompt

	Theme 1: Exposure, Platforms and Brand Awareness
Provisional subthemes: Platform visibility; content recall; brand recognition; perceived platform effectiveness

	1
	Please describe how and where you usually encounter Nike-related content on social media.


	2
	Which social media platform makes Nike content most noticeable or influential to you, and why?


	3
	What types of Nike social media content do you remember most clearly, and what made that content memorable?


	4
	How has Nike’s social media presence affected your awareness or understanding of Nike and its products?


	Theme 2: Reasons for Using and Responding to Nike Content
Provisional subthemes: Information; entertainment; motivation; social connection; self-expression; avoidance

	5
	What do you personally look for or gain from viewing Nike content on social media?


	6
	What features make Nike content worth watching, following, saving, sharing or commenting on?


	7
	Can you describe a Nike post or campaign that changed your knowledge or perception of a product or the brand?


	8
	What usually causes you to ignore, skip, unfollow or become tired of Nike-related content?


	Theme 3: Influencers, Peers and Online Word-of-Mouth
Provisional subthemes: Influencer credibility; brand–influencer fit; peer pressure; reviews; user-generated content

	9
	How do athlete or influencer endorsements affect your view of Nike and its products?


	10
	What makes a Nike-related endorsement appear authentic and convincing, or inauthentic and unconvincing?


	11
	How do friends, family members, online communities, trending posts, likes or comments influence your opinion of Nike?


	12
	How do customer reviews and user-generated posts compare with Nike’s own social media content when you evaluate a product?


	Theme 4: Engagement, Trust and Brand Attitude
Provisional subthemes: Visible and emotional engagement; trust; community; positive and negative attitudes

	13
	How do you normally interact with Nike content, and what motivates or prevents you from engaging?


	14
	In what ways, if any, does interacting with Nike content affect your trust in the brand or your attitude towards it?


	15
	Does Nike’s social media activity create any emotional connection, sense of identity or feeling of community for you? Please explain.


	16
	Have negative comments, public criticism, repeated promotions, targeted advertising or privacy concerns ever reduced your interest or trust in Nike?


	Theme 5: Purchase Intention and Reported Buying Behaviour
Provisional subthemes: Decision journey; intention; perceived control; purchase; repurchase; loyalty

	17
	Please describe a recent Nike purchase in which social media played any role, from first awareness to the final decision.


	18
	Which specific type of Nike social media content or interaction is most likely to increase your intention to buy, and why?


	19
	What factors help or prevent an intention to buy Nike from becoming an actual purchase?


	20
	Overall, how effective is Nike’s social media marketing in influencing your purchase, repurchase, loyalty or recommendation behaviour, and what should Nike improve?
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	Section
	Code
	Question or statement
	Response format
	Construct or purpose

	Consent
	Consent
	Do you consent to participate in this study?
	Yes, I consent to participate / No, I do not consent to participate
	Informed consent

	Demographic and screening
	AgeGroup
	What is your age group?
	Under 18 / 18–24 / 25–34 / 35–44 / 45–54 / 55 or above
	Age profile and eligibility

	Demographic and screening
	LiveUK
	Do you currently live in the United Kingdom?
	Yes / No
	Participant eligibility

	Demographic and screening
	UseSocialMedia
	Do you regularly use at least one social-media platform?
	Yes / No
	Social-media eligibility

	Demographic and screening
	SeenNikeContent
	Have you seen Nike-related advertisements, posts, videos, reviews or influencer content on social media?
	Yes / No / Not Sure
	Relevant Nike social-media exposure

	Demographic and screening
	PurchasedNike
	Have you ever purchased a Nike product?
	Yes / No
	Nike purchasing experience

	Demographic and screening
	UsedWornNike
	Have you ever used or worn a Nike product?
	Yes / No
	Nike product experience

	Demographic and background
	Gender
	What is your gender?
	Male / Female / Other / Prefer not to say
	Gender profile

	Demographic and background
	UKRegion
	In which part of the United Kingdom do you currently live?
	England / Wales / Scotland / Northern Ireland
	Geographical profile

	Demographic and background
	SMFrequency
	How frequently do you use social media?
	Less than once a week / Several times a week / Once daily / Several times daily
	Social-media usage frequency

	Demographic and background
	MostUsedPlatform
	Which social-media platform do you use most frequently?
	Instagram / TikTok / YouTube / Facebook / X / Snapchat / Other
	Principal social-media platform

	Demographic and background
	NikePurchase12M
	Approximately how many Nike products have you purchased during the last 12 months?
	None / 1 / 2–3 / 4–5 / More than 5
	Recent Nike purchasing behaviour

	Platform influence
	InfluentialPlatform
	Which social-media platform has the greatest influence on your consideration of Nike products?
	Instagram / TikTok / YouTube / Facebook / X / Snapchat / Other / None / Not sure
	Perceived platform influence

	Nike social-media content
	NSMC1
	How relevant do you find Nike’s social-media content to your interests and lifestyle?
	1 = Very low, 2 = Low, 3 = Moderate, 4 = High, 5 = Very high
	Content relevance

	Nike social-media content
	NSMC2
	How useful do you find Nike’s social-media content for learning about its products?
	1 = Very low to 5 = Very high
	Information value

	Nike social-media content
	NSMC3
	How clear and consistent do you find Nike’s brand message on social media?
	1 = Very low to 5 = Very high
	Brand-message consistency

	Influencer marketing and online influence
	IMOI1
	How much do recommendations from athletes or social-media influencers increase your interest in Nike products?
	1 = Not at all, 2 = Slightly, 3 = Moderately, 4 = Very much, 5 = Extremely
	Influencer effectiveness

	Influencer marketing and online influence
	IMOI2
	How trustworthy do you find Nike-related recommendations from athletes or social-media influencers?
	1 = Not at all to 5 = Extremely
	Influencer credibility

	Influencer marketing and online influence
	IMOI3
	How much does positive consumer-generated content, such as online reviews or social-media posts, increase your confidence in Nike products?
	1 = Not at all to 5 = Extremely
	User-generated content / eWOM

	Consumer engagement
	CE1
	How often do you use Nike’s social-media content to find information about products, prices or new releases?
	1 = Never, 2 = Rarely, 3 = Sometimes, 4 = Often, 5 = Very often
	Information-seeking engagement

	Consumer engagement
	CE2
	How often does Nike’s motivational or inspirational social-media content maintain your interest in the brand?
	1 = Never to 5 = Very often
	Emotional engagement

	Consumer engagement
	CE3
	How often do you interact with Nike-related content by liking, commenting, sharing or saving posts?
	1 = Never to 5 = Very often
	Behavioural engagement

	Brand awareness, attitude and trust
	BAAT1
	How much does Nike’s social-media marketing help you recognise the brand easily?
	Not at all / Slightly / Moderately / Very much / A great deal
	Brand awareness / recognition

	Brand awareness, attitude and trust
	BAAT2
	What overall impression does Nike’s social-media marketing create for you?
	Very negative / Negative / Neutral / Positive / Very positive
	Brand attitude

	Brand awareness, attitude and trust
	BAAT3
	How much do you trust the product information shared through Nike’s official social-media accounts?
	Not at all / Slightly / Moderately / Very much / Completely
	Brand trust

	Perceived behavioural control
	PBC1
	How able are you financially to purchase Nike products when you want to?
	1 = Very low, 2 = Low, 3 = Moderate, 4 = High, 5 = Very high
	Financial ability

	Perceived behavioural control
	PBC2
	How easy is it for you to find and purchase Nike products online or in physical stores?
	1 = Very low to 5 = Very high
	Product accessibility

	Perceived behavioural control
	PBC3
	How confident are you in selecting a Nike product that meets your needs?
	1 = Very low to 5 = Very high
	Purchase confidence

	Purchase intention
	PI1
	How likely are you to purchase a Nike product within the next six months?
	1 = Very unlikely, 2 = Unlikely, 3 = Neither likely nor unlikely, 4 = Likely, 5 = Very likely
	Future purchase intention

	Purchase intention
	PI2
	How likely are you to consider Nike when you next purchase sportswear?
	1 = Very unlikely to 5 = Very likely
	Consideration intention

	Purchase intention
	PI3
	How likely are you to choose a Nike product when purchasing sportswear in the future?
	1 = Very unlikely to 5 = Very likely
	Future brand choice

	Reported buying and repurchase behaviour
	RBRB1
	Have you ever purchased a Nike product after seeing Nike-related content on social media?
	Yes / No / Not Sure
	Reported buying behaviour

	Reported buying and repurchase behaviour
	RBRB2
	How likely are you to purchase Nike products again following your engagement with Nike-related social-media content?
	Very unlikely / Unlikely / Neither likely nor unlikely / Likely / Very likely / I have never purchased a Nike product
	Repurchase likelihood
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Hypothesis  Variables actually tested  Statistical test  

H1  SMM → Purchase Intention  Simple linear  regression  

H2  Influencer Marketing → Brand Attitude  Simple linear  regression  

H3  SMM → Reported Buying Behaviour  Multiple regression  

H4  Consumer Engagement → Reported Buying Behaviour  Multiple regression  

H5  Brand Attitude → Reported Buying  Behaviour  Multiple regression  

H6  Perceived Behavioural Control → Reported Buying  Behaviour  Multiple regression  

H7  Most - used social media platform → Purchase Intention  One - way ANOVA  
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Variable  Category  Frequency (n)  Percentage (%)  

Age  18 – 24  25  19.4  

 25 – 34  102  79.1  

 35 – 44  2  1.6  

Gender  Male  58  45.0  

 Female  70  54.3  

 Prefer not to say  1  0.8  

UK Region  England  17  13.2  

 Wales  29  22.5  

 Scotland  62  48.1  

 Northern Ireland  21  16.3  
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Construct  Number of  Items  Cronbach’s Alpha  (α)  Interpretation  

Nike Social Media Marketing  3  0.821  Good reliability  

Influencer Marketing  3  0.824  Good reliability  

Consumer Engagement  3  0.845  Good reliability  

Brand Awareness, Attitude and  Trust  3  0.866  Good reliability  

Perceived  Behavioural Control  3  0.820  Good reliability  

Purchase Intention  3  0.857  Good reliability  

Reported Buying Behaviour  2  0.760  Acceptable  reliability  
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Variable  Mean  Standard Deviation  

Nike Social Media Marketing (SMM)  3.63  0.84  

Influencer Marketing  3.66  0.86  

Consumer Engagement  3.73  0.85  

Brand Attitude  3.65  0.90  

Purchase Intention  3.72  0.83  

Perceived Behavioural Control  3.62  0.84  

Reported Buying  Behaviour  3.60  0.90  
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Variables  SMM  Influence r  Engagemen t  Brand  Attitud e  Purchas e  Intentio n  Perceive d  Control  RBRB  

SMM  1  - 0.147  - 0.187*  0.320**  - 0.068  0.075  - 0.242* *  

Influencer  - 0.147  1  0.011  0.029  0.071  - 0.023  - 0.070  

Engagemen t  - 0.187*  0.011  1  - 0.035  0.033  - 0.177*  - 0.024  

Brand  Attitude  0.320* *  0.029  - 0.035  1  - 0.043  - 0.100  - 0.228* *  

Purchase  Intention  - 0.068  0.071  0.033  - 0.043  1  0.001  - 0.069  

Perceived  Control  0.075  - 0.023  - 0.177*  - 0.100  0.001  1  - 0.081  

RBRB  - 0.242* *  - 0.070  - 0.024  - 0.228**  - 0.069  - 0.081  1  
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Model  R  R²  Adjusted R²  Std. Error of Estimate  

1  0.068  0.005  - 0.003  0.83513  

Model  Sum of Squares  df  Mean Square  F  Sig.  

Regression  0.413  1  0.413  0.592  0.443  

Residual  88.576  127  0.697    

Total  88.989  128     

Predictor  B  Std. Error  Beta (β)  t  Sig.  

Constant  3.965  0.328  —  12.078  0.000  

SMM  - 0.068  0.088  - 0.068  - 0.770  0.443  
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Model  R  R²  Adjusted R²  Std. Error of Estimate  

1  0.029  0.001  - 0.007  0.90441  

Model  Sum of Squares  df  Mean Square  F  Sig.  

Regression  0.088  1  0.088  0.108  0.743  

Residual  103.881  127  0.818    

Total  103.969  128     

Predictor  B  Std. Error  Beta (β)  t  Sig.  

Constant  3.539  0.351  —  10.079  0.000  

Influencer  0.031  0.093  0.029  0.329  0.743  
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Model  R  R²  Adjusted R²  Std. Error of Estimate  

1  0.326  0.107  0.070  0.86784  

Model  Sum of Squares  df  Mean Square  F  Sig.  

Regression  11.053  5  2.211  2.935  0.015  

Residual  92.637  123  0.753    

Total  103.690  128     

Predictor  B  Std. Error  Beta (β)  t  Sig.  

Constant  6.139  0.794  —  7.737  0.000  

SMM  - 0.226  0.100  - 0.210  - 2.259  0.026  

Influencer  - 0.103  0.091  - 0.098  - 1.129  0.261  

Engagement  - 0.090  0.093  - 0.085  - 0.970  0.334  

Brand Attitude  - 0.170  0.091  - 0.170  - 1.871  0.064  

Perceived Control  - 0.106  0.094  - 0.099  - 1.137  0.258  
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Source  Sum of Squares  df  Mean Square  F - value  Sig.  

Between Groups  0.931  4  0.233  0.328  0.859  

Within Groups  88.058  124  0.710    

Total  88.989  128     
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Hypothesis  Relationship  Tested  Statistical  Test  Result  Decision  

H1  Nike social media  marketing  positively  influences purchase  intention  Regression  Analysis  SMM was not a significant  predictor of purchase  intention (β =  - 0.068, p =  0.443)  Not  supported  

H2  Influencer  marketing  positively  influences brand  attitude  Regression  Analysis  Influencer marketing did not  significantly affect brand  attitude (β = 0.029, p =  0.743)  Not  supported  

H3  Nike social media  marketing  positively  influences reported  buying behaviour  Multiple  Regression  Analysis  SMM significantly predicted  RBRB, but in the opposite  direction to that  hypothesised (β =  - 0.210, p  = 0.026); interpret cautiously  Not  supported  

H4  Consumer  engagement  positively  influences reported  buying behaviour  Multiple  Regression   Analysis  Engagement was not a  significant predictor (β =  - 0.085, p = 0.334)  Not  supported  

H5  Brand attitude  positively  influences reported  buying behaviour  Multiple  Regression  Analysis  Brand attitude was not  statistically significant (β =  - 0.170, p =  0.064)  Not  supported  

H6  Perceived  behavioural control  positively  influences reported  buying behaviour .  Multiple  Regression  Analysis  Perceived control was not  significant (β =  - 0.099, p =  0.258)  Not  supported  

H7  Purchase intention  differs  significantly  by most - used  platform  One - way  ANOVA  No significant platform  differences (F(4,124)=0.328,  p=0.859); inconclusive as X  and Snapchat had n = 1  Not  supported  
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Participant  Age  Gender  Occupation  Main Platform(s)  Nike  Purchase  Frequency  

Participant  01  28  Male  Part - time employed  (Wales)  Instagram (also  TikTok, YouTube)  Not  specified  

Participant  02  25+  Not  disclosed  Student  Facebook (also  Instagram, TikTok)  Several  times a year  

Participant  03  25+  Not  disclosed  Student  Facebook (also  Instagram, TikTok)  Several  times a year  

Participant  04  30  Not  disclosed  Self - employed  Instagram, TikTok  ~30% of  shopping /  frequent  

Participant  05  33  Not  disclosed  Employed full - time  TikTok, Facebook,  Instagram  Yearly  

Participant  06  28  Male  Part - time employed  (Wales)  Instagram (also  TikTok, YouTube)  Not  specified  

Participant  07  27  Not  di sclosed  Student / part - time  warehouse worker  Instagram, TikTok,  Facebook, Snapchat  1 - 2 pairs per  year  
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Shakib Dataset.xlsx


Shakib Dataset.xlsx
Dataset

		Consent		AgeGroup		LiveUK		UseSocialMedia		SeenNikeContent		PurchasedNike		UsedWornNike		Gender		UKRegion		SMFrequency		MostUsedPlatform		NikePurchases12mo		InfluentialPlatform		NSMC1		NSMC2		NSMC3		IMOI1		IMOI2		IMOI3		CE1		CE2		CE3		BAAT1		BAAT2		BAAT3		PBC1		PBC2		PBC3		PI1		PI2		PI3		RBRB1		RBRB2

		1		3		1		1		1		1		1		1		3		2		5		3		1		4		4		3		3		4		3		4		5		4		5		4		5		3		3		3		3		3		3		3		3

		1		3		1		1		1		1		1		1		1		4		4		4		1		4		3		4		3		4		4		5		5		5		4		4		5		3		3		2		4		4		4		3		5

		1		3		1		1		1		1		1		1		2		4		3		3		4		4		4		4		4		3		4		3		4		4		4		4		4		4		4		4		2		2		2		5		4

		1		3		1		1		1		1		1		1		3		4		4		4		4		5		5		5		4		4		3		5		4		4		4		2		3		3		3		4		5		5		5		2		4

		1		3		1		1		1		1		1		1		4		4		1		3		4		4		4		4		3		3		4		2		2		2		4		4		3		5		5		5		4		3		3		2		2

		1		3		1		1		1		1		1		2		1		4		3		2		3		4		4		5		3		4		4		5		3		4		3		3		2		3		5		3		4		4		4		5		4

		1		3		1		1		1		1		1		2		2		4		4		3		4		5		5		5		5		5		4		2		2		3		5		5		4		4		4		4		3		4		5		4		3

		1		3		1		1		1		1		1		2		3		4		4		3		4		4		4		5		5		5		5		5		4		4		4		4		3		4		3		3		3		3		4		3		4

		1		3		1		1		1		1		1		2		4		4		1		4		4		2		2		3		4		4		4		4		4		4		4		3		4		5		4		3		4		5		5		4		4

		1		3		1		1		1		1		1		1		3		4		3		3		4		3		4		3		5		4		5		4		4		5		5		5		5		3		4		3		5		5		5		2		3

		1		3		1		1		1		1		1		1		2		4		3		3		4		3		4		4		3		4		3		3		2		3		3		2		2		5		4		5		5		5		5		5		5

		1		3		1		1		1		1		1		1		3		4		3		3		3		2		3		4		4		4		3		5		4		5		4		4		4		3		2		2		4		3		4		3		4

		1		2		1		1		1		1		1		1		3		4		4		3		1		4		4		3		5		5		4		4		3		4		5		5		5		3		3		2		4		4		4		3		3

		1		3		1		1		1		1		1		2		1		4		4		3		4		2		1		2		5		5		5		3		4		3		3		3		3		4		3		3		4		4		4		5		4

		1		3		1		1		1		1		1		2		3		4		3		3		4		1		2		2		2		4		4		5		5		5		4		4		3		5		5		5		4		3		4		3		3

		1		3		1		1		1		1		1		1		1		4		4		3		4		2		3		4		2		4		2		3		3		2		2		2		1		3		3		3		3		3		4		4		2

		1		3		1		1		1		1		1		2		3		4		1		4		4		3		3		2		4		4		2		2		3		3		3		3		3		4		4		4		3		4		3		3		3

		1		3		1		1		1		1		1		2		3		4		1		3		4		4		4		4		3		2		2		5		5		5		5		4		5		4		3		2		3		5		3		4		4

		1		3		1		1		1		1		1		2		3		4		1		4		4		3		4		2		3		3		3		4		3		4		4		4		4		4		4		5		4		4		4		2		3

		1		3		1		1		1		1		1		1		4		4		1		3		4		3		2		3		3		4		4		3		4		3		4		4		5		3		2		3		2		3		3		4		5

		1		3		1		1		1		1		1		1		2		4		3		3		4		5		5		5		3		4		3		4		4		4		5		3		4		2		2		2		3		3		3		4		4

		1		3		1		1		1		1		1		1		3		4		3		3		3		3		4		4		4		4		5		5		5		5		5		5		5		4		4		4		4		5		4		4		3

		1		3		1		1		1		1		1		2		4		4		4		4		4		4		4		3		5		5		5		4		4		5		4		3		3		3		5		5		3		4		3		3		3

		1		3		1		1		1		1		1		1		4		4		4		3		4		3		3		4		5		4		4		5		5		5		3		4		4		3		2		4		4		4		4		3		5

		1		3		1		1		1		1		1		1		3		4		4		3		3		2		4		3		3		3		2		4		3		5		3		4		4		2		3		2		4		3		3		4		4

		1		3		1		1		1		1		1		2		3		4		4		3		3		4		4		3		3		3		3		5		3		3		2		3		4		4		3		3		3		3		3		4		4

		1		3		1		1		1		1		1		2		3		4		1		3		4		2		4		4		4		4		4		5		4		4		2		2		2		4		3		4		3		3		3		5		4

		1		3		1		1		1		1		1		2		4		4		3		3		4		4		4		3		3		3		3		4		3		5		2		3		3		4		4		4		3		2		2		3		3

		1		3		1		1		1		1		1		2		2		4		3		3		3		4		3		3		5		5		5		4		4		3		5		5		5		4		3		4		3		2		3		1		1

		1		3		1		1		1		1		1		2		2		4		4		3		4		4		3		2		5		5		5		5		4		4		2		3		2		3		3		4		5		4		4		5		5

		1		3		1		1		1		1		1		2		3		4		4		4		4		3		4		2		2		3		3		3		2		3		3		3		2		4		5		5		4		3		3		4		3

		1		3		1		1		1		1		1		2		2		4		4		4		4		4		5		4		2		2		3		3		3		3		4		4		3		4		5		5		4		4		4		4		3

		1		3		1		1		1		1		1		2		4		4		4		3		4		3		4		4		4		5		5		2		3		3		3		3		2		4		4		5		3		3		3		5		5

		1		3		1		1		1		1		1		2		3		4		4		3		4		3		3		2		4		4		4		3		3		3		4		4		3		3		2		2		4		5		5		4		5

		1		3		1		1		1		1		1		2		4		4		3		3		4		4		4		5		5		5		5		3		3		2		4		3		3		3		3		5		4		4		3		2		2

		1		3		1		1		1		1		1		1		3		4		4		3		4		3		2		3		2		2		1		5		5		5		5		5		5		4		2		3		3		2		3		4		3

		1		3		1		1		1		1		1		2		2		4		4		3		4		4		4		4		3		3		4		4		2		3		5		5		5		5		4		4		4		4		4		4		5

		1		3		1		1		1		1		1		2		3		4		4		3		4		1		2		1		5		5		4		3		3		3		1		3		1		5		4		5		3		4		4		3		3

		1		3		1		1		1		1		1		1		3		4		4		3		4		3		3		3		4		4		5		3		3		4		2		3		3		5		5		5		3		3		3		3		2

		1		3		1		1		1		1		1		2		3		4		1		3		4		4		4		4		4		2		3		4		4		5		5		4		4		4		5		3		4		5		5		3		4

		1		3		1		1		1		1		1		2		2		4		4		3		4		3		5		5		4		3		4		3		3		3		5		5		5		3		3		3		2		2		3		4		3

		1		3		1		1		1		1		1		2		3		4		4		4		4		4		4		3		3		3		4		3		3		3		3		4		4		3		2		4		2		3		3		4		4

		1		3		1		1		1		1		1		1		2		4		4		3		4		4		5		4		4		4		4		4		3		4		3		4		4		3		3		2		4		4		5		2		3

		1		3		1		1		1		1		1		2		1		4		3		3		4		3		2		3		4		4		4		4		3		5		4		3		3		1		1		1		5		4		5		3		4

		1		3		1		1		1		1		1		2		3		4		4		3		3		2		3		2		3		4		4		5		3		4		2		3		1		4		4		4		4		4		5		4		4

		1		3		1		1		1		1		1		2		3		4		4		4		4		3		4		3		4		4		3		4		4		3		5		4		5		5		4		4		4		4		4		5		5

		1		3		1		1		1		1		1		2		3		4		4		3		4		2		2		3		2		3		4		5		4		5		2		3		2		3		4		4		2		3		2		5		5

		1		3		1		1		1		1		1		1		3		4		1		3		4		5		5		5		2		3		2		4		5		4		5		5		5		5		5		5		3		3		3		3		3

		1		3		1		1		1		1		1		2		4		4		1		3		4		4		4		4		4		5		5		3		3		4		4		4		3		3		4		3		3		5		4		4		4

		1		3		1		1		1		1		1		2		3		4		4		3		3		2		1		3		4		4		4		5		5		5		3		4		4		4		3		4		5		4		5		4		4

		1		3		1		1		1		1		1		2		3		4		3		3		4		4		4		5		4		2		3		3		3		3		4		5		3		2		4		3		3		3		3		4		3

		1		3		1		1		1		1		1		2		3		4		4		3		4		3		2		3		5		5		5		5		5		4		4		4		3		3		2		4		3		3		4		4		4

		1		3		1		1		1		1		1		1		3		4		4		3		4		4		4		3		4		4		4		3		4		3		4		5		5		4		5		4		4		3		4		3		3

		1		3		1		1		1		1		1		1		2		4		4		3		4		3		5		3		5		4		5		5		5		5		3		4		5		4		3		4		3		4		3		2		3

		1		2		1		1		1		1		1		2		3		4		4		3		4		5		4		5		4		4		5		1		2		2		5		5		5		4		3		3		5		5		5		3		3

		1		3		1		1		1		1		1		1		2		4		4		3		4		3		5		4		5		5		5		3		3		3		4		5		4		4		4		3		4		4		4		3		4

		1		3		1		1		1		1		1		1		1		4		4		3		4		3		4		4		4		4		4		4		5		5		3		3		3		5		4		3		2		2		3		4		4

		1		3		1		1		1		1		1		2		2		4		1		4		4		2		4		3		4		4		4		4		3		3		2		2		3		3		3		3		5		5		4		5		5

		1		2		1		1		1		1		1		1		1		4		3		3		1		5		4		5		4		3		5		5		5		4		2		3		2		5		5		4		3		3		3		3		3

		1		3		1		1		1		1		1		1		2		4		3		3		4		4		4		3		5		5		4		4		5		4		3		3		4		3		5		4		3		3		4		3		3

		1		3		1		1		1		1		1		1		4		4		4		3		4		3		3		4		5		5		5		4		4		4		3		3		4		5		5		4		4		4		4		5		5

		1		3		1		1		1		1		1		2		3		4		3		3		4		3		4		5		3		3		3		5		5		4		2		2		3		4		4		4		4		4		5		3		2

		1		3		1		1		1		1		1		1		3		4		4		4		1		2		4		3		4		4		4		5		4		5		4		5		4		3		4		4		4		5		4		2		3

		1		3		1		1		1		1		1		1		3		4		4		4		4		3		2		3		5		4		5		4		3		5		5		5		5		3		3		2		4		4		3		4		4

		1		2		1		1		1		1		1		1		3		4		4		3		4		4		5		4		2		1		1		3		2		4		4		5		5		5		5		5		3		4		4		3		4

		1		3		1		1		1		1		1		1		3		4		4		3		4		5		5		5		3		3		3		2		2		2		3		3		4		4		4		5		2		2		2		4		5

		1		3		1		1		1		1		1		2		1		4		4		3		1		5		5		4		1		3		2		3		3		4		2		2		2		3		4		3		5		5		5		3		4

		1		2		1		1		1		1		1		2		2		4		1		3		4		5		4		5		4		2		2		4		3		2		4		4		4		3		4		3		4		2		4		3		4

		1		3		1		1		1		1		1		2		3		4		4		3		4		4		4		4		3		5		4		5		5		4		4		4		4		4		3		5		4		4		4		3		2

		1		3		1		1		1		1		1		2		4		4		4		4		4		3		4		3		4		4		5		4		3		3		4		3		3		4		5		4		3		3		4		4		4

		1		3		1		1		1		1		1		2		3		4		4		3		3		4		4		4		3		4		3		3		3		3		4		4		4		3		3		4		5		4		5		5		5

		1		3		1		1		1		1		1		2		3		4		3		3		4		5		5		5		5		5		4		1		2		2		5		5		5		4		3		3		4		5		4		4		3

		1		2		1		1		1		1		1		1		2		4		4		3		4		3		4		3		3		2		3		3		3		3		4		3		4		3		3		2		4		3		4		3		2

		1		3		1		1		1		1		1		2		3		4		4		4		3		5		5		5		1		3		3		3		3		4		3		5		5		4		3		3		2		3		3		5		5

		1		3		1		1		1		1		1		2		2		4		3		3		4		1		2		2		5		4		3		5		5		5		3		3		4		3		3		3		4		4		4		4		5
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The proposal

The influence of Nike social media marketing on consumer buying behaviour: A case study on Nike

Research Question

What is the effect of social media marketing on consumers' buying behaviour of Nike products?



		SUMMARY OF RESEARCH OBJECTIVES:

The overall purpose of this study is to analyse the impact of social media marketing on consumers' purchasing behaviour, taken the case study of Nike as the company to be examined. Social Media is one of the key marketing outlets for global brands as it enables them to communicate directly with the customers. Social media like Instagram, Facebook, TikTok and X are common channels companies utilize to market goods, interact with customers and motivate sales. Specific research objectives of the study are:

· To discuss the relationship of Nike products with the consumer's buying behaviour from the point of view of social media marketing.

· To determine the best social media sites that Nike use to impact consumers purchase decisions.

· To assess the effect of the Nike's influencer marketing and online promotional material on consumer attitudes towards Nike.

· To evaluate the relationship between customer engagement in social media with Nike consumers' buying intention.



		THEORETICAL CONTEXT:

This research will be based on several marketing and consumer behaviour theories to provide academic knowledge about the relationship between consumer buying behaviour and social media marketing in UK sportswear industry especially Nike. The theories will be used to explain how the digital marketing activity (on social media) affects the customers' attitude, feelings, engagement and actual buying decisions. The chosen theories will also help in interpreting the findings of the research and will give a solid academic base to analyse the effectiveness of the social media marketing strategies (Laszkiewicz, and Kalinska‐Kula, 2023).

 The AIDA Model is the first theory that is used in this research; AIDA means Attention, Interest, Desire and Action. A model that describes the various stages that consumers pass through prior to making a purchase decision. The model suggests that companies need to attract the attention of customers, instill an interest in the product, build desire and lastly motivate customers to take action (Kelleci, 2024). Nike has social media platforms like Instagram, TikTok, YouTube and Facebook to take consumers through these stages. For instance, a appealing ad, athlete endorsement and brief promotion video is used to grab consumers' attention and interest (Umashankar et al., 2024). Nike also creates emotional desire with the emphasis on lifestyle, fitness and personal achievement in its campaigns. Having limited edition products and influencer marketing promotions could lead followers to buying products immediately (Chen, 2024). The AIDA model will be used in the current study to explain the role of different social media contents on the purchase process of customers at each step and the most powerful social media effect on the customer's engagement and purchase intention (Hollensen et al., 2023). 

The second theory discussed is Consumer Decision-Making Theory. This theory can be used to understand the process by which consumers make decisions regarding their recognition of need, information seeking, alternatives comparison, purchase decision making, and post purchase evaluation (Lopes et al., 2025). Social media marketing is now very relevant in all areas of this process as people tend to consult online reviews and comments, as well as opinions from influencers and brand-created content before buying a product. Social media interactions allow for consumers to make comparisons about the quality of a product, its price, as well as assess the reputation of the brand (Steadman et al., 2021). Nike's customers can view videos showing the product being reviewed and read comments from other customers or follow the recommendations of the athletes before purchasing the sportswear products. This theory will be used to guide the research as it will show the use of social media in the different phases of the thoughts and buying process of customers (Ogundare et al., 2024). It will also aid in understanding if social media content is increasing customers confidence and satisfaction after purchasing (Kelleci, 2024). 

The third theory is Social Influence Theory. This theory is that the attitudes, beliefs and behaviours of individuals may be influenced by other people in the society, particularly peers, celebrities, people with influence and social groups. This power has been enhanced by social media, which are constantly bombarding consumers with public figures or social community recommendations, opinions and endorsements. Nike also regularly partners with celebrities like LeBron James and Cristiano Ronaldo to help sell products and gain customers' confidence (Arnould, 2026). These partnerships can influence customer attitude and motivate them to adopt a lifestyle and buying behaviours that they relate with the admired influencers (Anton, 2026). The theory will be used to infer the impact of influencer marketing and celebrity endorsements on the behaviour of consumers in the UK market, which will be analysed through the research (Mansour et al., 2024).

 The other theory used in this study is the Theory of Planned Behaviour (TPB). This theory is based on three key factors that drive consumer behaviour: attitudes, subjective norms and perceived behavioural control. Positive attitudes towards a brand, peers' social pressure and convenience of online shopping could drive the purchase of Nike products for the social media marketing context (Posbergh et al., 2023). If consumers witness positive reviews often, trending hashtags and supportive online communities, they are likely to have increased purchase intentions. This study's findings will be supported by the theory and it will explain how social media interactions influence customers' attitude and intentions towards making an actual purchase. It will also be used to assess if social approval and engagement on-line boosts consumers' willingness to buy Nike products (Rodrigues et al., 2021). 

The last theory applied in this study is a Brand Equity Theory. This theory is used to explain the value of strong brand image, the awareness of brands, the value of brand associations and the perceived quality of the brand to the company and how it affects the behaviour of the consumers. Social media marketing is one of the significant ways to promote brand equity as businesses are able to interact directly with customers and establish relationships with them in the digital space. Nike is known for crafting its narrative, building its motivational marketing campaigns, and engaging its customers through interactive social media material, thereby reinforcing its global brand image and emotional connection with its customers. Nike's current image as a reliable brand, trendy and premium could lead to Nike's consumers being incentivized to buy again and again and recommend to friends (Lim, 2022). This theory will be used to study the effect of social media marketing on customer loyalty, customer perception of good brand image and customer engagement. It will also help them analyse the strength of customer buying behaviour, against the strong competition that exists in the sportswear market, with digital branding strategies.



		SUMMARY OF RESEARCH –SURVEY METHOD:

This study will apply qualitative and quantitative (mixed) research approach. There will be mainly a structured semi-structured interview questions to collect data. The researcher can get feedback from some consumers within a short period of time, and can statistically study trends.

Some themes will be generated based on the data and information gotten from the consumers. The themes will be about the Nike consumers' experience of the Nike social media marketing. Questions will include: The frequency (how often) in which people use social media platforms Nike ads (tops) seen online. The impact of endorsements by influencers. The effect of influencers' endorsements. The effect of online reviews/comments. The effectiveness of social media marketing in driving real sales is a subject of debate. There is a debate about whether or not social media promotion leads to real sales. The survey will be sent via online means (Google Forms, etc.). The approach is low cost and easy to implement for gathering information from respondents throughout the UK. Descriptive statistics (percentage, frequency tables and charts) will be used to analyse the collected data. This will aid in identifying patterns between the exposure to social media marketing and consumer buying decisions.



		SUMMARY OF SAMPLING FRAMEWORK:

The consumers in the UK who utilize social media and have bought sportwear from Nike will be the target population of this study. The study will primarily include young adults aged 18-35 since they are a very active social media user and are a large customer base for sporting goods companies. Convenience sampling method will be used. This includes that participants will be chosen depending on their availability and desire to participate in the interview. This method is appropriate for academic research as well as student projects, due to the time-saving factor and the fact that it is a viable method. The proposed respondents for the sample size are 10. This size is not too big for a research project in the draft phase and is sufficient to detect trends. The respondents can be contacted via the university groups, online communities and social networking sites. Inclusion will be defined as: Must be aged 18 years or above Should have at least one social media network that they use on a regular basis Must be aware of Nike products Must have seen Nike marketing on the internet and bought or wanted to buy some Nike product This sampling strategy will make sure that the research collects the opinions that are relevant for consumers that are directly exposed to social media marketing.
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[bookmark: _Toc234364680]2.1 Introduction to the literature Review

This literature review will review previous studies to understand the effectiveness of social media marketing and its effect on customer engagement, attitudes and buying behaviour. Li et al., (2021) have added that nowadays, social media is one of the most valuable marketing tools for businesses as they can reach customers directly via Facebook, Instagram, TikTok, YouTube, and X (formerly known as Twitter). These platforms allow businesses to boost their visibility, share promotional information, engage with customers, and cultivate lasting relationships. It has been revealed by numerous researchers that social media marketing has a significant contribution to awareness building among the customers and its impact on buying. According to Nian, and Sundararajan, (2022), for improving customer engagement and brand loyalty, businesses employ various strategies such as influencer marketing, paid advertising, user-generated content, personalised communication, and interactive campaigns. But the success of these strategies depends on the content, the trust of the customers, the nature of the platform and the preferences of the consumers. This literature review is specific to the United Kingdom and investigates the effect that social media marketing has on customer engagement in the UK, specifically for Nike UK. It examines the previous academic research and industry evidence to find out the relationship between social media marketing and consumer awareness, consumer attitudes, purchase intention and buying behaviour. The review also reveals existing research gaps which give rise to the need for this study and which will serve to help build up the conceptual framework that will be presented later in this research.

[bookmark: _Toc234364681]2.2 The social media marketing's influence on consumers

Consumer awareness is an extent to which the customers are aware of a company's products, services, and values of the brand. According to Khan et al., (2022), an effective way to boost consumers' awareness is to use social media marketing in the digital age since you can reach millions of people in real time. Social media has a different approach to marketing, with two-way communication, unlike more traditional media like TV, newspapers and radio, where one-way communication is dominant. Frequent communication online allows companies to get rapid customer feedback, respond to customer questions, and build better relationships. Therefore, social media marketing has become a critical component of modern-day company strategies.

Social media are defined by Zeqiri et al., (2025) as applications that enable the creation, sharing and exchange of content on the internet. They have revolutionized the way organizations communicate with their audience, allowing them to reach people beyond traditional advertising avenues. Nian, and Sundararajan, (2022) state that social media is a crucial component of the promotional mix because consumers engage in conversations, product reviews and recommendations that affect brand awareness. This is not just a way to gain access to larger audiences, but also to make customers active brand communicators. A number of researchers have proposed that social media marketing is capable of enhancing the awareness of brand by raising the visibility of the marketing messages. Organisations are using creative content, storytelling, competitions, videos and interactive campaigns to capture consumers' attention, explain Nian, and Sundararajan, (2022). The eye-catching visuals will make people want to share posts with their friends and family, expanding the reach of marketing campaigns without any extra advertising budget. This is what is called electronic word-of-mouth (eWOM) and is a more effective way for brands to build audience.

With the advent of smart phones and high-speed internet, social media has become an even more formidable force in consumer awareness. Munir, and Watts, (2026) reports that worldwide there are over 5.3 billion social media users, that's more than 65% of the global population. On average, consumers spend over 2 hours a day on social media platforms, which provides a tremendous opportunity for organisations to reach consumers with brand-related content. Excessive exposure to ads, influencers, videos, and promotions will make the consumer more familiar with the brands and products. This has been the case in the UK, where adoption has been high. According to Pan et al., (2025), over 56 million residents in the UK are active on social media and the platforms which are most popular include Instagram, Facebook, TikTok, YouTube and Snapchat. The age group of 18-34 is one of the biggest groups of active social media users. This demographic spends several hours a day online, making social media a great channel for communicating with them. Social media is now a key platform for Nike UK to use when selling products and keeping customers informed, as it is largely geared towards active young consumers. One of the names that are recognised for the use of social media marketing to create a high level of consumer awareness is Nike. Allal-Cherif et al., (2024) have added that Nike's presence on these platforms is not just about promoting their products, but also about fostering a sense of inspiration, connecting with athletes, sharing motivational content, and engaging in social responsibility initiatives, all while encouraging customers to create their own content. A lot of campaign messages have been successfully integrated with product marketing to make consumers understand the brand Nike in different markets, like the "Just Do It" campaign.

Another essential strategy to raise awareness among consumers is influencer marketing. Koay et al., (2021) state that consumers tend to believe what influencers say and feel they can relate to them, thus social media influencers are able to contribute to the brand awareness in a great way. Influencers post about products in their experiences, demos, and reviews, which seem more genuine than any other type of advertising. If the Nike brand has a celebrity backing, their followers will become more aware of the brand and have greater interest in Nike's products. This helps build brand awareness, and it will make consumers want to find out more about the product. Allal-Cherif et al., (2024) have stated that user-generated content is a major factor in consumer awareness too. User generated content refers to images and videos, reviews, testimonials and social media posts that are voluntarily generated by customers. Instead of using all company-sponsored ads, companies use branded hashtags and online challenges to get their customers talking about the brand. User generated content enhances credibility of a brand as consumers tend to believe information provided by fellow consumers more than what is provided by the company itself. Senayah et al., (2025) have stated that Nike's customers are encouraged to post pictures reflecting their exercise efforts, sporting accomplishments, and their experiences with the products, which further increases the brand's exposure through the use of customer participation.

The AIDA model (Attention, Interest, Desire, and Action) can also be used to explain how social media marketing is effective in creating consumer awareness. Consumers are first drawn to social media campaigns by visual appealing material. Organisations share more information after attention, to create consumer interest. Zhang, and Hwang, (2024) have added that positive interactions and emotional storytelling then leads to desire for products and ultimately to purchasing behaviour. Many researchers have indicated that social media marketing can be a valuable tool for each step of this communication. There are two types of brand awareness: brand recognition and brand recall. Brand recognition is when the consumer identifies a brand when they see its logo, colour, product or advertisement. Brand recall is the ability of consumers to recall a brand when asked about a product category in general. Exposing customers to the same marketing messages many times leads to greater recognition and recall, as Chang et al., (2026) suggests. Organisations can regularly target consumers with their brand message via social media posts, stories, videos, live events and sponsored ads. As time passes, consumers start to recognize the brand more and more. They have also highlighted the significance of the quality of the content in raising consumer awareness. Generally, informational, fun, educational and emotional posts garner more engagement than advertisements purely to promote a product or service. Li et al., (2025) determined that posts with images, videos and interactive elements get more interaction than posts that include only text. The higher the engagement, the more likely content will be discovered and viewed by more people, leading to increased brand awareness on social media platforms. The effectiveness of social media marketing has been enhanced even more with personalisation. The sophisticated algorithms gather data on user interests, online activity, where they are at, and what they buy, and then present individualised ads. Products can then be more likely to be seen by consumers according to their own tastes and preferences. According to Wei et al., (2022), personalised advertising makes advertising more relevant and drives greater consumer awareness of advertising products that consumers are more likely to buy. Marketing communication is more effective when Nike can use information about customers' interests and activities in sport to suggest what they are likely to want to buy, and what they have already bought, in order to make their marketing attempts more relevant.

However, some researchers have pointed out some problems with the use of social media to raise awareness among consumers. According to Song et al., (2021), there is so much information on the web that it's hard for consumers to pay attention to it. With too much information, marketing messages can be less effective since consumers are inundated with information and just skim through ads without getting the message. In addition, social media algorithms can also have a negative impact on the organic reach of company posts, leading to increased reliance on paid advertising. If organisations do not respond appropriately, negative comments, online criticism and misinformation can have a negative impact on the brand and the positive consumer awareness built on the brand. In overall terms, literature shows that the role of social media marketing in the consumer awareness is important. Previous research consistently indicates that these marketing tactics—creative content, influencer marketing, UGC, eWOM, personalised ads and ongoing customer interaction—all increase brand recognition and recall. Nike UK fully utilises these strategies to ensure its brand is seen by young consumers all over the UK. Although previous studies have validated the positive relationship between social media marketing and consumer awareness, current evidence is limited when it comes to the impact of various social media marketing practices on customer engagement in the Nike UK's UK consumer market. This restriction is an important rationale for the current study.

[bookmark: _Toc234364682]2.3 The influencee of Social Media Marketing

According to Rozenkowska, (2023), consumer attitude is the overall evaluation, feelings and opinions that a consumer has towards a brand, product or service. The motivation to buy after exposure to marketing activities is what's known as purchase intention. Social media marketing has been found to make significant impact on consumer attitudes and purchase intentions in earlier studies through information provision, trust, emotional connection and interaction between the business and consumers. Social media is increasingly becoming the platform where consumers are looking for products and brands; organisations are spending large sums of money on Digital marketing to affect consumers' buying decisions. Hermann, and Puntoni, (2024) believe that the attitude of consumers is created by personal experiences, communication from marketing, social influences, and perceived quality. Social media is one of the best communication channels as the consumers see the brands' message every day through advertisements, videos, influencer content, consumer reviews, and interactive campaigns. These ongoing touchpoints influence a consumer's attitudes and perceptions towards brands. The Theory of Planned Behaviour is a key explanation for the effect of social media marketing on purchase intentions. Dhaliwal et al., (2025) discussed that the theory proposes that a person's intent to perform behaviour is a function of his/her attitude toward the behaviour, subjective norms, and perceived behavioural control. All 3 factors are impacted by social media marketing. With positive content, consumers' attitudes are enhanced, recommendation from friends and influencers is boosted, and convenient online shopping makes consumers more confident in buying products. This makes it more likely that consumers will buy products once they have interacted with social media content.

A number of scholars have discovered that useful and amusing social media content positively impacts on customers' attitudes. Hadi et al., (2024) state that posts that include interactive elements, images and videos are more visually appealing and attract more of a consumer interest than advertisements. Brands can build a more positive reputation when they share information that's useful, uplifting or entertaining, rather than just pushing a product. Such a positive attitude makes it more likely that they will make further purchases. Another factor that has an impact on purchase intention is brand trust. Consumer trust is formed when they perceive that a company is reliable, honest and good in providing quality products. According to Apasrawirote et al., (2022), the social media fosters trust by means of customer reviews, recommendations, online discussions and open communication. Many people tend to read the reviews made by other customers before making the purchase. Positive reviews on the internet help to eliminate uncertainty and build brand confidence, causing higher purchase intentions.

One of the most influential factors affecting consumer attitudes today is electronic word-of-mouth (eWOM). Unlike word-of-mouth, electronic word-of-mouth is much quicker to circulate via social media, and can impact thousands of possible customers. Saura, (2021)) found that online recommendations tend to be believed more than advertisements by companies as they are based on real-life experiences. Complimentary statements and product suggestions do good to the brand image, while negative reviews could make prospective customers hesitate to buy products. Moreover, the role of social influencers has also revolutionized consumers' buying habits. Social media influencers have many followers that they tend to develop a good relationship with which they see as a source of credible and authentic information. The study conducted by Saura, (2021) showed that brand attitudes and purchase intentions are positively influenced by the credibility of the influencers. Because trusted athletes, fitness coaches, or lifestyle influencers endorse Nike products, consumers feel more confident with the quality of products and more likely to consider buying a product endorsed by the individuals. Influencers thus become opinion leaders that influence the attitude of the consumer by giving them authentic experiences with the product. So et al., (2024) have stated that Nike UK successfully use of the influencer marketing by working with the global renowned sports personalities and athletes. From the shoes on their feet to the outfits they wear, Nike enthusiasts like football players, runners, basketball players, and fitness creators regularly flaunt the brand on platforms such as Instagram, TikTok, YouTube, and others. Such arrangements boost the credibility and build consumer-brand affinity of campaigns. Nike doesn't just tout product capabilities, it tells stories of determination, achievement and personal success that connect with people and make them feel good about the Nike brand. Emotional marketing is one more important factor that has an impact on purchase intentions. Lim et al., (2022) have added that Emotional advertisements evoke emotions of inspiration, motivation, excitement or belonging. Emotional engagement fosters consumers' connection with brands in a memorable way, which reinforces their relationship with the brands, as per Bozkurt et al., (2022). One of the best-known examples of emotional branding is by Nike's “Just Do It” campaign. Nike is not just about shoes or sportswear; it's about empowering individuals to build confidence, resilience, and personal success. Such emotional messages help consumers of Nike products link positive values to the brand and boost consumers' purchasing willingness. According to Hollebeek et al., (2022), Consumers' attitudes have also been positively affected by personalised marketing. These are the sites that contain information about people's browsing habits, interests and past purchases on modern social media sites. This data is used to show ads that align with the preferences of consumers to companies. Personalised content enhances advertising relevance and consumers' perception of brands as the products displayed are more relevant to their needs. Users can be better targeted by Nike since they are frequently asked to purchase items they previously searched for or items that they like, but haven't yet bought.

According to Saura, (2021), social media ads are also a factor in purchase intent via their promotional campaigns. Displays of limited time discounts, exclusive online discounts, product launches, and seasonal discounts prompt consumers to make quick buying decisions. Flash sales and countdown promotions push a sense of urgency and boost the chances of purchases. Research has demonstrated that promotions that offer both monetary and convenience value are effective. There have been some studies that have found problems, however, despite the positive benefits. Too much marketing, too many marketing messages and too many partnerships with influencers may make consumers wary. Lim et al., (2022) sponsored content is becoming more widely recognised by consumers and can lead to scepticism if influencers are not experiencing the products that they are promoting. Consumer attitudes towards personalised advertising, which is based on the collection of personal data, are also impacted by privacy issues. When consumers feel that organisations are misusing their personal information, there could be a decrease in trust and purchase intentions. In general, the literature reviewed has shown that social media marketing greatly affects the consumer's attitude and purchasing intention. Hadi et al., (2024) has stated that enabling information, influencer marketing, emotional branding, electronic word of mouth, personalised advertising, and customers' trust have a positive impact on positive attitudes towards brands and consumers' willingness to buy products. Within the UK, Nike UK has successfully incorporated these approaches into their digital marketing strategy and social media channels are an important channel in the engagement and purchasing behaviours of young consumers in the UK. Social media engagement plays a crucial role in consumer purchasing decisions, particularly in the digital age. In this digital era, social media engagement is becoming a key driver in consumer buying behaviour, especially.

[bookmark: _Toc234364683]2.4 Role of social media engagement in consumer buying behaviour

According to Tuhin et al., (2022), consumer buying behaviour is the behaviour of people in their identification, search for information, evaluation, purchase and post-purchase assessment of goods and services. Social media engagement plays an important role in each component of this decision-making process. Engagement encompasses likes, comments, shares, brand interactions, video views, discussions, and other direct brand interactions. Generally, the higher the level of engagement, the more loyal customers and purchasing behaviour there will be which will also enhance the relationship between business and consumers. Mishra et al., (2023) describes customer engagement as a psychological condition, which arises out of interactive experiences between customers and a brand. Social media offers a chance for ongoing communication, which traditional marketing methods did not offer. Consumers don't take in information passively; they ask questions, offer their opinion and generate content about brands. These interactions help to build deeper emotional bonds and boost customer loyalty. According to Aruldoss et al., (2024) the consumer Decision-Making Process helps to better understand how engagement with social media can impact purchase decisions. In the problem recognition phase, the consumer becomes aware of the product via ads, influencers or recommendations on social media. At the information search phase, consumers check online reviews, compare products, view product demonstrations and ask questions on online communities. During the evaluation phase, they'll trace different brands according to the experiences of customers and online ratings. Last, consumers after buying a product, leave reviews and comments about their experience, which can impact the next buyer. The high engaged customers are always found to be more likely to buy products. Kim, (2024), has concluded that the engagement leads to emotional attachment to brands which leads to higher satisfaction and repeat purchase behaviour. Regular brand interactions with consumers can make them more aware of the products and more trustworthy of the organisation. Frequent interaction also boosts brand loyalty as consumers feel part of the company's online community. Engaging content is a key factor when it comes to driving engagement. Organisations can create quizzes, polls, live streaming videos, question-and-answer sessions, competitions, and interactive stories for social media, which stimulate interaction. Testaet al., (2024), point out that interactive marketing campaigns are effective at creating engagement that surpasses the level of engagement found in traditional promotional advertisements as the consumers are active participants and not just passive viewers. Getting involved is building relationships with consumers and brands and enhancing buying intentions.

Nike UK has successfully created a successful campaign on social media, across various platforms. It regularly features motivational videos, athlete interviews, fitness challenges, product demonstrations and customer success stories. Li et al., (2023) have analysed that the users are commonly encouraged to post their own sporting success with the use of a hashtag when it comes to campaigns. The activities provide online communities; consumers can not only communicate with Nike but also with other consumers who share similar interests. The feeling of belonging promotes customer engagement and has a positive effect on customer behaviour. One of the most powerful factors of engagement is user generated content. Photographs, videos and reviews by other consumers are often seen as authentic and unbiased, and are trusted by consumers. Steffl et al., (2024) have added that; suggest that the generation of the content by the users results in greater involvement of users in the brand and greater credibility of the brand. Nike wants customers to post photos of their workouts, sporting events and training sessions while wearing Nike gear. These posts help to boost engagement rates, and customers' personal networks can help to drive brand reach. EWOM has a negative impact on buying behaviour both pre and post purchase. Positive recommendations make potential customers want to try the product and detailed reviews give them a better idea of the quality and performance of the product. Ibanez‐Sanchez et al., (2022), claim that consumers' buying decisions are also influenced by online reviews as they offer the information based on ‘real user experiences’. Social media is thus an important means of evaluating a product prior to buying. The Uses and Gratifications Theory also helps to elucidate consumer's interactions with brands on social media. It is a theory which assumes that people select media to meet their own information, entertainment, social and self-expression requirements. According to Nguyen, and Nguyen, (2024), social media enables consumers to meet these needs, and at the same time communicate with brands. By merging product details with inspirational narratives, fun and engaging video moments and opportunities to engage with the community, Nike's social media results are driving higher engagement and sales.

Customer engagement will also help to foster brand loyalty. The key factor that positively impacts on a customer's repeat buying behaviour is due to their loyalty to the brand. Repeat buying behaviour is positively influenced by the loyalty of customers to the brand. Alam et al., (2024) believes that engagement helps to deepen consumers' psychological commitment through the development of meaningful relationships between people and organisations. Social media can give businesses the means to keep these connections alive by communicating with them all the time, responding to them with personalisation and regularly updating their content. Steffl et al., (2024) have stated that data analytics is taken further with engagement strategy. Customers' likes, comments, shares, click-through rates, video views and other engagement metrics are tracked by businesses to gain insight into what customers prefer. These insights help organisations make informed decisions on optimizing their marketing strategies for the future and provide more relevant content. By analysing the engagement data, Nike can assess the effectiveness of their campaigns and tailor their messaging to each customer's interests, thereby enhancing the effectiveness of their marketing efforts and the satisfaction of their customers. While this has its advantages, there are a number of disadvantages to social media interaction. It doesn't necessarily mean that all engagement leads to purchases – some content consumers engage with only for entertainment. According to Kim, (2024), if organisations don't respond effectively, negative comments and public criticism on the internet and in the media can impact on the customer's confidence. Also updates may also mean that brand content becomes less visible, which is likely to make it harder to achieve high engagement rates. In addition, consumers might become less interested in the brand and less likely to pay attention to the brand messages if too much promotional information is provided. The literature in totality shows that social media involvement has a crucial impact on consumer purchasing decisions. Interactive communication, user-generated content and electronic word-of-mouth, engagement with influencers, online communities, and personalised communication all help to strengthen customer relationships and drive purchasing decisions. Alam et al., (2024) have stated that, Nike UK is successful in implementing these engagement techniques to establish a long-term relationship with customers and encourage re-purchasing and customer loyalty. Further research is needed however to determine which types of engagement activity are the most influential upon UK young consumers' buying behaviour, which is the basis of the present study.

[bookmark: _Toc234364684]2.5 Social media marketing opportunities and challenges to marketers

Social media marketing has revolutionized the communications approach of organisations to customers. According to Wibowo et al., (2021), popular channels like Facebook, Instagram, TikTok, YouTube and X (Twitter) are now the way businesses are marketing, interacting with customers and establishing customer relationships. These platforms offer and deliver an opportunity for organisations to reach out to global customers at a relatively low cost, and gather valuable data regarding their preferences. But with all these advantages, businesses are encountering some issues such as escalating competition, privacy issues, poor eWOM and fluctuations in the platform's algorithm. It's essential for businesses to grasp the benefits and difficulties of social media marketing to enhance customer interaction and company performance. There is not a better opportunity that can be provided by social media marketing than the chance for increased brand awareness. Social media is one more method that gives companies the ability to reach out to millions of users instantly, unlike conventional advertising. Photos, videos, live broadcasts and interactive content can be published within minutes, and reach businesses a large audience of people. This is because So et al., (2024), suggests that brand exposure will lead to greater brand recognition and recall. Through social media, organisations can stay in constant interaction with their customers and chances are they will remember the brand when buying products. Cost effectiveness is another aspect that is important. According to Wong et al., (2022) conventional advertising in the media such as TV, newspapers and magazines can be quite expensive. All businesses, irrespective of their size, can promote their products with a comparatively lesser cost through social media marketing. Targeted audiences can be targeted even within small businesses via paid ads or organic content posts. This makes social media an even more appealing option for organisations that have a tight marketing budget, but are looking to compete with the larger organisations. Advanced social media marketing technologies also allow businesses to reach a specific audience with their marketing efforts. Moedeen et al., (2024)have added that information on users' age, location, interests, online behaviour and purchasing history is gathered by the platforms. Organisations are able to then send out personalized ads that are more appropriate for each individual customer. Personalised marketing makes customer satisfaction higher since the content appears to be that of their interests and preferences. For instance, Nike UK will make marketing campaigns more effective by recommending sportswear and sports footwear that are appropriate to users' sport they are interested in and the sport items that the user has already visited. One of the biggest opportunities is customer engagement. Organisations can connect directly with customers to make comments, direct messages, live sessions and online discussions via social media. Balaji et al., (2023) illustrated that sustained interaction builds up customers' attachment with the brands by establishing emotional links between customers and brands. Quickly answer questions, address issues and collect feedback more quickly, which will enhance customer satisfaction and loyalty. 

Social media has brought about some of the most lucrative opportunities in the world of online marketing, and one of those is influencer marketing. Evernote’s blog features articles on how to utilize the app with social media, pointing users toward the product as a viable option.Influencerstend to get into a rapport with their audience that makes their suggestions seem more genuine than that of a conventional ad. Zainol et al., (2026) revealed that the credible influencers have a positive impact on consumer trust, attitudes, and purchasing intentions. Nike works with athletes, fitness experts and sports personalities who use their personal experience to recommend products, allowing Nike to have access to a younger consumer base. Another great opportunity is the user-generated content. Geyman, (2022) has illustrated that customers are willing to post pictures, videos and reviews after they buy products. It’s a great way to boost brand credibility as users tend to believe information they hear from other users more than official ads. Brands are increasingly asking their customers to use their hashtags and join online challenges, not only to make brands more visible but also to boost the engagement of customers with the brand. Rather et al., (2022) have stated that, social media also offers the opportunity for businesses to gain insights into the market. Organisations will be able to keep an eye on customer comments, reviews, reactions and statistics relating to engagement levels to understand consumer preferences. With these insights, businesses can enhance their products, create more effective marketing strategies, and quickly adapt to customer needs. Using data analytics, organisations can track campaign performance metrics like likes, shares, comments, click-through rates and conversions.

According to Bozkurt et al., (2022), social media marketing has some big challenges, however, despite these opportunities. One of the major challenges is to face the competition that is growing. There are thousands of businesses trying to capture consumers' attention on a day-to-day basis. There is a huge content overload for consumers and organisations struggle to differentiate themselves. The user is overwhelmed by information and hence does not read the ads or their promotional content at all or read it at a fast pace without giving it any significance. Another difficulty posed is the platform algorithms. Hollebeek et al., (2022) have added that social media platforms are continually tweaking their algorithms for what posts to show users in their news feeds. This can lead to lower organic rankings for businesses, even when they create quality content. As more and more organisations are turning to paid advertising to keep them visible, marketing spending continues to grow. According to Sim et al., (2022), negative electronic WOM can also have a negative impact on brand reputation. If you have a displeased customer, they might be leaving their bad review which can quickly be picked up by social media. Internet criticism can be directed at thousands of consumers over a short period of time as opposed to the traditional complaints. Removing the lack of response by the organisation and lack of promptness, the reputation can be damaged, and there may be a loss of trust and customer purchases. Online reputation management is thus vital to social media marketing. Another challenge is privacy and data protection issues. Rahman et al., (2025) have analysed that there is a huge amount of personal information collected on social media to serve personalised advertising. As consumers grow increasingly concerned with how their personal data are collected, stored and used, however, it is a concern that is only recently being addressed. There is a risk of consumer trust being lost, and a risk to the organisation's reputation, if there is a data breach or misuse of personal data. The UK General Data Protection Regulation (UK GDPR) ensures that businesses operate responsibly with customer data, ensuring compliance with the regulation.

Overall, social media marketing can provide organisations with a number of ways to raise brand awareness, boost customer engagement, create trust, gather customer data and drive sales. But small business owners have to deal with other issues like tough competition, privacy issues, algorithm shifts, bad eWOM and content quality. Organisations like Nike UK continue to invest in new digital marketing tactics to take full advantage of these opportunities, but with limited risk from social media marketing.

[bookmark: _Toc234364685]2.6 Literature Gap

Previous literature shows that social media marketing positively impacts consumers' awareness, customers' attitudes, purchase intention and buying behaviour. Past studies have also revealed that customer engagement is a crucial factor which helps to build a strong relationship between the organisations and the consumers. Performances of influencer marketing, electronic word of mouth, user-generated content and personalised advertising and interactive communication have been investigated in various industries and countries. However, there are some areas of research that are still lacking. First, previous studies have tended to cover general consumer behaviour and not consumer engagement in a particular organisation. There are, however, limited researches that have explored the effects of various social media marketing on customers' engagement in a specific context, in Nike UK. Consumer preferences and online behaviour vary by country so results from other countries are not necessarily relevant to the UK market. Second, numerous studies that are already conducted only examine single categories of social media marketing, e.g., influence marketing or electronic word-of-mouth. Few studies focus on a set of multiple social media marketing activities and explore how they collectively impact customers' engagement. This calls for a more detailed analysis, therefore. Thirdly, social media platforms like TikTok, Instagram Reels and other short-form video applications have revolutionized consumer-brand engagement. Previous literature was carried out prior to the rise of these platforms which began to dominate consumer behaviour; hence, there is a need for more recent literature that will reflect the current consumer behaviour. Lastly, previous research has frequently used secondary data and/or different industries. Little quantitative data gathering is done directly from customers of Nike UK on the effectiveness of social media marketing in terms of customer engagement. Based on this, the gaps this research will aim to fill are: To conduct a quantitative survey of Nike UK customers (aged 18-30) to assess the relationship between SMM and customer engagement and purchasing behaviour in the UK market.

 

[bookmark: _Toc234364686]2.7 Conceptual Framework

Based on literature review from the section above, conceptual framework for this study is developed. It depicts how the marketing activities are related to the social media and the customer engagement, which in turn affects the purchasing behaviour of the customers. Jayashree et al., (2025) have indicated that the use of social media marketing can enhance brand awareness, create positive attitudes, boost purchase intention and improve customer engagement. This increased engagement then creates a greater satisfaction level, customer loyalty and buying behaviour.



Figure 1: Conceptual Framework

Source:

In this study, social media marketing is defined as independent variable. Hollensen et al., (2023)have added that this is made up of a number of activities such as social media marketing, user-generated content, influencer marketing, electronic word-of-mouth, and interactive communication and personalised marketing. These activities are hoped to draw the attention of the customers towards Nike UK, form a positive attitude towards the brand and promote activeparticipation in social media. According to Chen, T. (2024), customer engagement is the dependent variable as it is the level of interaction, and relationship between consumers and Nike UK. Engagement can be seen in a variety of ways including likes, comments, sharing, reviewing content and direct engagement with the brand in online campaigns. Increased engagement will likely lead to increased customer trust and increase the likelihood of buying. The framework also acknowledges that positive outcomes of customer engagement have a positive impact on consumer buying behaviour such as purchase intention, the frequency of repurchase and brand loyalty. Rodrigues et al., (2021) the framework proposed in the light of the literature reviewed is that when the activities on social media are conducted effectively, it helps to build up the engagement of the customers which eventually enhances the consumer buying behaviour of the Nike UK customers. Hence the scope of this conceptual framework serves as a basis for the research and will help with the research objectives, questionnaire and data analysis in the subsequent chapters. Posbergh et al., (2023) has added that it also enables the analysis of the correlation between the social media marketing activities and engagement of the customers within the context of Nike UK.
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