

Executive Summary
This report explores the topic of developing innovation and creativity for Business advantage, focusing on Nike’s “Just do it” Campaign, and their marketing process, and their use of influencer marketing, athlete endorsements, and use of celebrities to continue innovating the “Just Do It” campaign.
This summary encapsulates key discussions on innovation models and frameworks, their applications to Nike's marketing campaigns, and the role of leadership in driving innovation and creativity.
1. Innovation Models and Frameworks: We explored various models and frameworks related  to innovation, including Todd's innovation process model, the innovation matrix, open and closed innovation, 4P's of innovation, Lewin's force field analysis, and the creative thinking process. These models offer valuable insights into understanding and fostering innovation within organizations like Nike.
1. Nike's Commitment to Innovation: Nike has consistently demonstrated its dedication to innovation through the development and implementation of ground-breaking marketing Campaigns, such as Their “Just Do It” campaign. These innovations have contributed to Nike's strong market presence and its position as one of the world's most valuable brands.
1. Leadership and Management Practices: Effective leadership is crucial for fostering innovation and creativity in organizations. Transformational leadership has been associated with promoting innovation and creativity due to its focus on inspiring and empowering team members.
1. Consequences of Poor Leadership: Poor leadership and management can lead to significant negative consequences for organizations, including decreased employee motivation, reduced performance, high turnover rates, and a negative organizational culture.
1. Nike's Organizational Overview and Recent Statistics: We provided a background and overview of Nike, highlighting its commitment to innovation, and presented recent statistics from sources such as Deloitte and Forbes, showcasing the company's continued success and growth in the global market.
In summary, understanding the role of innovation models, frameworks, and effective leadership is essential for organizations seeking to foster a culture of innovation and creativity, driving success and growth in an increasingly competitive global landscape.
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The purpose of this report is to examine the marketing innovation process of Nike, with a particular focus on their successful and iconic “Just Do It” campaign. The report will provide a brief introduction to Nike, who they are and what they do, with an overview of the concepts of innovation and creativity and their importance in the business context. Additionally, this report will explore how Nike has utilized innovation and creativity in their marketing process, particularly in the development and evolution of their “Just Do It” campaign. The research compiled to evident the findings in this report were sourced from a variety of, textbooks, academic journals, and credible websites.

Nike is a multinational corporation that specializes in the design, development, manufacturing, and marketing of athletic footwear, apparel, and accessories. The company was founded in 1964, by Bill Bowerman and Phil Knight in Eugene, Oregon, United States, and has since become one of the world’s most recognizable brands, with a strong reputation for producing high quality and innovative products. Nike has been able to maintain its competitive edge through constant innovation and creativity in all aspects of its business, particularly in marketing, (Nike,2023). According to Forbes (2020), Nike is one of the most valuable brands in the world ranking 18th on their list of world’s most valuable brands, with a brand value of $34.8 billion. 
Nike has a long history of innovation and creativity in their marketing process, the company spends billions of dollars each year on marketing and advertising, in 2020 Nikes advertising and promotion expenses amounted to $3.75 billion, according to its annual report, (Nike,2023). One of their most successful and iconic campaigns is “Just Do It”, which was first introduced in 1988. The campaign was a major departure from traditional advertising in the athletic industry and focused on inspiring consumers to push themselves to their limits and achieve their goals. The slogan quickly became synonymous with the Nike brand and has since been used in countless campaigns and advertisements, cementing Nike’s position as a leader in the industry.
Innovation and Creativity are crucial for organisations to remain competitive and adapt to changing market conditions. A study by McKinsey & company (2017) found that organisations with strong innovation practices generated 3.5 times more revenue growth than their peers over a ten-year period, and a study by Deloitte (2023), found that 80% of executives at high-growth organisations identified innovation as top priority.  Innovation and creativity according to Batelle (2018), is that innovation is the process of creating and implementing new ideas or concepts and is considered a critical driver of progress and growth, while creativity is the ability to come up with these new ideas or concepts. Innovation is important for business as it helps them adapt and remain competitive in a rapidly changing market. Creativity is an essential component of innovation as it provides the initial ideas that lead to new products, services, or processes. In the context of marketing, creativity is particularly important as it allows companies to differentiate themselves from their competitors and capture attention of their target audience. However Innovation and creativity can fail or be hindered by various challenges such as resistance to change, lack of resources, and lack of alignment, a survey by Mckinsey & Company (2018) found that 94% of executives found resistance to change as a barrier to innovation, and a survey by Deloitte (2023) found that 44% of executives found lack of resources a barrier, and a Gartner survey (2021) found that 38% of executives found lack of alignment and collaboration among teams as a barrier.

Innovation and Creativity have been at the core of Nike’s marketing strategy for many years. The company has been able to continually adapt and evolve its marketing campaigns to keep up with the changing consumer trends and technologies. By Doing so, Nike has been able to maintain its position as one of the most innovative and successful brands globally.
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[bookmark: _Toc128232981][bookmark: _Toc129555247][bookmark: _Toc129881148]2.1 Overview of innovation opportunity
The “Just Do It” marketing process is a highly successful marketing campaign by Nike that was first introduced in 1988. The campaign was aimed at inspiring and motivating people to pursue their goals and dreams, no matter the obstacles they may face. The iconic slogan has become synonymous with Nike and has been used to market a wide range of products. The opportunity for the “Just Do It” marketing process was identified by Nike’s marketing team, who wanted to create a new, inspiring campaign that would resonate with consumers.  The opportunity was to develop a marketing campaign that would be memorable, motivating, and inspire customers to act and pursue goals. The opportunity has been highly successful for Nike, as the “Just Do It” campaign has become one of the most recognisable and iconic marketing campaigns of all time. The campaign has helped to cement Nike’s position as a leader in the sports apparel and equipment industry and has helped to create a highly loyal customer base.
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[bookmark: _Toc129881149]2.2 Type of innovation
The innovation that has been identified in the Just do it marketing process is a marketing innovation. According to Kartajaya (2019), marketing innovation can be defined as the introduction of new marketing strategies, tactics, or technologies that improve a company’s ability to promote its products, services, or processes that create a significant value for the company and its customers. The Just Do It campaign is a marketing innovation as it has created significant value for Nike and its customers by increasing brand awareness and loyalty. To identify an opportunity the Innovation Matrix, (Osterwalder, Pigneur, 2010), was used illustrated in Figure 1 Below.
Figure 1: Innovation Matrix
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The opportunity of partnering with celebrities, athletes, and influencers to further enhance Nike’s Just Do It marketing process was identified by recognizing the potential to reach new and diverse audiences through the power of these individuals’ personal brands and influence. By Aligning with personalities who share Nike’s values and brand image, the company can tap into their fans’ loyalty and expand its reach beyond traditional advertising methods. This opportunity was identified by considering the potential risks and benefits and evaluating how it aligns with Nike’s overall business strategy and goals. By Applying the innovation matrix, the opportunity was categorized as an incremental innovation that enhances existing products or processes. This approach allows Nike to leverage existing resources and capabilities while creating new value for customers and expanding the reach of the brand, Nike has been successful in the past with celebrity partnership such as their long-term partnership and collaboration with Michael Jordan and recent athletes such as Serena Williams and Colin Kaepernick, however this model does have its limitations that need to be considered , Teece (2010) argues that the model has limited consideration of external factors, such as Market trends, and technology advancement, and O’Connor and Rice, (2013) argue that it does not provide guidance on how to implement or manage these activities effectively.
[bookmark: _Toc128232983][bookmark: _Toc129555249][bookmark: _Toc129881150]2.3 The creative Thinking Process
The creative thinking process has been applied at all levels to create the Just Do It marketing process. At an individual level, the marketing team at Nike had to think creatively and come up with new and innovative ideas for the campaign. At a team level, the marketing team had to work together and refine and develop these ideas into a cohesive campaign. At an organisational level, Nike had to invest in the resources and infrastructure necessary to support the campaign, such as advertising and marketing. At an industry level, Nike had to stay ahead of its competitors by developing a campaign that was unique and differentiated from its competitors. Using the six hats thinking process tool could have helped in the thinking process and evaluated the opportunity, an example of this can been seen in figure 2 Below. 
Figure 2: Six Hats thinking process.
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Another example of a thinking process Nike may have used would be Design thinking which involves a human-centred approach to problem-solving and product development. It emphasises empathy with the end-user and a focus on finding practical and creative solutions to meet their needs (Harvard Business review,2020). However, Amabile and Pratt (2016), argue that the process can be time and resource-intensive, also suggesting that it can be influenced by cognitive biases and groupthink, which can hinder the generation of truly novel and diverse ideas.
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[bookmark: _Toc128232985][bookmark: _Toc129555251][bookmark: _Toc129881152]2.4.1 Open and closed innovation
Open innovation involves collaborating with external partners, such as advertising agencies, to bring new ideas and perspectives to the innovation process. Closed innovation involves developing new ideas and products internally within the company. According to Chesborough, (2021) open innovation can give an organisation access to diverse knowledge and resources, however, Dahlander and Gann, (2010) argue that this may expose an organisation to the risk of knowledge leakage to competitors.  According to Trott and Hartmann, (2009) closed innovation gives protection of intellectual property, which can be critical for maintaining a competitive advantage in certain industries, however Laursen, and Salter (2005) argue that it gives limited access to external knowledge and resources. Despite possible risks, Nike has used a combination of open and closed innovation in the development of the Just Do It Marketing process as illustrated in Figure 3 below.  
Figure 3: Closed and Open Innovation Model.
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The innovation process that Nike has used to develop the campaign involves four stages, (Tidd, and Beasant, 2022). Idea Generation, idea screening, development, and commercialization. The idea generation stage involved brainstorming and developing new ideas for the campaign, while the idea screening stage involved evaluating these ideas into a cohesive campaign, while the commercialization stage involved launching the campaign to market, an illustration of this is seen in Figure 4 below.
Figure 4: Innovation Process Model
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According to Tidd and Beasant (2022), the innovation process model is effective in providing structure and clarity to the process, allowing the process to be more manageable and understandable, however, Buijs (2007) argues that the model with its linear structure suggests that innovation progresses in a step-by-step manner, arguing that innovation is often a messy and iterative process, suggesting the model may not accurately reflect the real-world complexities and uncertainties of the innovation process.


[bookmark: _Toc128232987][bookmark: _Toc129555253][bookmark: _Toc129881154]2.4.3 4P’s to innovation
The 4p’s model proposed by Tidd and Bessant (2009) focuses on four key elements of innovation, product, process, position, and paradigm. Nike successfully launched the Just Do It marketing process by focusing on promoting the slogan through a highly successful advertising campaign, which positioned Nike as a Brand that was synonymous with sport and achievement. This promotion was supported by the quality of Nike’s products and the company’s strong distribution channels, which ensured that the products were available in the right place at the right time, an illustration of this can be seen in figure 5 Below.

Figure 5: 4 Ps to innovation Model 
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According to Tidd and Beasant (2021) the 4’Ps model framework provides a comprehensive categorisation of innovation types, helping organisations understand and manage different aspects of innovation, however according to O’Connor and Rice (2013) whilst the model provides a useful categorisation of innovation types it does not offer the guidance on how to implement or manage these innovations effectively. 
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Lewin’s force field analysis can be used to assess the effectiveness of Nike’s Just Do It marketing process, it can help to identify the driving and restraining forces that impact the process as illustrated in Figure 6 Below.
Figure 6: Lewin’s Force Field Analysis.
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According to Burnes (2004), Lewin’s framework can help organisations simplify complex change dynamics by breaking them down into manageable driving and restraining forces, enabling them to understand the factors influencing change, allowing them to facilitate and identify actionable strategies, however Armenakis, and Bedeian (1999) argue that the framework is limited in providing explicit guidance on how to prioritise different driving and restraining forces, which can be a challenge when organisations face multiple competing forces.
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Referring to the Force Filed Analysis figure 6 above, there are several potential barriers and risks that Nike needs to be aware of when implementing the opportunity of partnering with celebrities, athletes, and influencers to further innovate Nike’s Just do it marketing process, examples of this found in figure 7 below.
Figure 7: Potential barriers and risks
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Nike will need to carefully consider these barriers and risks when implementing the opportunity and have a clear strategy in place for managing them effectively. 
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Effective leadership and management practices are essential for the successful implementation of the Just Do It marketing process. According to CIPD (2019), Leaders need to be able to inspire and motivate their teams, foster a culture of creativity and innovation, and provide the necessary resources and support. They need to be able to adapt to changing market conditions and develop strategies that algin with the company’s goals and values. Effective communication is also essential, both within the organisation and with external stakeholders. Managers need to be able to coordinate and monitor the various aspects of the marketing process to ensure its success.
According to Bass (1999), effective leaders can create a supportive environment, encourage open communication, and provide resources for innovation. They can facilitate collaboration and manage risk-taking, promote innovation and creativity by inspiring and empowering team members, this style of leadership is often associated with the Transformational style leadership. However, according to Bass & Avolio (2000), poor leadership and management can have significant consequences for organisations, such as decreased employee motivation, reduced performance, high turnover rates and a negative organisational culture.
In terms of the leadership and management required to follow through with the Just Do It marketing process, Nike has demonstrated a strong commitment to innovation and creativity at all levels of the organization. The company’s leadership is known for encouraging employees to think creatively and come up with new and innovative ideas to support the company’s growth and success, demonstrating a transformational leadership style, (Bass,1999). This approach has led to a culture of innovation and experimentation that has enabled Nike to stay ahead of its competitors in the highly competitive sportswear industry.
In terms of management practices, Nike has invested heavily in research and development to support its innovative marketing initiatives. The company has also established partnerships with key stakeholders in the industry, such as athletes, coaches, and sports organisations, to ensure that its products and marketing campaigns are aligned with the needs and expectations of its target audience.
Overall, the leadership and management practices employed by Nike have been instrumental in driving the success Of the Just do it marketing process. By fostering a culture of innovation and experimentation, investing in research and development, and promoting sustainability and social responsibility, Nike has positioned itself as a leader in the highly competitive sportswear industry.
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The “Just Do It” marketing process by Nike demonstrates a prime example of successful innovation and creativity in marketing. By identifying the opportunity to promote a mindset of action and determination, Nike was able to develop a unique and recognizable brand message that has resonated with consumers for decades.
Using a variety of models, including the innovation matrix, open and closed innovation, the innovation process, and the 4P’s to innovation, Nike has employed a range of strategies to successfully develop and evolve the “Just Do It” marketing process. The Lewin’s force filed analysis also revealed that while there may be barriers and risks to the implementation of the marketing process, Nike’s strong brand reputation and dedicated marketing team have been able to effectively overcome these challenges.
Nike’s leadership and management practices have played a critical role in the success of the “Just do it” marketing process. By providing a clear vision and encouraging creativity and innovation, Nike has been able to consistently produce successful marketing campaigns that have driven the brand recognition and loyalty. 
From the report findings Nike’s “Just Do It” marketing process is a testament to the power of innovation and creativity in marketing. By Constantly evolving and adapting to the challenging needs of consumers, Nike has been able to stay ahead of the curve and maintain its position as a market leader in the sports apparel industry.
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