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[bookmark: _Toc123312506]Introduction 
The marketing team of a company manages a team working of communicating the vision of the products and other related information to its consumers. The key task of the marketing team is to promote their services or products to the target audiences by connecting with them using different appropriate approaches and planning relevant events. Potential clients may become confused and disoriented as a result of this occasionally producing inconsistent messaging. Adopting an integrated marketing communication strategy can help companies to mitigate this issue (Whitburn, Karg and Turner, 2020). 
The following report is presented to define the benefits of using different communication models to promote a product. An effective promotional strategy has been suggested in the context of promoting products of Nike using appropriate methods of integrated marketing. Strategies for building brand equity have been further discussed in the report to create customer loyalty and trust in the brand. Keller’s brand equity model has been used to help the company to find a way to build a strong brand by analysing the perception of the customers about the brand. 
[bookmark: _Toc123312507]Communication and Communication Model 
Marketing communication involves the tools and various practices to share product information along with the concept of organisation by the sources to the receiver through the adoption of different channels such as sponsorship, advertisement, sales promotions, media, websites, and many more. All these techniques of influential communications help the companies to improve the reach of their product in the market and send it to the target customers. The key purpose of marketing communication is to generate and send positive and persuasive messages to increase sales and revenue along with improving brand awareness and identity. Moreover, any new and updated facts about the service or products can be communicated through encouraging messages using the techniques (Krizanova et al., 2019). 
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Figure 1: Macro Communication Model
(Source: Ding, 2019)
In simple terms, communication refers to the journey of a message from the sender to the receiver. Practically, many other complex factors and processes have been involved in this journey. The above diagram represents the macro model of communication which was first introduced by Kotler and can be used by firms for the effective communication processes. There are nine elements consisting in the model. The receiver and sender are the key bodies in communication while media and messages are significant tools of communication. Communication functioning is generated by Encoding, Decoding, Response, and Feedback. Lastly, random and other conflicting messages that frequently obstruct communication are referred to as "Noise." This approach places emphasis on the main elements that are crucial to good communication (Duralia, 2018). Prior to sending any message, it is essential to understand the market response and intended audience of the product. Nike should customise its message persuasively knowing the expectations of the target audience. Moreover, each method of communication such as digital media, newspaper, or emails has specific requirements and hence the company is required to design and plan the message accordingly. To sum up, in order to improve marketing communications, Nike must collect feedback from the audience regarding the conveyed messages. 
[bookmark: _Toc123312508]Integrated Marketing Communications 
The concept of integrated marketing is that each department inside a business should be in charge of, or at the very least aware of, the organisation's branding and outreach requirements (Anabila, 2019). In simple words, integrated marketing is an approach to conveying the message to the audience through different forms of channels. Traditionally it was the sole responsibility of the marketing department to build an effective marketing campaign but over time it has been developed and integrated marketing communication is a new idea of communicating with the audience using all available resources of the company and holding the responsibility to multiple interconnected departments. To "provide a seamless experience for buyers to communicate with a company; it seeks to merge all areas of communication so that all work together as a unit," is to use integrated marketing (Camilleri, 2017). Nike is using advertisement and promotional sales approaches of integrated marketing communication through persuasive and emotional appeal of messages. However, the company is suggested to improve landing pages and online marketing to make them useful as a tool of promotional strategy. 
Making effective integrated communication will help the company to build brand recognition and improve loyalty among consumers. Additionally, when the company uses multiple channels and methods of conveying a message, this approach mitigates the chances that one outreach method will result in a message that differs from another. While making use of integrated marketing, the relevant executives should remember and analyse the 4Cs of communication which are, coherence, consistency, continuity, and complimentary. The message should be coherent as it should provide a clear picture in minds of consumers no matter on which channel they are watching the component including TV, mobile phone, internet, or billboards. Secondly, the component should be consistent and its colour scheme, slogan, or logo should be consistent in every part of the campaign. Next is continuity which describes that if one channel experience any issue, the other one should maintain the signal. Last but not the least, complementarity demands that all various channels used in the campaign should be built up on each other with integrated responsibility (Bormane, 2018). 
[bookmark: _Toc123312509]Effective Promotional Strategies Company Can Use
Nike usually promotes its products and website through advertising on social media and search engines. Nike has a stable online presence and uses varied content across different platforms. Finding more information on Nike's website might be challenging because it is primarily designed for online purchases (Nike, 2022). Moreover, content posted on social media includes motivational quotes, advertisements, and announcements for any new product. As a result, while Nike's general content strategy and online presence are adequate, some improvement is undoubtedly needed to increase the company's performance with online marketing. Following are some development strategies of promotion that the company can consider in the upcoming time. 
Website development
Firstly, Nike needs to improve the visual layout of the landing page of the website. It is suggested that some useful direct links should be added at the top of the page in large fonts. An example of such a link is “Find a Store”. It would help the consumers to make it easy to find nearby stores through the website itself. Moreover, the visual appearance of the page is suggested to be concise and large video and graphical ads should be smaller than the present. It will make it the people easy to shop in less time and without any disturbance. 
Social media presence 
Nike has a well-developed profile and a strong fan following on Instagram. The company keeps on posting content on the official Instagram page consistently. However, the company has less presence on Facebook and other social media platforms. Both of these issues may impact the communication of the company with the target market. Official data presented by Lardieri, (2018), shows that around 70% of adults in the US use Facebook. Even though Europeans are likely to never use Snapchat, Twitter, or Instagram, Facebook is still widely utilised throughout Europe. Therefore, by giving up on Facebook, Nike has also given up on a big portion of its clientele. Nike needs to maintain an even presence across all channels of social media including YouTube, Twitter, and Facebook. It is necessary to use each channel wisely for posting relevant content. For instance, brand and product-related contents are enough for Twitter whereas athlete interviews and workout videos should be uploaded on YouTube. Facebook might be used to share articles, opinion pieces, and news stories with a fitness theme to attract the required user activity. 
Increase activities on product-related posts 
It has been noticed that the number of likes on product-related posts is also less than on other posts. Hence, Nike needs to create more engaging and exciting content while announcing any new product. For example, customers might be given the opportunity to vote on the colour schemes for new sneakers on social media handles. Moreover, customers could be inspired for sharing a picture of their purchase while assuring them that the picture would be reposted on the official page of Nike. It would improve customer engagement on social media pages along with increasing sales as well. 
Improvement for mobile application 
Nike provides quality content for fitness training through its application. In comparison to some other App Store competitors, Nike Training Club offers efficient exercises for consumers of all fitness levels. However, there is a limited selection of free workouts offered through the app, and most of its features are exclusively accessible to subscribers (Nike, 2022). It is suggested that Nike should increase the variety and quantity of exercises offered by the Nike Training Club and Nike Running Club. Surveying consumers to learn about their interests and expanding the number of free workout options are two ways to do this. The second suggestion is to broaden the selection of capabilities that are accessible to users who are not subscribers of the Nike Application.
[bookmark: _Toc123312510]Brand Equity and Its Importance 
The general impression of a brand is more crucial than ever, as businesses increasingly turn their attention away from the product and onto the customer. Brand equity measures how influential a brand name is in consumers' eyes as well as the benefit of having a well-known and recognisable brand (Jaworek, Karaszewski and Kuczmarska, 2021). Companies build brand equity by offering customers satisfying experiences that encourage them to stick with them instead of switching to competitors that provide comparable goods. Fundamental concepts of brand equity are brand experience and brand awareness. Brand experience identifies that either the performance of the product was deemed as supposed to be. On the other hand, brand awareness ensures the identification of the brand among consumers. It defines that the brand should be cohesive so that the target audience and easily identify it even while interacting with any new product. Nike presents strong brand awareness through the swoosh logo which can be easily caught by customers concerning the strong brand image of the company. Favourable brand equity is greatly influenced by positive brand awareness (Fakhri, 2021). 
Companies that effectively use branding frequently outperform rivals in terms of revenue. By building up strong brand awareness, the company could leverage less expenditure on advertising and marketing. Customers tend to buy from a brand when they respect the principles it upholds and the calibre of the goods it produces. Developed brand equity reflects the return on investment by increasing order value per customer. Positive brand equity makes people spend more on a product even if they are having the option of the same product with less cost than any generic brand. Moreover, it increases the brand reputation and less the need of advertising the product. A strong brand image creates lifetime value for the product for the consumers while making more chances to get forgiveness for any mistakes by loyal customers. Additionally, high positive brand equity attracts new customers and makes the current customers keep using their products. Frequent purchases improve sales and thus the profit margin also reflects positively (Mohd Yasin, Noor and Mohamad, 2020). 
[bookmark: _Toc123312511]Keller’s Brand Equity Model 
Consumers choose the products based on various characteristics and factors that are not necessarily related to the product itself. Their purchase decision could also be influenced due to these factors. According to Keller’s model of brand equity which is also known as customer-based brand equity model (CBBE), companies should build a strong brand image and positive emotional perception towards the brand in the minds of customers (Keller and Brexendorf, 2019). It is crucial to identify where the brand stands and what feelings are there for the brand in the eyes of the target audience. Nike is the leading company in sports and sports apparel which offers a certain status and experience to the customers beyond just selling the products. Following the application of Keller’s brand equity model would help identify the position of the brand and areas of improvement to become the best in the industry (Tsordia, Papadimitriou and Parganas, 2017). 
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Figure 2: Keller's Brand Equity Model
(Source: By Author)
The above diagram represents the hierarchy of brand equity Nike is possessing at present. 
Salience: The brand is prominent in the sports and footwear industry offering its products in the global market. 
Imagery: Swoosh logo of Nike is associated with victory and professionalism with the message of doing the right things which interlink to status and fashion. 
Performance: Nike claims to provide high-tech performance for all products. The durable and comfortable experience of the products offered by Nike makes the performance more effective. 
Feelings: Campaigns of Nike are always based upon inspiration to provide a sense of achievement to the audience with emotionally appealing through its slogan “Just Do It”. 
Judgement: Customers trust the brand due to its innovative products providing high-quality experience along with its collaboration with popular and influential athletes. 
Resonance: High brand image, emotional connection with customers, and strong advertisement campaigns improve the loyalty of customers towards the brand. 
Evaluation: Current strategy and strong brand equity represent the ability of the company to move forward and gain success in the future. However, Nike can improve its brand equity to maintain its performance in the competitive market. Firstly Nike should maintain its collaboration with new and young athletes to keep on inspiring the youth of the world. Previous association with Michal Jordan provided a strong and touching approach to advertising the products. Now the company needs to figure out whose image can inspire the younger audience. Secondly, in order to attract and expand new clientele, Nike should keep highlighting women and other underrepresented groups. Nike has to put more of an emphasis on customisation and less on pushy sales tactics to give women the impression that their purchases are directly tied to their unique demands (Zarfandi, 2022). 
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Conclusion 
Implementation of an effective communication model can help the organisations to build a strong presence in the market by enhancing the strength of the message conveyed to the target audience. It can be concluded from the above report that Nike combines a variety of channels to communicate with the audience and practices adequate use of those channels. Nike invests in digital promotional strategies of integrated communication heavily. Consistent activity on Instagram handles and official workout applications are a significant component of Nike’s IMC strategy. However, considerable improvement in both of the components along with enhancing the layout of the landing page can provide more effective brand awareness among the customers which can help the company further to improve brand equity. 
Keller’s model of brand equity represents that its reputation for professionalism and inspiration stems from self-improvement. However, if both the sports and the fashion industries become more competitive, Nike's influence and client loyalty may decline. In order to prevent oversaturation of political messaging and to move the focus to environmental conservation, Nike should evaluate its internal procedures, pay attention to female consumers, develop more technology-focused goods, and change how it approaches social media advertising. 
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