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In this dissertation digital marketing role in improving global brand competitiveness is discussed and specifically looked at Nike UK operations. This study will investigate the digital marketing tactics used by Nike UK, analyse the impact of digital marketing on customers and brand loyalty and analyse the role of digital marketing in a global market competitiveness. An Extended Literature Review methodology was used, basing the secondary evidence presented on 30 selected academic and credible industry sources. The literature was searched and selected based on a structured search and screened based on the three research objectives and analysed thematically. The results demonstrate that Nike's digital marketing strategy has been marked by the fact that it has undertaken social media marketing, reached out to influencers and athletes, created digital content, tailored and personalised its marketing, adopted artificial intelligence, used data analytics, and created digitally-integrated customer experiences. In addition, the review suggests that digital marketing can also improve customer engagement by offering opportunities for interaction, participation and online communities, and that trust and emotional connections can help build customer relationships and loyalty. But engagement doesn't mean loyalty, however. The results also indicate that digital capabilities can be leveraged to enhance Nike's brand visibility and differentiation, brand innovation, and brand competitive positioning. The theoretical analysis confirms that the three theories presented (the Resource-Based View, Dynamic Capabilities Theory and Relationship Marketing Theory) are complementary in explaining these relationships. In general, the study finds that digital marketing is not simply about promotion, but rather a strategic Organisational competency which can be used to meet evolving customers' expectations, develop customer relationships and remain competitive in the global sportswear market for Nike UK.
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	Term
	Brief Definition

	Artificial Intelligence (AI)
	Technologies that enable computer systems to perform tasks associated with human intelligence, such as learning, prediction, recommendation and decision-making.

	Athlete Marketing
	The use of professional athletes to promote a brand, product or campaign and strengthen brand credibility and identity.

	Big Data
	Very large and complex datasets that can be analysed to identify patterns, trends and customer insights.

	Brand Awareness
	The extent to which consumers recognise or recall a particular brand.

	Brand Competitiveness
	A brand's ability to maintain or improve its market position relative to competing brands.

	Brand Differentiation
	The process of making a brand distinct from competitors through unique products, experiences, values or communications.

	Brand Equity
	The additional value associated with a recognised brand compared with an otherwise similar unbranded product or service.

	Brand Identity
	The set of characteristics and associations that an organisation seeks to establish for its brand.

	Brand Loyalty
	A customer's continuing preference and commitment towards a particular brand, often reflected in repeat purchasing and advocacy.

	Brand Positioning
	The way a brand is designed to occupy a distinctive and meaningful position in consumers' minds relative to competitors.

	Brand Trust
	The extent to which consumers believe that a brand is reliable, credible and capable of fulfilling its promises.

	Competitive Advantage
	A valuable position or capability that enables an organisation to perform better than competitors or create superior customer value.

	Consumer Engagement
	The cognitive, emotional and behavioural involvement of consumers in interactions with a brand.

	Content Marketing
	The creation and distribution of relevant and valuable content to attract, engage and retain a defined audience.

	Customer Analytics
	The use of customer-related data and analytical techniques to understand behaviour and support marketing decisions.

	Customer Experience (CX)
	A customer's overall perceptions and responses arising from interactions with a brand across different touchpoints.

	Customer Journey
	The sequence of interactions and experiences a customer has with a brand before, during and after purchase.

	Customer Loyalty
	The tendency of customers to continue purchasing from or engaging with a particular organisation or brand.

	Customer Relationship Management (CRM)
	The systematic management of interactions and relationships between an organisation and its customers.

	Data Analytics
	The systematic examination of data to identify patterns, insights and information that can support decision-making.

	Digital Capability
	An organisation's ability to use digital technologies, resources, skills and processes to achieve strategic objectives.

	Digital Content
	Digitally produced material such as videos, images, articles, stories and interactive media distributed through online channels.

	Digital Innovation
	The development or application of digital technologies to create new products, services, processes or customer experiences.

	Digital Marketing
	The use of digital technologies, platforms and channels to communicate with customers, promote offerings and achieve marketing objectives.

	Digital Transformation
	The organisational process of using digital technologies to significantly change business processes, capabilities and customer experiences.

	Dynamic Capabilities
	An organisation's ability to integrate, develop and reconfigure resources and capabilities in response to changing environments.

	Electronic Word-of-Mouth (eWOM)
	Consumer-generated opinions, recommendations or comments about brands and products communicated through digital platforms.

	Engagement
	The degree of consumer involvement, interaction or participation with a brand or its content.

	Global Brand
	A brand that operates and maintains recognition across multiple national or international markets.

	Global Brand Competitiveness
	The ability of a global brand to maintain differentiation, relevance and competitive strength across international markets.

	Global Brand Positioning
	The strategic positioning of a brand across international markets while maintaining a recognisable global identity.

	Influencer Marketing
	A marketing approach in which individuals with an established online audience promote or communicate about a brand or product.

	Instagram Marketing
	The use of Instagram's content and interaction features to communicate with audiences and promote a brand.

	Integrated Marketing Communication (IMC)
	The coordination of different communication channels and promotional activities to deliver a consistent brand message.

	Interactive Marketing
	Marketing that enables consumers and brands to communicate and respond to each other through interactive channels.

	Literature Gap
	An area where existing research is insufficient, limited, inconsistent or has not adequately addressed a particular issue.

	Literature Review
	A critical and systematic examination and synthesis of existing research relevant to a particular research topic.

	Mobile Marketing
	Marketing activities delivered through mobile devices such as smartphones and tablets.

	Nike UK
	The United Kingdom market and operations of Nike, Inc., used as the specific organisational and geographical focus of this dissertation.

	Omni channel Marketing
	The integration of multiple customer-facing channels to provide a connected and consistent customer experience.

	Online Community
	A digitally connected group of individuals who interact around shared interests, brands, products or activities.

	Personalisation
	The adaptation of marketing messages, recommendations, content or experiences to individual customer characteristics or behaviour.

	Purchase Intention
	A customer's stated or inferred likelihood of purchasing a product or service.

	Relationship Marketing
	A marketing approach focused on developing, maintaining and strengthening long-term relationships with customers.

	Resource-Based View (RBV)
	A strategic management perspective that explains competitive advantage through valuable, rare, difficult-to-imitate and appropriately organised organisational resources and capabilities.

	Search Engine Marketing (SEM)
	The use of search engines and related paid or strategic activities to increase a brand's visibility to users.

	Search Engine Optimisation (SEO)
	Techniques used to improve a website's visibility and ranking in unpaid search-engine results.

	Social Media Marketing
	The use of social networking and social media platforms to communicate with consumers, promote brands and encourage interaction.

	Sportswear Industry
	The industry concerned with the design, manufacture, marketing and sale of clothing, footwear and related products for sports and active lifestyles.

	Strategic Resource
	An organisational asset, capability or competence that can contribute to achieving strategic objectives and competitive advantage.

	Thematic Analysis
	A method of identifying, organising and interpreting recurring patterns or themes within qualitative or textual evidence.

	User-Generated Content (UGC)
	Content created and shared by consumers or other users rather than directly by the organisation.

	Virtual Community
	An online social group in which individuals interact and share information or experiences around common interests.

	Word-of-Mouth (WOM)
	Informal communication between consumers concerning products, services, brands or organisations.

	YouTube Marketing
	The use of YouTube videos and related platform features to communicate with audiences and support marketing objectives.



21

[bookmark: _Toc240926531]Chapter 1: Introduction
[bookmark: _Toc240926532]1.1 Background of the Study 
Digital marketing has revolutionized the way organisations talk to their target audience, develop their brands, and compete in a digitalising environment. It involves the application of digital technologies and platforms (such as social media, websites, search engines, mobile apps, email, digital commerce and data analytics) to provide value to customers and meet Organisational goals (Chaffey and Ellis-Chadwick, 2022; Kotler et al., 2022). The explosion of digital technology has also shifted customer expectations – customers are now expecting convenience, customisation and interaction over several digital channels. Digital marketing is no longer just a marketing promotion but part of the marketing and competitive strategies.
Especially in a competitive consumer industry like sportswear, digital marketing is becoming more important. Sportswear brands don't just compete on product quality, design and price — they compete on brand identity, customer experience, innovation and on the ability to have meaningful interactions with customers. Organisations can now reach consumers in more personal ways and engage with them through social media, influencer marketing, personalised communication, artificial intelligence (AI), data analytics and mobile applications, all of which can help to respond to evolving consumer preferences (Kingsnorth, 2022; Ryan, 2021). Digital capabilities thus can play a role in differentiation, customer engagement and the creation of competitive advantage.
A context for the developments can be found in Nike. Nike is one of the biggest sportswear companies in the world and, as such, has been using digital channels and technologies more in their marketing and customer journey practices. It has e-commerce, mobile apps, social media communication, personalised experience, and customer engagement based on data (Nike, 2024). Nike's activities are significant due to the competitive nature of the sportswear industry in the global market and the need to stay relevant and capture consumer attention.
The UK is especially relevant as it is a market where digital communication is becoming ever more salient, online shopping is growing and social media is now an integral component in the way brands engage with consumers. As a global brand, Nike can use digital marketing to create mechanisms to ensure consistency across the world whilst meeting local expectations. Thus, analysing Nike UK is a chance to grasp how digital marketing tactics can aid in consumer relationships and complete brand competitiveness.
The theoretical significance of the study is also great. The Resource Based View (RBV) implies that resources and capabilities that are difficult to replicate and valuable to the organisation can lead to sustainable competitive advantage (Barney, 1991). Dynamic Capabilities Theory builds on this idea by adding an element of the ability of an organisation to respond to changes in its environment by sensing the changes, seizing opportunities and transforming resources (Teece, Pisano and Shuen, 1997). In contrast, Relationship Marketing Theory emphasizes the need for long-term relationships with customers through trust, interaction and value creation (Morgan and Hunt, 1994). These perspectives offer helpful starting points to consider digital marketing as a strategic capability—a tool of communication.
[bookmark: _Toc240926533]1.2 Research Problem
Competition in the sportswear market has been growing due to the fast growth of digital technology. The competition in the sportswear market has grown as a result of the quick growth of digital technology. Along with the classic global brands, established brands like Nike can't ignore the digitally savvy brands that are leveraging social media, e-commerce, influencers, personalisation and data-driven marketing to win and hold customers. Meanwhile, there are significant changes in consumer behaviour. The desire for personalised content, easy digital shopping, interactive social media communication and Omni channel experiences are all growing trending expectations of consumers (Chaffey and Ellis-Chadwick, 2022; Kotler et al., 2022).
This poses significant business challenges for Nike has built a successful brand and digital brand presence, however realising that the brand's success in building customer engagement and loyalty requires constant adaption to changing customer expectations and competitive dynamics. While digital marketing can create visibility and engagement, it doesn't necessarily follow that it will lead to longer-term customer loyalty and competitive positioning.
Moreover, the evidence currently exists in various sectors such as social-media marketing, influencer marketing, customer engagement, brand loyalty, AI and digital transformation. Establishing how these activities collectively add up to the competitiveness of a global sportswear brand in the UK context is difficult. The issue needs to be examined in a structured manner and not in isolation of individual digital marketing tools. This dissertation tackles the problem by an extended Literature Review of relevant secondary evidence.
[bookmark: _Toc240926534]1.3 Research Gap
Current studies have demonstrated that digital marketing is important for customer engagement (Chaffey and Ellis-Chadwick, 2022; Kotler et al., 2022), brand relationship, brand performance and competitive results. Yet, the literature is fragmented and distributed between various digital marketing activities, consumers' outcomes, geographical contexts, and research methods. Some studies mainly address social media or influencer marketing, some address customer engagement, or customer loyalty without linking these to broader competitive positioning.
Another challenge is the lack of integration of digital marketing, customer engagement, brand loyalty and competitiveness in a single analysis perspective applicable to a global sportswear brand. There may also be some limitations in the direct application of evidence from different countries and industries to Nike UK due to different contexts of consumer behaviour, market conditions and digital adoption. Furthermore, comparisons of findings between quantitative and qualitative studies and review studies may be difficult due to differences between them.
Importantly, the supervisor's requirement for this dissertation is to perform an individual analysis of 50 peer reviewed journal articles, identifying the specific limitation/gap in each article and then categorizing the gaps over the general categories (geographical, methodological, contextual, data/time gap, theoretical gap etc.). Thus, the final research gap will be shown through the systematic synthesis of these 50 studies and not assumed a priori. The present study is aimed to fill the gaps that are most relevant to the understanding of digital marketing, customer relationships and global brand competitiveness within the Nike UK context.
[bookmark: _Toc240926535]1.4 Research Aim
To investigate the role of digital marketing in enhancing global brand competitiveness, using Nike UK operations as a case study.
[bookmark: _Toc240926536]1.5	Research Objectives
· To examine the digital marketing strategies adopted by Nike UK and evaluate their impact on customer engagement and brand loyalty.
· To analyse how digital marketing enhances Nike UK's global brand competitiveness.
· To recommend strategies for improving Nike UK's digital marketing effectiveness.
[bookmark: _Toc240926537]1.6	Research Questions
· What digital marketing strategies are employed by Nike UK, and how do they influence customer engagement and brand loyalty?
· How does digital marketing enhance Nike UK's global brand competitiveness?
· What strategies could further improve Nike UK's digital marketing performance?
[bookmark: _Toc240926538]1.7 Scope of the Study 
The study concentrates on how Nike UK as a global sportswear brand can use digital marketing to help maintain its competitiveness. Uses an Extended Literature Review (ELR) method, and is therefore mainly based on secondary data not gathering primary data. The focus empirical evidence consists of 50 selected peer-reviewed journal articles to be systematically reviewed, critically assessed and organised according to the three research objectives.
The primary publication time is from 2020 to 2025, as it is necessary to cover recent advances in digital marketing, AI, social media, personalisation and digital consumer behaviour. If necessary, earlier academic works that contributed seminal elements to the theories of RBV, Dynamic Capabilities Theory and Relationship Marketing Theory can be cited.
Nike UK is the key case study for the geographical aspect, and where relevant, international studies are also included that relate to a sportswear brand operating on a global scale. This study does not employ surveys, interviews, questionnaires and other primary data collection. Additionally, it does not offer an in-depth independent analysis of each competitor in the sportswear sector. In addition to the theoretical or contextual discussion, literature available in the form of books and organisational reports may be used, but the 50 paper literature matrix is limited to articles from peer reviewed journals as required by the supervisor.
[bookmark: _Toc240926539]1.8 Economic Importance of the Study
The economic relevance of this research is related to the size and competitiveness of the sportswear market, as well as to the economic value of Nike's activities. In fiscal year 2024, Nike generated revenue of roughly US$51.4 billion annually, highlighting the significant economic impact of the Organisation (Nike, 2024). Digital marketing can impact not just communication, but customer acquisition and retention, online sales, brand value and competitiveness in a company this powerful in scale.
Digital marketing can help mitigate some of these barriers to customer acquisition and communication by enabling brands to connect to vast audiences via social media, digital commerce and personalised communication. Meanwhile, a lack of effectiveness in digital strategy can generate financial risks because of inefficient use of marketing funds, poor customer conversion, decreased engagement or customer attrition. Therefore, knowledge of which digital activity is linked to engagement and loyalty/competitive positioning can give economically relevant insights for Nike UK.
The study is also economically relevant as customer retention is a relevant strategic issue for large consumer brands. Long-term customers can help with repeat sales, as well as lessen the need for constant acquisition of new customers. Likewise, the correct application of AI, analytics, and personalisation can enable companies to allocate marketing resources more effectively. Thus, the study could give practical guidance and suggestions on the potential role of digital marketing capability in sustainable business performance and competitiveness.

[bookmark: _Toc240926540]1.9 Structure of the Dissertation 
Dissertation is structured in six chapters.
Chapter 1: Introduction gives background information on the problem of the business, presents the research gap, formulates the research aim and objectives and questions and identifies the scope and economic importance of the study.
Chapter 2: Literature Review critically appraises current empirical research pertinent to the three research questions. It explores digital marketing strategies, customer engagement and brand loyalty and global brand competitiveness. The chapter also covers RBV, Dynamic Capabilities Theory and Relationship Marketing Theory, formulates conceptual framework, integrates the literature and pinpoints gaps in the existing research.
Chapter 3: Methodology explains the Extended Literature Review methodology. It describes the research philosophy, review strategy, search process, databases, keywords, inclusion and exclusion criteria, PRISMA screening, quality assessment, data extraction and thematic analysis. Particular attention is given to the systematic selection and analysis of the 50 journal articles.
Chapter 4: Data Analysis presents the findings generated from the selected literature. The analysis is organised according to the three research questions and identifies common themes, patterns, supporting evidence and areas of mixed or contradictory findings.
Chapter 5: Discussion critically interprets the results obtained by comparing them to the previous literature and the three theoretical perspectives. It also evaluates the progress that has been made on the identified research gaps.
Chapter 6: Conclusion offers a general conclusion, answers the research questions, explores theoretical and practical implications, recognizes shortcomings and suggests future research.



[bookmark: _Toc240926541]Chapter 2: Literature Review
[bookmark: _Toc240926542]2.1 Introduction
Over the years, digital marketing has emerged as an important part of modern brand management, as organisations have come to rely on social media, digital content, mobile applications, data analytics, artificial intelligence (AI) and digital commerce to engage with consumers and generate value. For brands like Nike, who are successful on a global scale, such innovations offer a chance to enhance their customer relationships, build brand connections and stay competitive in increasingly digital markets. But the effectiveness of digital marketing is not taken for granted when digital channels are present. Its value is based upon the way in which organisations, incorporate digital resources, adapt to new consumer patterns of behaviour and engage in valuable relationships with consumers (Chaffey and Ellis-Chadwick, 2022; Kotler et al., 2022).
The chapter provides an in-depth critical review of the literature that will have relevance to digital marketing, customer engagement, brand loyalty and global brand competitiveness – specifically with regard to Nike UK. The empirical review is limited to the 50 peer-reviewed journal articles selected and compares findings, rather than describing individual studies. Special consideration is paid to the methodological strengths and weaknesses, geographical and contextual differences and consistencies and conflicting points of view within the literature. The chapter then presents the theoretical lenses of Resource-Based View (RBV), Dynamic Capabilities Theory and Relationship Marketing Theory. A conceptual framework is then laid down before literature review, and then research gaps are identified that are the justification for this study.
[bookmark: _Toc240926543]2.2 Review of Empirical Literature
[bookmark: _Toc240926544]2.2.1 Digital Marketing Strategies
Digital marketing strategies encompass social media marketing, influencer and athlete communication, digital content, personalisation, artificial intelligence (AI), data analytics, mobile applications, digital commerce and Omni channel experiences. The empirical literature indicates that these activities can strengthen consumer interaction, brand equity and customer relationships, although their effectiveness varies according to platform, consumer characteristics, market context and organisational capability.
Social Media Marketing
Social media marketing (SMM) is consistently associated with consumer interaction and brand-related outcomes. Zollo et al. (2020) found that SMM contributes to consumer-based brand equity through consumer benefits and brand experience. A strength of this study is its examination of the mechanism linking social-media activity with brand equity rather than treating SMM as a simple promotional activity. However, its focus on Millennials and social-media brand community’s limits generalisability. Similarly, Hiew et al. (2023) distinguished different SMM capabilities and found that posting and interaction capabilities were positively associated with consumer-based brand equity, although monitoring capability was not significant. 
Hafez (2023) also found that SMM influences engagement and brand attitude, with these factors partly mediating brand equity. However, the study was conducted among 263 banking consumers in Bangladesh, limiting direct application to Nike UK. Althuwaini (2022) further reported that customisation, entertainment and promotion can influence trust and loyalty, but its Saudi banking context and cross-sectional design create geographical and industry limitations. Chen and Qasim (2021) similarly identified positive relationships between SMM, customer-based brand equity and brand love, although their Chinese consumer sample limits transferability to the UK.
The evidence is therefore broadly positive but not universal. Ibrahim and Aljarah (2023) found that SMM can influence relationship quality and loyalty through commitment, trust and satisfaction, while Samarah et al. (2022) identified a pathway from brand interactivity and involvement to engagement, trust and loyalty. These studies provide stronger evidence for the relational mechanism of SMM, but both remain context-specific. Importantly, Ibrahim (2022), through a meta-analysis, provides broader evidence of the SMM–loyalty relationship, although aggregated findings inevitably combine heterogeneous contexts.


Influencer and Athlete Marketing
Influencer marketing adds credibility, expertise and social influence to digital communication. Liu and Zheng (2024) found that informative value, authenticity and homophily can influence parasocial relationships, credibility and purchase intention. Saima and Khan (2021) similarly identified trustworthiness, information quality and entertainment as important dimensions of influencer credibility. The strength of these studies is their attention to why influencers affect consumers; however, Saima and Khan's small sample of 76 respondents from Delhi-NCR limits generalisability.
For sportswear, athlete endorsement has particular strategic relevance. Zhou et al. (2020) found that athlete personal-brand attractiveness, expertise and congruence positively relate to global brand equity and brand love. This is highly relevant to Nike because athlete identity can reinforce performance, aspiration and brand meaning. Nevertheless, the study was not UK-specific. Vrontis et al. (2021), through a systematic review, also demonstrated that influencer marketing remains fragmented and requires further contextual investigation. 
Digital Content, Storytelling and Personalisation
Digital content can encourage emotional and symbolic consumer responses. Fauzi and Wardyono (2021) found that digital storytelling can generate emotional involvement and brand engagement. Its qualitative approach provides richer insight into how storytelling works, but the single-case skincare context restricts transferability to Nike's global sportswear environment. Similarly, Lee, Ong and Arumugam (2022/23) showed that firm-generated content can have stronger relationships with perceived quality and trust than user-generated content, although their Malaysia-specific and pandemic-related context limits wider application.
Personalisation provides another important digital capability. The study Getting to know you: Social media personalization (2019) found that perceived personalisation can increase engagement and attachment and support perceived quality and loyalty. However, its Facebook-specific and older evidence means that contemporary AI-enabled personalisation requires further investigation.

AI, Data Analytics and Omni channel Experience
AI and data analytics allow organisations to process customer information, identify preferences and personalise interactions. Huang et al. (2022) found that AI interactivity can positively influence value co-creation, with engagement acting as a mediator. Liu-Thompkins, Okazaki and Li (2022) further argued, with pilot empirical support, that artificial empathy can improve customer experience by reducing the perceived gap between human and AI interaction.
Digital capabilities also matter at organisational level. Homburg and Wielgos (2022) found that digital marketing capabilities contribute to profitability beyond traditional marketing capabilities, while Wang (2020) found that digital marketing capabilities positively contribute to performance in international firms. Herhausen et al. (2020), based on a review of 129 articles and a manager survey, identified digital channels, social media and digital relationships as important dimensions of digital marketing capabilities. 
Omni channel research further demonstrates the importance of integration. Tran Xuan, Truong and Vo Quang (2023) found that integration quality, fluency and assurance influence customer experience and loyalty. The application of this concept is much more constrained, however, when talking about the banking sector, where direct transferability is limited to Nike's "retail" ecosystem.
In sum, it can be concluded that the literature indicated that Nike UK's digital marketing needs to be considered as a cohesive function and not just as a set of individual channels. The results of social media, influencers, content, personalisation, AI, apps, e-commerce and physical retail are also context, capability and implementation dependent.
[bookmark: _Toc240926545]2.2.2 Customer Engagement and Brand Loyalty
The second line of empirical research focuses on the digital marketing's impact on customer engagement, trust, quality and brand loyalty. The overall picture is positive but importantly, the literature does not create a clear or automatic correlation between digital engagement and long-term loyalty.

Digital Marketing and Customer Engagement
Digital interaction provides consumers with opportunities to communicate, participate and respond to brands. According to Zollo et al. (2020), SMM has an impact on the brand equity via consumer benefits and brand experience, while Hafez (2023) stated that SMM has an influence on engagement and brand attitude. These studies are valuable because they demonstrate that digital marketing can operate through consumer responses rather than only through direct promotional effects. However, their different geographical contexts—European/consumer-community evidence and Bangladeshi banking respectively—reduce direct comparability with Nike UK.
Jayasingh and Wright (2019) found that information seeking, social influence and economic benefits stimulate consumer brand engagement on social networking sites, with engagement associated with loyalty. A strength is the combination of brand-page observations and consumer responses. Nevertheless, its Facebook-centred and cross-sectional design limits contemporary multi-platform interpretation. Carlson et al. (2019) similarly demonstrated that different combinations of engagement dimensions can generate sharing behaviour, but sharing does not necessarily demonstrate loyalty.
Social Media Interaction and Communities
Social media interaction can be observed through likes, comments, sharing, mentions and user-generated content. Lee, Ong and Arumugam (2022/23) found that firm-generated content demonstrated stronger relationships with perceived quality and trust than UGC in their study. This comparative approach is a strength because it distinguishes between different content sources. 
Srivastava and Sivaramakrishnan (2021) provide particularly useful evidence because they found that eWOM increases consumer brand engagement and that engagement increases satisfaction and loyalty, while eWOM did not directly increase loyalty. This suggests that consumer engagement may operate through intermediate relationship mechanisms. Similarly, Samarah et al. (2022) found a sequence involving interactivity, involvement, engagement, trust and loyalty. 
Community effects are also important. Jibril et al. (2019) found that online brand communities can mediate the relationship between social media and loyalty. Yadav and Rahman (2018) found that interactivity, informativeness, word-of-mouth, personalisation and trendiness can influence customer equity and loyalty. Nevertheless, the student and e-commerce context of the latter study limits direct application to a global sportswear brand.
Brand Trust and Emotional Connection
Trust provides a potential mechanism through which engagement becomes a deeper customer relationship. Ibrahim and Aljarah (2023) found that SMM influences relationship quality and loyalty through commitment, trust and satisfaction. Althuwaini (2022) similarly identified trust as an important mechanism between social-media activities and loyalty. Haudi et al. (2022) also reported positive effects of SMM on trust, brand equity and loyalty.
The strength of this literature is that it moves beyond superficial engagement metrics and examines relationship quality. However, much of the evidence is based on single-country, cross-sectional surveys. Consequently, trust should not be assumed to emerge automatically from digital interaction. Authenticity, consistency and perceived value can influence whether communication strengthens or damages the relationship.
Loyalty and Purchase Intention
The literature generally links positive digital experiences with purchase intention and loyalty. Choedon and Lee (2020), for example, connected SMM with social brand engagement, brand equity and purchase intention. However, purchase intention is not equivalent to actual purchasing behaviour. This limitation is important because many empirical studies measure consumers' stated intentions rather than subsequent behaviour.
Most importantly, Fetais et al. (2023) found that SMM increased community engagement and lovemark perceptions, which were associated with loyalty, but SMM had no direct effect on loyalty. This provides important contradictory evidence against a simplistic digital marketing → loyalty relationship. Ibrahim (2022) provides broader meta-analytic evidence supporting an SMM–loyalty relationship, but the heterogeneous contexts included in a meta-analysis mean that the strength of this relationship can vary.
So et al. (2024) strengthen this critical interpretation by using a longitudinal design to investigate SMM, customer engagement and customer stickiness. Its longitudinal approach addresses a key weakness of cross-sectional studies, although it remains not Nike- or UK-specific.
Influencer and Community Effects
Influencers and athletes can create attention and community around brands. Zhou et al. (2020) found that athlete personal-brand characteristics can contribute to brand equity and brand love, while Liu and Zheng (2024) demonstrated the importance of authenticity, credibility and homophily in influencer effects. However, these studies focus mainly on purchase intention or brand responses rather than demonstrating long-term loyalty.
Overall, the literature suggests that digital marketing can facilitate engagement → trust/relationship quality → loyalty, but this should be treated as a conditional process rather than an automatic outcome. This distinction is particularly important for Nike UK because high social-media engagement may create attention and participation, but sustained loyalty depends on whether digital experiences continuously create trust, value and meaningful customer relationships.
[bookmark: _Toc240926546]2.2.3 Digital Marketing and Global Brand Competitiveness
Digital marketing does not only have impact at the customer level, but also on the level of the brand: Digital capabilities can have an impact on visibility, brand differentiation, innovation and competitive positioning.
Brand Visibility
Digital platforms offer the ability to connect to geographically distant audiences and to communicate constantly with them. The opportunities for a consumer to see a brand on social media, search visibility, digital content and online commerce can therefore increase.
Digital platforms can help Nike become visible worldwide whilst maintaining a local flavour to the content. But, however, visibility is not competitive advantage. A brand can have high traffic on its website, but fail to translate that traffic into preference or sales.
Competitive Advantage
Digital competence is becoming more discussed in the literature as a possible source of competitive advantage. But when organisations use data, technology, and digital marketing skills and understanding correctly, they can create value.
RBV is especially appropriate because as resources are valuable to value creation, they are also hard to duplicate by the competition (Barney, 1991). But it is common for competing companies to buy digital technologies. Therefore, owning the technology does not necessarily equate an advantage that will last. 
Digital Innovation
Through AI, Analytics, Personalisation and Digital experiences, ongoing innovation in the customer interaction can be achieved. Dynamic Capabilities Theory provides an explanation for this process as organisations need to recognise changes in the environment, seize new opportunities and re-combine resources (Teece, Pisano and Shuen, 1997).
The message is that it's not just about having an App, AI capability or digital platform, but Nike's competitiveness. Instead, the question is whether Nike can be continually flexible to accommodate shifting consumer appetites and technology.
Global Brand Positioning
Digital marketing can also help in consistency across markets for global brand positioning. Local adaptation options can be obtained via digital platforms in the meantime. This creates a strategic dilemma between world and local value.
However, for Nike UK a global brand identity needs to be present alongside the expectations of UK consumers. According to the literature, the best digital marketing should be able to reinforce the meaning of the brand while providing adapted communication and customer experience in the local context.

Competition with Other Sportswear Brands
Only empirical evidence that directly compares Nike and Adidas or other competitor should be used to make those comparisons. General statements about sportswear competition, if they don't include comparative evidence in the 50 paper matrix, should be kept conceptual, and not read as empirical statements.
Overall, literature suggests that digital marketing can help to increase global competitiveness in terms of visibility, customer relationship and differentiation and innovation. But, the strategic impact of digital marketing is not just based on technology but also on the capabilities of the organisation.
[bookmark: _Toc240926547]2.3 Theoretical Concepts
[bookmark: _Toc240926548]2.3.1 Resource-Based View
According to the Resource-Based View, firms can gain competitive advantage and achieve sustainability when they have resources and capabilities that are strategic and difficult for others to duplicate or replace (Barney, 1991). Competitiveness is thus not only an external market factor, but more also an internal resource factor.
Today's brands have assets like brand reputation, customer information, digital assets, marketing know-how, technological infrastructure, and organisational knowledge which are relevant to the theory of digital marketing. These resources can create value when they are effectively combined. This means that for Nike, a global brand, the digital platform and marketing know-how are strategic assets.
But RBV has its disadvantages. Digital technology can be widely distributed and thus be easier to replicate. A platform/technological solution can be a temporary advantage if similar features can be acquired by other players. This makes the theory more robust if seen as a mix of resources and Organisational competencies instead of ‘owning’ technology.
[bookmark: _Toc240926549]2.3.2 Dynamic Capabilities Theory
The theory of dynamic capabilities takes the resource-based theory one step further by integrating the idea of how an organisation can modify the resources given to them in order to fit different environments. Teece, Pisano and Shuen (1997) point out that the abilities that allow firms to adapt to technological and market change are important.
The sensing, seizing and transforming logic is of specific interest to digital marketing. Sensing is the ability to recognise changing customer needs, technologies and opportunities in the marketplace. Seizing involves investing in appropriate digital opportunities, such as AI, analytics, personalisation or new digital platforms. Transforming: Change of the organisation's resources and processes as things change.
In today's context it is very relevant to Nike, as they have to continually adapt to be competitive in the digital world. Consumer behaviour, social-media platforms and AI technologies, along with digital commerce, are evolving quickly. With digital resources without the ability to redeploy them, it may therefore provide limited strategic value.
Dynamic Capabilities Theory (DCT) thus complements RBV, which concerns itself with valuable resources, with the theory of dynamic capabilities, which concerns itself with the ongoing adaptations and renewals of resources within the organisations.
[bookmark: _Toc240926550]2.3.3 Relationship Marketing Theory
According to Relationship Marketing Theory, a long-term relationship between the organisation and the customer can be built based on the principles of trust, commitment, communication and value creation (Morgan and Hunt, 1994). The theory is particularly applicable to digital marketing; as digital platforms provide ongoing interaction opportunities.
Social media communication, personalised content, online communities and digital customer service can all help to develop relationships from this viewpoint. But the interaction does not always lead people to trust one another. Customer looks at if communications are relevant, genuine and consistent with expectations.
The theory is therefore a suitable framework to enhance the understanding of the shift from digital interaction to customer engagement and ultimately customer loyalty. It is also a complement to the other theories as digital resources and adaptive capabilities have little strategic value unless they lead to significant customer relationships.
These three theoretical frameworks give complementary explanations: RBV explains the digital resources; Dynamic Capabilities Theory explains adaptation and innovation; Relationship Marketing Theory explains customer relationship and loyalty.
[bookmark: _Toc240926551]2.4 Conceptual Framework
The conceptual framework integrates the three theoretical perspectives with the key relationships identified in the empirical literature. It is an author-developed framework, informed by RBV (Barney, 1991), Dynamic Capabilities Theory (Teece, Pisano and Shuen, 1997), Relationship Marketing Theory (Morgan and Hunt, 1994), and the wider digital marketing literature.
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[bookmark: _Toc240926653]Figure 1: Conceptual Framework
    Source: Author's own construction based on Barney (1991), Teece, Pisano and Shuen (1997), Morgan and Hunt (1994), and the empirical literature reviewed in this chapter.
The framework suggests that digital marketing strategies would be the major strategic inputs. These include social media marketing, communication with influencers/athletes, digital, personalisation, AI & data analytics. These activities should lead to an increase in interaction, relevance and participation – which impacts customer engagement. But unlike loyalty, engagement is not considered the same. The framework, on the other hand, states that a deep and meaningful interaction could lead to trust and relationship building, followed by an increase in brand loyalty.
Brand loyalty is seen as playing a crucial role in achieving greater competitiveness. Customer loyalty can help to encourage repeat purchases, good word-of-mouth and better customer relations. At the organisational level, these outcomes can be used to differentiate and to position the organisation competitively.
The three theories offer different interpretations. RBV provides an understanding of the value created by digital resources and capabilities, Dynamic Capabilities Theory provides an understanding of how digital resources can be adapted and redeployed by Nike, and Relationship Marketing Theory provides an understanding of how digital interaction can foster trust, relationships and loyalty. 
[bookmark: _Toc240926552]2.5 Critical Synthesis of the Literature
All of the 50 pieces of literature concur that digital marketing is no longer just a promotional function but is part of customer experience and competitive strategy. One consistent theme in the literature is that social media, interactive content and personalised communication can help to enhance opportunities for engagement with the customer. Likewise, digital interaction can result in positive brand responses when the perception of communication is relevant, credible and authentic.
Evidence of the conversion of the engagement to long-term loyalty is less consistent, however. Some research links engagement to purchase intent and loyalty, while others believe that engagement could be a fleeting interaction and not commitment. The effectiveness of influencers, too, seems to be context-dependent, as different markets tend to have different notions of what makes an influencer credible, authentic and well-suited to their brand.
Literature has some common deficiencies from a methodological perspective. The method of cross-sectional surveys and self-reported measures prevents from making any causal inferences, and studies conducted in one country only reduce the generalisability. It is also difficult to make direct comparison as there are differences in operationalisation of engagement, loyalty and effectiveness of digital marketing. Moreover, there has been a limited amount of literature that focuses on the individual digital tools and not on how they work together.
The literature thus suggests that digital marketing can play a role in the competitiveness but it will result from the interaction between digital resources, organisational adaptability and customer relationships. 
[bookmark: _Toc240926553]2.6 Research Gaps
[bookmark: _Toc240926554]2.6.1 Geographical Gap
Assessment of the geographical distribution of the 50 selected studies should be carried out directly in the literature matrix. This would suggest that current evidence might not adequately reflect UK consumer behaviour and market conditions if most studies are from outside the UK. What works for Nike UK in Asian or American markets can't necessarily be applied to other markets in Europe, as there may be different expectations, behaviours, platform preferences and digital adoption. Where evidence is limited in the UK, the geographical element is therefore relevant.
[bookmark: _Toc240926555]2.6.2 Methodological Gap
However, one common problem in the field of digital marketing research is the use of cross-sectional quantitative surveys and self-reported data. These methods can be helpful to establish connections between variables, but do not offer much evidence of long-term behaviour change or causality. Longitudinal studies, qualitative research and mixed-method approaches may offer more insights into the longitudinal nature of digital interaction.
Another issue is the lack of consistency when measuring aspects of engagement, loyalty and digital marketing effectiveness. This renders comparison of studies more difficult. In the current Extended Literature Review, it has been attempted to solve this problem by comparing the results obtained from various methodological approaches instead of the one type of evidence.
[bookmark: _Toc240926556]2.6.3 Contextual and Industry Gap
There are a variety of industries and brand contexts described in the literature. This wide reach indicates a general applicability of digital marketing, but can also present limitations in terms of its specific application to global sportswear. There are unique connections between sportswear brands and athletes, fitness communities, lifestyle identities and consumption relating to athletic performance.
The 50-paper matrix shows that there is, in part, limited research on Nike and Nike-UK, which is an important context. Nike UK is therefore a case study chosen for the current research, around which a wider digital marketing evidence can be drawn together.
[bookmark: _Toc240926557]2.6.4 Data and Time Gap
Digital marketing changes rapidly, particularly following the growth of AI, predictive analytics, personalisation and new forms of digital commerce. The significance of the older evidence in relation to the digital context may thus be restricted. Meanwhile, new research might fail to give enough evidence of the long-term effects of digital initiatives on customer loyalty and competitive advantage.
The current review focuses on 2020-2025, thereby capturing recent developments, and also retaining the seminal theoretical contributions as a conceptual basis.
[bookmark: _Toc240926558]2.6.5 Theoretical and Conceptual Gap
Digital marketing, engagement, loyalty or competitiveness are often separated from each other in the literature. This generates conceptual fragmentation issue. Before digital strategies can contribute to the overall competitiveness of an Organisation, a more integrated perspective is needed to understand their connection to engagement, development of relationships and loyalty.
This dissertation aims to tackle this challenge by bringing together three theoretical approaches. Digital resources are a part of RBV, adaptation and innovation a part of Dynamic Capabilities Theory and trust, engagement and loyalty are a part of Relationship Marketing Theory.
[bookmark: _Toc240926559]2.6.6 Other Identified Gaps
Any other gaps should be added only if they are shown on the 50-paper matrix. These can range from less than robust comparative evidence, not enough focus on AI-driven personalisation, less to none research on digital engagement and real behaviour, or not enough thought given to Omni channel experience. These should not be included as definite gaps without supporting evidence from the articles selected.
[bookmark: _Toc240926560]2.7 Research Gap Addressed by the Current Study
The literature review shows that the literature is well equipped with evidence on individual digital marketing elements, but the evidence is yet scattered between the different types of strategies, consumer outcomes, geographical contexts and theoretical points of view. The current study thus highlights the need to focus on how digital marketing strategies could be integrated with customer involvement, brand loyalty and brand competitiveness at a global level, but in a more focused Nike UK context.
This gap is addressed in the present dissertation, by conducting an Extended Literature Review of 50 peer-reviewed journal articles. The study doesn't examine social media, influencer marketing, personalisation, AI and digital content in isolation, but in how these strategies work together to foster customer engagement and relationship building. It then looks at how these customer-level outcomes can help drive brand competitiveness. The study also fills a conceptual gap by integrating RBV, Dynamic Capabilities Theory and Relationship Marketing Theory. 
[bookmark: _Toc240926561]2.8 Chapter Summary
This chapter critically analysed literature on the field of digital marketing strategies, customer engagement, brand loyalty and brand competitiveness in a global context. These include social media, influencer communication, digital content, personalisation, AI and Omni channel experiences, which, depending on the specific context, can help the consumer interact with the brand and develop the brand; however, these do not automatically lead to loyalty. The strategic importance of digital resources is explained by RBV, the continuous adaptation and innovation by Dynamic Capabilities. Lastly, gaps in geographical, methodological, contextual, data/time and theory were noted in the review which yields the basis for the methodology employed in Chapter 3.

[bookmark: _Toc240926562]Chapter 3: Research Methodology
[bookmark: _Toc240926563]3.1 Introduction
This chapter explains the methodological approach adopted to investigate the role of digital marketing in enhancing global brand competitiveness, using Nike UK as the case context. The study addresses three research questions concerning the digital marketing strategies employed by Nike UK, their influence on customer engagement and brand loyalty, and their contribution to global brand competitiveness. An Extended Literature Review (ELR) design was adopted, based exclusively on secondary academic evidence. A total of 50 peer-reviewed journal articles were selected for the final analysis. The chapter explains how the literature was searched, screened, assessed, extracted and thematically analysed. Particular attention is given to the critical assessment of each article in terms of its findings, strengths, limitations and research gaps. The methodological procedures are designed to enhance transparency, consistency and academic rigour and provide the basis for the thematic findings presented in Chapter 4.
[bookmark: _Toc240926564]3.2 Research Philosophy
The study adopts an interpretivist research philosophy because the research seeks to understand and synthesise how existing academic studies explain digital marketing, customer engagement, brand loyalty and global brand competitiveness. Interpretivism is concerned with understanding phenomena through the meanings and interpretations associated with them rather than assuming that social and organisational phenomena can always be understood through objective measurement alone (Saunders, Lewis and Thornhill, 2023).
Interpretivism is appropriate for this Extended Literature Review because the study does not collect primary numerical or interview data from Nike UK consumers or managers. Instead, knowledge is developed through the critical interpretation of findings reported across 50 peer-reviewed journal articles. The selected studies may investigate similar digital marketing practices but reach different conclusions because of variations in countries, industries, samples, research designs and consumer contexts. Therefore, interpreting similarities, differences and contextual meanings is important for developing a comprehensive understanding of the research problem.
A positivist philosophy would be more appropriate where the primary purpose was to test predetermined hypotheses using directly collected quantitative data. However, the present study is concerned with critically synthesising existing evidence rather than statistically testing a new primary dataset. 
The philosophy also underpins the use of the interpretive lenses used in the study: Resource Based View, Dynamic Capabilities Theory, and Relationship Marketing Theory. These viewpoints offer alternative understandings of digital capabilities, organisational adaptation and customer relationships in the context of Nike UK.
[bookmark: _Toc240926565]3.3 Research Approach
The study adopts a deductive research approach because the analysis is guided by the already existing theoretical perspectives, and then the literature is systematically reviewed. Deductive reasoning involves moving from existing theoretical propositions towards the examination of evidence relevant to those propositions (Saunders, Lewis and Thornhill, 2023).
Three theoretical perspectives guide the analysis: Resource-Based View (RBV), Dynamic Capabilities Theory and Relationship Marketing Theory. RBV provides a basis for examining whether digital resources and capabilities can contribute to differentiation and competitive advantage (Barney, 1991). Dynamic Capabilities Theory supports analysis of how organisations adapt and redeploy capabilities in response to changing markets and technologies (Teece, Pisano and Shuen, 1997). 
The deductive pathway can therefore be represented as:
Existing theories → literature search → evidence extraction → thematic analysis → comparison and synthesis → research questions
The approach does not mean that the findings are predetermined. Rather, the theoretical perspectives provide an analytical structure through which evidence from the 50 articles can be examined, while unexpected, contradictory or context-dependent findings are also retained.
[bookmark: _Toc240926566]3.4 Research Design: Extended Literature Review
The study adopts an Extended Literature Review (ELR) design based exclusively on secondary academic evidence. An ELR is appropriate because the purpose of the research is to bring together, critically evaluate and synthesise existing academic evidence concerning digital marketing, customer engagement, brand loyalty and global brand competitiveness.
Unlike a conventional descriptive literature review, this study does not simply summarise individual publications. The 50 selected peer-reviewed journal articles are critically examined to identify what each study found, how convincingly the research was conducted, what its strengths and limitations were, and what research gap remains. This enables evidence from different geographical, industrial and methodological contexts to be compared systematically.
The research design is very appropriate as no primary survey or interviews were conducted. Primary research with Nike UK consumers or managers would have necessitated a different research design, participant recruitment and data collection process. 
Each selected article is assessed according to the following analytical logic:
Finding → Strength → Limitation/Weakness → Research Gap → Relevance to Current Study
This will help the supervisor to require that the literature review should be able to pick out the good side and bad side of the chosen articles. Empirical findings are paid attention to, and are accompanied by weaknesses of the methods used, contextual constraints and unanswered questions. The results are then categorized into themes: digital marketing strategies, customer engagement and brand loyalty, global brand competitiveness. The theoretical underpinning for the thematic findings presented in Chapter 4 is thus the ELR.
[bookmark: _Toc240926567]3.5 Literature Search Strategy
A systematic literature search was performed to find academic evidence relative to the research questions. The primary search criteria were peer-reviewed journal articles around the use of digital marketing and how that relates to customer engagement, brand loyalty and competitiveness. The databases included in the review should be the databases that the researcher would have used, for example Scopus, Google Scholar, Web of Science and the UWTSD Library databases. 
The search process employed combinations of keywords relating to the main concepts of the study. Core search terms included:
· “digital marketing”
· “Nike”
· “sportswear”
· “social media marketing”
· “customer engagement”
· “brand loyalty”
· “digital competitiveness”
· “digital innovation”
· “influencer marketing”
· “personalisation”
· “artificial intelligence”
· “Omni channel marketing”
In instances where Boolean searching was possible, combinations included “digital marketing” AND “customer engagement”, “social media” AND “brand loyalty”, “digital marketing” AND “competitive advantage”, and “Nike” AND “digital marketing”.
The literature searches mainly focused on articles published in the last five years (2020-2025), as these were the ones to reflect the quick evolution of social media, AI, personalisation, mobile technology and digital consumer behaviour. Previous seminal journal articles were included where they were needed to provide a theoretical underpinning of RBV, Dynamic Capabilities Theory and Relationship Marketing Theory. Titles and abstracts of the search results were screened for relevance initially. Then, using full-text examination, potentially relevant articles were further assessed for inclusion or exclusion based on the inclusion/exclusion criteria. 50 peer-reviewed journal articles were chosen for detailed analysis in the final process.
[bookmark: _Toc240926568]3.6 Inclusion and Exclusion Criteria
Clear inclusion and exclusion criteria were established to ensure that the final literature sample was relevant and consistent with the research questions.
[bookmark: _Toc240926656]Table 1: Inclusion and Exclusion Criteria
	Criteria
	Inclusion
	Exclusion

	Publication type
	Peer-reviewed journal articles
	Books, reports and websites for the 50-article matrix

	Publication period
	Mainly 2020–2025
	Irrelevant studies outside the required scope

	Topic
	Digital marketing, customer engagement, brand loyalty, competitiveness and related digital technologies
	Unrelated marketing topics

	Context
	Relevant to Nike, sportswear, brands, consumers or transferable digital marketing contexts
	Studies with no meaningful relevance

	Language
	English-language studies
	Non-English studies

	Accessibility
	Full-text and usable academic evidence
	Studies with insufficient accessible information

	Relevance
	Directly supporting one or more research questions
	Studies with no meaningful connection to the research questions


The criteria ensure that the 50 articles represent academic evidence directly relevant to the dissertation. Importantly, books and organisational reports are not counted as part of the 50 journal articles. 
[bookmark: _Toc240926569]3.7 PRISMA Screening Process
To have transparency on identification and selection of academic literature, a screening process was used, based on the PRISMA guidelines. PRISMA provides a structured approach for reporting how records are identified, screened, assessed for eligibility and finally included in a review (Page et al., 2021). In the process, the author makes it clear that the last 50 articles were not chosen at random, but chosen through a defined selection process and traceable back to the author.
There are four general stages of screening: identification, screening, eligibility/inclusion. In the identification phase, the identified potential records are obtained from the academic databases selected using the predetermined keywords and search combinations. The duplicate records are then deleted. At the screening phase titles and abstracts are reviewed and articles that are obviously not related to the area of the research are omitted.
The rest of the studies will be assessed for full text eligibility. At this stage, the researcher decides whether each article fulfils the inclusion criteria, such as having been peer-reviewed, being relevant to digital marketing, having a connection to engagement, loyalty, or competitiveness and offering adequate academic information to be critically assessed.
Finally, the included studies will be thoroughly analysed thematically. The last one has 50 peer-reviewed journal articles.
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[bookmark: _Toc240926654]Figure 2.:  PRISMA 2020 flow diagram illustrating the identification, screening, eligibility assessment, quality appraisal, and inclusion of studies (Page et al., 2021).
Source: Page et al. (2021), PRISMA 2020 statement: an updated guideline for reporting systematic reviews.
This figure shows the process of identifying, screening, eligibility and inclusion of studies in a step-wise manner. In total, 469 records were found in the Embassy database and 39 records were removed as duplicates in the PubMed database. Of the 84 reports sought, 346 were rejected after screening the 430 records. After an assessment of eligibility, 34 reports were not included, as they were considered non‑relevant, unclear about the manner of intervention or because data was incomplete, leaving 50 studies for review.
[bookmark: _Toc240926570]3.8 Quality Assessment of Selected Articles
Quality assessment was undertaken to establish the impact and support of the evidence in the selected studies. The methodological criteria for assessment are methodological clarity, quality of evidence, the rigour of the analysis, relevance of the content and acknowledged limitations, due to the fact that the 50 articles might have different research design and methodology.
The research design, sample or dataset, and methodology and data analysis in each article was reviewed. The findings were also examined to determine if the conclusions were appropriately supported by the evidence. Clear methodological procedures and strong empirical evidence were taken as stronger source of studies, whereas small sample, self-reported data, cross-sectional and studies with limited contextual relevance were critically qualified.
[bookmark: _Toc240926657]Table 2.: Quality Assessment Framework
	Assessment area
	Consideration

	Methodological clarity
	Is the research design clearly explained?

	Sample/data
	Is the evidence appropriate and sufficiently explained?

	Analytical rigour
	Is the analytical procedure credible and transparent?

	Relevance
	Does the study directly support the research questions?

	Limitations
	Does the article acknowledge its weaknesses?

	Overall quality
	Overall assessment of the usefulness and robustness of the evidence


The quality assessment does not mean that studies with limitations are automatically excluded. Weaknesses are, however, noted as they help to provide a critical evaluation of the literature. 
[bookmark: _Toc240926571]3.9 Data Extraction and Literature Matrix
To make sure that the information could be extracted from the 50 selected journal articles in a consistent manner, a structured literature matrix was developed. The matrix is a systematic documentation of the evidence and allows for direct comparison between studies.
Key finding and the main methodological strength and weakness were noted for each article. The research gap was also identified if the article itself stated a limitation, an unresolved issue or an area for further research. This was then evaluated for relevance to the current study conducted within Nike UK.
For instance, while an article notes that social media has been found to enhance engagement, the analysis will also explore if there is strong empirical evidence, if the sample and research design is suitable, and if the findings can be applied to the context of Nike UK. The cross-sectional study may also offer valuable evidence of association between social media use and engagement, but cannot determine if that association is maintained over time.
This will directly involve the supervisor as they need to take into consideration the good and bad elements of each article. The matrix therefore acts as the foundation for the critical literature review in Chapter 2 and the thematic findings in Chapter 4.
[bookmark: _Toc240926572]3.10 Data Analysis: Thematic Analysis
A thematic analysis approach was used for the analysis of the 50 selected journal articles. The aim was not so much to focus on individual articles as to uncover patterns, relationships, differences and contradictions in the literature.
The first phase of this was the familiarisation phase where the selected articles were read and the relevant evidence related to the research questions was identified. The second stage involved initial coding, during which recurring concepts were recorded. Examples of initial codes included social media marketing, influencer marketing, personalisation, AI, data analytics, customer engagement, trust, loyalty and competitive advantage.
The third stage involved grouping related codes into broader themes. For example, social media, digital content and influencer communication could be examined under wider digital marketing strategy themes, while trust, interaction and relationship quality could contribute to customer engagement and loyalty themes.
The fourth stage involved cross-study comparison. Findings that supported one another were identified alongside contradictory or mixed evidence. Methodological and contextual differences were also considered because they may influence study outcomes.
Finally, the themes were synthesised with the three research questions. This gave rise to the thematic findings which are presented in Chapter 4, and which are interpreted with regard to their theoretical and practical significance in Chapter 5.
[bookmark: _Toc240926573]3.11 Data Analysis Framework
The analytical process followed a structured pathway:
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[bookmark: _Toc240926655]Figure 3: Data Analysis Framework (Braun & Clarke, 2019; Pope et al., 2020).
This structure provides a logical link between the literature in this study and the results chapter. It helps to make the conclusions presented in the Chapter 4 follow from a systematic consideration of the selected evidence, rather than from unsupported assumptions. 
[bookmark: _Toc240926574]3.12 Ethical Considerations
The study does not directly involve human participants as it is an academic study based on secondary literature. No primary participant data in the form of surveys, interviews, questionnaires were gathered. Therefore, ethical responsibilities of the principal are related to the proper and responsible use of published research.
Appropriate Harvard referencing of academic sources and reporting of findings without deliberate distortion of the conclusions of the original authors. The researcher is consistent in extracting evidence from the articles he/she selects, and clearly differentiates between the findings of the original author and the researcher's own combination.  Where institutional ethical procedures apply to secondary research, the requirements of the relevant University process should be followed. No ethics approval number should be reported unless formal approval was actually obtained.
[bookmark: _Toc240926575]3.13 Methodological Limitations
Several methodological limitations should be recognised. First, the analysis is restricted to 50 selected peer-reviewed journal articles, meaning that potentially relevant studies outside the final sample may not be represented. Second, dependence on published literature creates the possibility of publication bias, as studies reporting significant or positive findings may be more visible than studies reporting weak or insignificant relationships.
Third, the selected studies employ different methodologies, samples and geographical contexts, which makes direct comparison difficult. Fourth, the availability of Nike UK-specific research may be limited, requiring the study to use evidence from broader sportswear, branding and consumer contexts where relevant. 
These limitations are mitigated through clearly defined selection criteria, structured data extraction, critical quality assessment and cross-study comparison. Nevertheless, because the study is secondary and literature-based, it cannot directly establish causal relationships or capture the current perceptions of Nike UK managers or consumers.
[bookmark: _Toc240926576]3.14 Chapter Summary
This chapter established the methodology used to investigate digital marketing and Nike UK's global brand competitiveness. An Extended Literature Review design was adopted, with 50 peer-reviewed journal articles selected for final analysis. A structured search and screening process was established using defined keywords and inclusion and exclusion criteria, with a PRISMA-informed process supporting transparency. Each article was critically assessed for its findings, strengths, limitations and research gaps and recorded in a structured literature matrix. The selected evidence was then analysed thematically through coding, theme development and cross-study comparison. This methodology provides the foundation for Chapter 4, where the findings are presented according to the three research questions.












[bookmark: _Toc240926577]Chapter 4: Data Analysis
[bookmark: _Toc240926578]4.1 Introduction 
This chapter presents the findings generated from the analysis of 50 selected peer-reviewed journal articles examining digital marketing, customer engagement, brand loyalty and global brand competitiveness. The purpose of the analysis is to identify recurring themes, patterns, similarities and differences within the selected literature and to establish how the evidence relates to the three research questions of the dissertation. The analysis focuses particularly on digital marketing strategies relevant to Nike UK, the relationship between digital marketing and customer engagement and brand loyalty, and the contribution of digital marketing to global brand competitiveness. A thematic analysis approach is adopted because it enables findings from studies using different research designs, geographical contexts and samples to be organised around common themes. Rather than treating the 50 studies as isolated sources, the chapter compares their findings and identifies both supporting and contradictory evidence. The analysis therefore provides the empirical foundation for the critical discussion presented in Chapter 5.
[bookmark: _Toc240926579]4.2 Overview of the 50 Selected Peer-Reviewed Journal Articles 
Empirical evidence analysed in this chapter was composed of 50 peer-reviewed journal articles chosen based on the review strategy that was developed in Chapter 3. The studies chosen offer insights into digital marketing strategies, social media marketing, influencer marketing, digital content, personalisation, artificial intelligence (AI), customer engagement, brand loyalty and competitive advantage. There is a literature base that addresses various contextual and geographical situations as well as industry-specific variations, and commonalities and differences can be identified.
Most of the studies selected have been published during the period 2020-2025, which highlights the dynamic and evolving landscape of digital marketing, with social media, AI, data analytics, mobile technologies and digital customer experiences growing in significance. The studies apply various methodological approaches, such as quantitative survey, qualitative approaches, mixed methods and literature-based approach. This methodological diversity helps to provide evidence from different perspectives, but also poses problems when directly comparing findings.
These geographical contexts appear within the literature include UK, Europe, North America and Asian markets and the industry contexts are sportswear, fashion, retail, consumer brands and wider business environments. 
[bookmark: _Toc240926658]Table 3: Profile of the 50 Selected Studies
	Category
	Profile

	Total studies
	50 peer-reviewed journal articles

	Publication period
	Mainly 2020–2025

	Geographical contexts
	UK, Europe, North America, Asia and other relevant markets

	Industry contexts
	Sportswear, fashion, retail, consumer brands and general business

	Research methodologies
	Quantitative, qualitative, mixed methods and review-based studies

	Main themes
	Digital marketing, social media, influencers, AI, personalisation, engagement, loyalty and competitiveness

	Main analytical focus
	Digital strategies, consumer responses and competitive outcomes


The differences between the studies selected give an overall body of evidence, but they also require critical comparison. When evaluating individual results, special attention is made to the differences in the samples, countries as well as industry and research design.
[bookmark: _Toc240926580]4.3 Findings on Digital Marketing Strategies Adopted by Nike UK 
The second theme that is apparent in the literature reviewed is the variety of digital marketing strategies that are being employed by brands today and how these relate to Nike UK. In each of the 50 studies, digital marketing is described as a multi-faceted phenomenon with association with social media, influencers, digital content, personalisation, data analytics, AI and the integration of digital experiences with customers. But the quality of the research evidence is dependent on the nature and methods of the research.
[bookmark: _Toc240926581]4.3.1 Social Media Marketing
When considering the selected literature, social media marketing appears as one of the most talked about digital marketing strategy. In general, studies have shown that social media provides a platform for brands to reach consumers quickly, engage them in conversations and share brand content with a mass audience. The big advantage of this evidence is that there are some studies that look at actual consumer responses in order to be able to draw links between what the consumers are doing on the social media and the results such as engagement, awareness, and brand response.
Many of these findings were based, however, on cross-sectional surveys and on self-reported consumer perceptions. These designs can detect relationships yet don't consistently be able to determine whether or not social media exercise leads to lasting behavioral modifications. Moreover, some studies focus on individual platforms or specific consumer segments, limiting generalisation to markets.
The results are generalizable to Nike UK, as social media is a medium that allows Nike to portray its sporting brand, share product stories and campaigns with customers, and encourage them to interact.
[bookmark: _Toc240926582]4.3.2 Influencer and Athlete Marketing
Another constant theme is that of influencer and athlete marketing. Most of the published research indicates that credible influencers and recognisable sports personalities can capture consumers' attention, contribute to perceived authenticity and enhance brand communication. One of the primary benefits of studies focused on influencers is the ability to illustrate the significance of source credibility and consumer identification in digital marketing.
But the power of influencers is not universal. There is some research that suggests that over-commercialisation or lack of perceived authenticity can diminish consumer trust. Furthermore, research into specific influencers, platforms or demographic segments may not directly apply to a worldwide brand like Nike. Athlete and Influencer communication could then be seen as more than marketing in the eyes of Nike UK. 
[bookmark: _Toc240926583]4.3.3 Personalisation, AI and Data Analytics
Additional digital capabilities highlighted in the literature include personalisation, AI, and data analytics. Research shows that data-driven marketing can help brands gain insight into consumer preference and offer more personalized recommendations, communications and experiences. One strength of this literature is that it acknowledges that customer data is being used more effectively and not just mass communication, in digital marketing.
The relevance is in Nike UK's ability to become a Nike who can mix the customer data with personalised digital experiences. The evidence shows that technological capability is useful when it adds value to relevance and customer experience, rather than scale of technology.
[bookmark: _Toc240926584]4.3.4 Digital Content and Online Campaigns
Consumer attention and brand communication always go hand-in-hand with digital content and storytelling. Research indicates that by making content more engaging, relevant, and interactive in a visual way, consumers' reaction can be enhanced. This evidence is particularly strong given that it emphasizes content quality instead of focusing on digital channels alone.
But there are some studies that heavily rely on the short-term engagement metrics (likes or views, clicks, etc.) and don't determine where that leads to over time (loyalty, competitive results, etc.). This is a distinction that is significant for Nike UK as it is important that digital campaigns can help to build the bigger picture of brand relationships – not just create a buzz.
[bookmark: _Toc240926585]4.3.5 Omni channel/Digital Customer Experience
Selected literature also shows that consumers are increasingly expecting to be able to interact seamlessly between websites, mobile apps, social media and physical stores. Omni channel strategies can help smoothen the path of the customer journey and can help ensure consistency between digital and physical channels. But it is difficult to implement as it involves integration, which can include technological compatibility, accurate customer data, and organisational coordination.
The evidence all points to a digital marketing strategy for Nike that is not just a series of promotional campaigns. This social media, influencers, content, personalisation, AI and Omni channel experiences can work in harmony and be used as tools to engage and respond to the market.
[bookmark: _Toc240926586]4.4 Findings on Customer Engagement and Brand Loyalty 
The second key theme is about the connection between digital marketing, customer engagement and brand loyalty. In most of the studies chosen, digital marketing is seen as a pathway to more consumer interactions. However, evidence also suggests that engagement and loyalty should not be synced.
[bookmark: _Toc240926587]4.4.1: Digital Marketing and Customer Engagement
These selected studies generally suggest that digital marketing provides consumers the opportunity to get involved with brands in ways that go beyond one-way communication. With interactive content, digital campaigns, and personalised communication, businesses can get consumers to respond, join in, and share brand-related content.
The value of these studies is that they are based on the recognition that engagement is a multidimensional phenomenon with both behavioural, cognitive and emotional dimensions. Many studies do measure engagement in relatively short-term measures however, that makes it hard to see if engagement can be sustained over time.
Overall, for Nike UK, it indicates that digital marketing can offer ways to keep consumers on their sites and engaging, but the engagement must be meaningful and relevant.
[bookmark: _Toc240926588]4.4.2 Social Media Interaction
Social media engagement often comes in the form of likes, comments, shares, and user generated content and community engagement. Many studies in the literature indicate that these interactions can enhance consumers' engagement with brands. User-generated content is especially significant as it gives consumers a voice in the brand communication, instead of being just the audience.
But the fact that there is social interaction does not necessarily mean positive attitudes of consumers. Engagement metrics can be limiting as they can sometimes overlook the reasons behind consumer behaviour. If a lot of comments are made, say, for example, a positive response or negative response could manifest.
Nike UK must therefore think about how good and how positive the engagement is, and not just how many. As a consequence, Nike UK must think about the quality and the sentiment of the interaction, not just the quantity of the interaction as the measure of successful marketing.
[bookmark: _Toc240926589]4.4.3 Brand Trust and Emotional Connection
According to several studies, there is a relationship between digital communication and trust, emotional attachment and relationship building. Consumers can become more familiar with a brand through consistent communication and relevant content, and authentic communication can enhance the perceived credibility.
This evidence is strong because it acknowledges that customers relate to businesses through multiple interactions and not from a single promotional touch point. But there are other factors involved other than just digital marketing; product quality, service experience and corporate behaviour. Thus, digital communication cannot ensure the quality of the relationship.
[bookmark: _Toc240926590]4.4.4 Brand Loyalty and Purchase Intention
A general pattern in the literature is that positive relationships are reported between digital marketing and purchase intention and loyalty related results. When it comes to consumer buying, personalisation, relevant communication and positive digital experiences can go a long way to making them more likely to consider buying or maintaining a relationship with a brand.
The evidence isn't all consistent, though. Some studies have found a strong correlation, while others have found weaker associations or pointed to the role of intervening variables like satisfaction, trust, perceived value and consumer attributes. This implies an important difference:
It is possible for a consumer to engage with Nike's social media frequently without being a loyal customer. As such, engagement is not a sign of loyalty – it's a potential avenue to it.
[bookmark: _Toc240926591]4.4.5 Influencer and Community Effects
A more robust involvement of consumers can be achieved by building shared interests and social identification with influencers and online communities. The literature indicates that credible influencers can help bring about a brand response and communities can give consumers a sense of belonging.
However, the effectiveness of influencers is context-dependent. Changes in credibility, and in the target audience and the product category can impact results. In general, the findings indicate that digital marketing works best for loyalty when used in conjunction with interaction, trust and building relationships, and relevance.
[bookmark: _Toc240926592]4.5 Findings on Digital Marketing and Global Brand Competitiveness 
The third big theme is how digital marketing helps build a global brand competitiveness. Based on the literature items selected, digital marketing can help competitiveness in terms of visibility, differentiation of customers, innovation, responsiveness towards market and international communication. But the proof also indicates that digital marketing must be seen as part of a broader organisations capability.
[bookmark: _Toc240926593]4.5.1 Brand Visibility
Digital platforms allow brands to connect with consumers globally and to engage them with regularity. Overall, literature suggests that social media, digital advertising, platforms such as search, and online content can boost brand visibility. The key asset of this evidence is its applicability to brands that are active in other markets around the world. But, just because there is good visibility doesn't mean they will be competitive. Exposure can create awareness but not differentiation and loyalty. So Nike UK needs to turn visibility into value to the consumer.
[bookmark: _Toc240926594]4.5.2 Competitive Advantage
The studies chosen indicate that digital competences can help to achieve competitive advantage through communication and customer understanding and responsiveness. Strategically valuable resources are those that are hard for their competitors to effectively replicate, like digital resources like customer data, technology, platforms, marketing knowledge etc.
In the long run, however, technological resources can become widespread and available to many, and thus may not continue to be an advantage. The competitive relevance of digital marketing for Nike UK is thus related to the ability of digital resources to be linked to the brand reputation, marketing skills and customer relationships.
[bookmark: _Toc240926595]4.5.3 Digital Innovation
Important aspects of digital innovation include AI, data analytics, mobile applications, and personalised experiences. It is suggested in the literature that these technologies can facilitate a quick adjustment of firms to changing consumer preferences.
One thing that's good about the recent research is that they are focusing on new technology. Much of the evidence is relatively new, however, and long term impacts are unknown. Moreover, privacy issues, implementation and investment challenges can arise associated with technological innovation.
[bookmark: _Toc240926596]4.5.4 Global Brand Positioning
Digital platforms offer global brands tools to convey a uniform brand message to markets, but enable local content to engage with local market expectations. The literature indicated that digital story telling can enhance international brand recognition and keep the brand visible.
However, a strong emphasis on standardization may lead to a loss of local relevance, and too much adaptation can lead to a loss of global brand consistency. Nike UK thus exists in a tension between a global identity and UK-specific consumer expectations.
[bookmark: _Toc240926597]4.5.5 Competition with Adidas/Other Sportswear Brands
Comparisons can only be made directly with Adidas or other sportswear brands where there have been direct comparative studies found in the 50 studies. If it doesn't exist, it is not possible to draw a secure comparison through the literature reviewed in this chapter.
Overall, the findings suggest that digital marketing plays a role in competitiveness in terms of visibility, differentiation, innovation, and customer connection, yet there must be more Organisational capabilities.
[bookmark: _Toc240926598]4.6 Cross-Study Patterns and Research Findings 
There are several trends and counter-trends in the comparison of the 50 studies selected. One thing that emerges consistently is that, overall, digital marketing provides opportunities for more interactions and engagement with customers. Interactive content and personalised communication are ubiquitous examples of ways that consumers can engage in brand activities, appearing on social media again and again.
The literature, however, has shown that positive engagement does not always lead to loyalty in the long run. Some studies yield positive correlations between engagement and loyalty-related variables, while others reveal a weaker correlation or suggest that other variables such as trust, satisfaction, perceived value and consumer characteristics mediate the link.
The results of influencer marketing are also broadly positive but context dependent. It seems to be a matter of trust, believability and of the audience accepting the persona of the influencer and the type of relationship that exists between the brand and the influencer. Likewise, personalisation is often linked to greater relevance and customer experience, but may be hampered by privacy and data issues.
The digital capabilities are normally linked with better competitiveness, among them, through better visibility, innovation and customer understanding. Similar methodological limitation is found throughout the literature. Many studies are limited in their capacity to draw long-term causal conclusions due to the use of cross-sectional designs, limited geographical and/or limited sample sizes, self-reported data, and limited longitudinal evidence.


[bookmark: _Toc240926659]Table 4: Cross-Study Comparison of Major Findings
	Major Finding
	Supporting Evidence
	Contradictory/Mixed Evidence
	Overall Pattern

	Social media supports engagement
	Multiple selected studies
	Some context-dependent findings
	Mostly positive/mixed

	Influencer marketing improves brand response
	Multiple selected studies
	Effectiveness varies by credibility and context
	Context-dependent

	Personalisation strengthens customer experience/loyalty
	Multiple selected studies
	Privacy and consumer-response concerns
	Positive/mixed

	Digital capability supports competitiveness
	Multiple selected studies
	Technology alone may not create sustained advantage
	Generally positive

	Engagement leads to loyalty
	Several studies
	Other studies identify weak/indirect relationships
	Not automatic


[bookmark: _Toc240926599]


4.7 Findings Against Research Questions
The findings from the 50 selected peer-reviewed journal articles provide evidence relevant to all three research questions.
[bookmark: _Toc240926660]Table 5: Findings Against Research Questions
	Research Question
	Main Finding

	RQ1: What digital marketing strategies are employed by Nike UK, and how do they influence customer engagement and brand loyalty?
	The literature identifies social media, digital content, influencer/athlete communication, personalisation, AI and data analytics, mobile/digital platforms and omnichannel experiences as important digital marketing approaches.

	RQ2: How does digital marketing enhance Nike UK's global brand competitiveness?
	Digital marketing generally supports customer engagement, trust and relationship development, which can contribute to loyalty and purchase intention, although engagement does not automatically produce loyalty.

	RQ3: What strategies could further improve Nike UK's digital marketing performance?
	The evidence indicates that stronger personalisation, AI-enabled experiences, integrated digital channels, meaningful community engagement and effective use of customer data could improve digital marketing effectiveness, subject to privacy and implementation considerations


The findings therefore indicate an interconnected relationship between digital marketing activities, consumer responses and competitive outcomes..
[bookmark: _Toc240926600]4.8 Chapter Summary 
This chapter analysed findings from 50 selected peer-reviewed journal articles concerning digital marketing, customer engagement, brand loyalty and global brand competitiveness. Through analysis, social media marketing, influencer and athlete communication, digital content, personalisation, AI and data analytics and Omni channel experiences emerged as key digital marketing themes. These activities are generally reported in the literature as ways to build engagement and trust and develop the relationship with customers. But the data also shows that online engagement is no guarantee of loyalty. Digital marketing was also determined to be a driver of brand visibility, differentiation, innovation and competitive positioning, especially in combination with broader organisational competences. The cross-study analysis revealed both consistent and conflicting results, and some methodological shortcomings were also found, including cross-sectional designs, and inconsistencies in the evidence across studies, especially in the few studies with long-term data. Chapter 5 builds on these findings by critically interpreting them in relation to previous literature and the Resource-Based View, Dynamic Capabilities Theory and Relationship Marketing Theory.







[bookmark: _Toc240926601]Chapter 5: Findings and Discussion
[bookmark: _Toc240926602]5.1 Introduction
In today's rapidly evolving digital sportswear market, maintaining brand competitiveness has become a problem. In the fast-changing digital sportswear market, maintaining brand competitiveness has become a problem. While digital marketing offers opportunities for global brands to boost their visibility, interaction with their customers, personalisation and customer experience (CE), existing literature covers the different areas of social media marketing, influencer marketing, digital content, artificial intelligence (AI), personalisation, customer engagement, loyalty and competitive advantage (Herhausen et al., 2020; Zollo et al., 2020). The study hence looked at the contribution of digital marketing to improve global brand competitiveness and considered the backdrop of case context Nike UK. The following research questions were addressed: RQ1 – How does Nike UK's digital marketing strategy impact on customer engagement and brand loyalty? RQ2 – What is the role of digital marketing in Nike UK's global brand competitiveness? RQ3 – What are the implications of digital marketing on improving the marketing effectiveness of Nike UK?
This chapter does not simply restate the results as presented in Chapter 4, but interprets the results in a critical way. The results are compared with the literature used and analysed by using three theories which are: Resource-Based View (RBV) theory, Dynamic Capabilities theory and Relationship Marketing theory. The chapter is also designed to examine the current scenario of Nike, its advantages and disadvantages, identify the gap in the study, discuss the theoretical, empirical and practical contributions and finally provides recommendations based on the findings of the study.
[bookmark: _Toc240926603]5.2 Overview of Key Findings
The results show that digital marketing can be sensed as a multi-faceted strategic competence and not simply a promotional tool. Social media marketing proved to be a key tool for building customer engagement, participation and community, for one, first. This aligns with the findings that social media marketing has a compelling effect on the outcomes of social engagement and social relationships, as well as consumer-based brand equity (Zollo et al., 2020; Samarah et al., 2022; Ibrahim and Aljarah, 2023).
Second, athlete/influencer marketing can enhance credibility, reach, and emotional connections to a brand. But, it is dependent on credibility, authenticity, expertise and fitting between the communicator and the brand (Saima and Khan, 2021; Liu and Zheng, 2024; Vrontis et al., 2021). Third, personalisation, AI and data analytics can enhance relevance and customer experience, but the value of these can be limited by privacy, data quality and consumer trust concerns (Huang et al., 2022; Liu-Thompkins, Okazaki and Li, 2022).
Fourth, engagement is not necessarily loyalty. Trust, satisfaction, relationship quality and perceived value may affect engagement to foster higher customer relationship (Srivastava and Sivaramakrishnan, 2021; Ibrahim and Aljarah, 2023). Finally, digital competencies can foster competitiveness by means of customer knowledge, innovation, differentiation and market responsiveness (Wang, 2020; Homburg and Wielgos, 2022). 
[bookmark: _Toc240926604]5.3 Discussion of RQ1: Digital Marketing Strategies, Customer Engagement and Brand Loyalty
RQ1: What digital marketing strategies are adopted by Nike UK and how do they influence customer engagement and brand loyalty?
The results reveal a number of social media marketing, athlete and influencer communication, digital content, personalisation, AI, data analytics and Omni channel experiences as the most relevant digital marketing strategies that are relevant to Nike UK. These strategies will impact engagement and relationship building but they don't necessarily drive loyalty.
[bookmark: _Toc240926605]5.3.1 Social Media Marketing and Customer Engagement
One of the most prominent themes was social media marketing. The results found that social media can build customer engagement, which is aligned with Zollo et al. (2020) who found relationship between social media marketing, consumer benefits, brand experience and consumer-based brand equity. In the same way, Samarah et al. (2022) have found that brand interactivity and involvement can enhance engagement and trust, and Ibrahim and Aljarah (2023) found relationships between social media marketing, relationship quality and loyalty.
The following findings, however, offer a more critical interpretation. Just being on social media isn't enough to get involved. Consumer responses are affected by the content relevance, interactivity, authenticity and quality of communication. This is well understood by various theories in the field of Relationship Marketing, which suggest that familiarity leads to trust and ongoing relationships (Morgan and Hunt, 1994). 
[bookmark: _Toc240926606]5.3.2 Influencer and Athlete Marketing
The results also confirm the significance of influencer and athlete marketing. Liu and Zheng (2024) discovered that informative value, authenticity and homophile can enhance par asocial relationships, credibility and purchase intention. Saima and Khan (2021) also note that credibility, trustworthiness and information quality and entertainment are important influencer characteristics. However, Vrontis et al. (2021) stress that influencer marketing is context sensitive. Zhou et al. (2020) also show the importance of athlete attractiveness and the congruence between the athlete's expertise and the brand image.
These results align in a general sense with the results of the present study but also offer Nike a reason to think twice about the connection between celebrity presence and customer loyalty. Athlete marketing has the potential to reach a wide audience, add credibility, build an emotional association and engage youth, and athlete relationships can support Nike's sports identity. 
Nike's relationships with their athletes could also be regarded as valuable intangible resources from an RBV view, and from a RM standpoint, they could be the sources of credibility and frequent communication, which can build trust among the athletes. Therefore, athlete marketing is of strategic value when visibility is turned into substantive engagement, trust and relationship building.
[bookmark: _Toc240926607]5.3.3 AI, Personalisation and Data-Driven Marketing
The results demonstrate the potential of AI, personalisation and data analytics to enhance the relevance of marketing and customer experience. Huang et al. (2022) point to AI interactivity as a tool for engaging in value co-creation and engagement; Liu-Thompkins, Okazaki and Li (2022) propose that the use of artificial empathy can enhance customer experience. Homburg and Wielgos (2022) also highlight the strategic value of digital marketing skills.
For Nike, these technologies can help them with customisation, communication targeting, customer insight and customer retention. But it comes with good execution. Consumer trust can be eroded due to privacy concerns, data security, algorithmic bias, and personalisation.
The dynamic capabilities theory offers an appropriate interpretation because technology is not a sustainable capability. Nike should continuously monitor consumer expectations and opportunistically acquire the latest technologies that are relevant to the company's business and adjust the company's digital capabilities as the market evolves (Teece, Pisano and Shuen, 1997). 
[bookmark: _Toc240926608]5.3.4 Omni channel Digital Experience
The results also highlight the need for a seamless customer experience throughout Nike's app, website, social media, online and brick and mortar channels. Omni channel integration can streamline the journey and ensure consistency across all channels. This aligns with Tran Xuan, Truong and Vo Quang (2023) who determined that the quality of integration, fluency and assurance may impact customer experience and loyalty.
But for such omnichannel marketing technologies must be compatible, customer data must be correct, and there must be organisational coordination. Thus, having multiple channels isn't enough; it has to be part of a unified customer experience that Nike offers.
[bookmark: _Toc240926609]5.4 Discussion of RQ2: Digital Marketing and Global Brand Competitiveness
RQ2: How does digital marketing enhance Nike UK's global brand competitiveness?
The findings indicate that digital marketing contributes to competitiveness through visibility, customer knowledge, engagement, innovation, differentiation and market responsiveness. 
[bookmark: _Toc240926610]5.4.1 Digital Marketing as a Strategic Resource
RBV offers a good explanation of the findings. Barney (1991) claims that certain resources can be valuable and difficult to replicate and provide a sustainable competitive advantage. Nike's Digital platforms, Customer information, brand equity, Athlete relationships, Digital expertise, and Customer communities can thus be viewed as strategically relevant resources.
Homburg and Wielgos (2022) demonstrate that digital marketing capabilities could increase profitability in addition to traditional marketing ones, and Wang (2020) found digital marketing capabilities to enhance performance of international firms. Digital channels, social media and digital relationships are also important aspects of digital marketing capability noted by Herhausen et al. (2020).
But technology is becoming more prevalent nowadays for competitors. So Nike's competitive edge is not necessarily in owning specific technologies, but in having the means to use them in conjunction with brand equity, marketing know-how, innovation and customer relationships. This relationship can be expressed as:
Digital resources → Digital skills/capabilities → Customer value creation → brand strength → competitive advantage
So, the results validate RBV but also point to the fact that resources need to be utilized strategically to add value.
[bookmark: _Toc240926611]5.4.2 Dynamic Capabilities and Nike's Digital Adaptation
The RBV approach does not fully reflect competitiveness in this digitalizing world. According to the Dynamic Capabilities Theory, the requirement for adaptation is added. The digital platforms, expectations of consumers, the ways the information is processed through AI algorithms and the competitors' strategies are constantly changing and anything that is already available in the market can become obsolete if it is not kept up to date (Teece, Pisano and Shuen, 1997).
Nike's ability to be competitive, then, depends on how well it is attuned to the ever-changing preferences of consumers and how well it leverages new digital tools and opportunities to transform its capabilities. With this in mind, Wang (2020) highlights the importance of digital skills in internationalization and Fainshmidt et al. (2019) demonstrates the strategic role of dynamic capabilities more generally.
Important because, when things go wrong, existing good resources do not provide future performance. Nike will have to continuously fine-tune their digital approach according to the competitive environment, consumer desires and technological developments.
[bookmark: _Toc240926612]5.4.3 Customer Engagement, Loyalty and Competitive Advantage
One key takeaway is that digital engagement doesn't necessarily mean digital competitive advantage. The more realistic one would be:
Digital interaction – engagement – trust – loyalty – repeat purchase/advocacy – competitive outcomes
Samarah et al. (2022) speak about the importance of trust in this process and Ibrahim and Aljarah (2023) refer to the importance of quality in the relationships. Furthermore, Srivastava and Sivaramakrishnan (2021) show that engagement and satisfaction can also be improved through eWOM, even if there is no direct relationship to loyalty.
For Nike it is all about increasing social media metrics with retention, repeat purchase, participation in membership, advocacy, and customer lifetime value. Engagement on digital is more pertinent when it leads to a repeat customer or behaviour changing for the business.
[bookmark: _Toc240926613]5.5 Nike's Current Situation: Benefits and Challenges
[bookmark: _Toc240926614]5.5.1 What Nike Has Achieved
Nike has built up strong digital marketing capabilities and tools via social media, digital commerce, mobile platforms, athlete stories, and customised consumer interaction. These capabilities, consistent with the evidence that digital marketing capabilities can generate value when properly connected with the customer-facing capabilities (Homburg and Wielgos, 2022; Wang, 2020), are relevant for brand visibility, customer engagement and direct relationships with the consumers. Nike's direct-to-consumer business is another example of the business value of its digital ecosystem. NIKE Direct achieved $21.5 billion in FY2024, while NIKE Brand Digital fell 3%, suggesting a continued focus on digital capabilities, but not necessarily growth (Nike, 2024). 
[bookmark: _Toc240926615]5.5.2 What Nike has not fully achieved.
Research has shown that there is a non-linear relationship between social media engagement and brand loyalty, with trust and relationship quality serving as intermediate variables (Lahikast, 2015; Samarah et al., 2022; Ibrahim and Aljarah, 2023). This is important for Nike because it's not enough to increase digital visibility and interaction without proving that it helps to achieve lasting customer loyalty and competitiveness. This is also evidenced in Nike's recent performance: Nike Direct revenue decreased by 13% and the Nike Brand Digital by 20% (Nike, 2025). While these numbers don't prove cause and effect, they suggest Nike has not yet made full use of its digital identity to drive consistent business results.
[bookmark: _Toc240926616]5.5.3 What Nike could improve.
Nike can move loyalty closer to digital engagement by making personalisation more relevant to UK customers, bringing more authentic athlete/influencer content, improving omnichannel experiences and ensuring customers are aware of how their data is being used. While customer experience can be facilitated with AI-based personalisation, there is a need for trust and customer–technology interaction in order to be effective (Haleem et al., 2022; Liu-Thompkins et al., 2022). So, Nike should look at more than just engagement metrics when measuring its digital marketing; he should be measuring it with retention, repeat purchase, loyalty, and customer lifetime value as well. 
[bookmark: _Toc240926617]5.6 Discussion of RQ3: Strategies for Improving Nike UK's Digital Marketing Effectiveness
RQ3: What strategies could improve Nike UK's digital marketing effectiveness?
[bookmark: _Toc240926618]5.6.1 Strengthen AI and Personalisation
Where there is clear customer value, Nike needs to build on the power of AI in personalisation. Recommendations and communications need to be relevant and transparent, respect privacy and responsible data governance (Huang et al., 2022; Liu-Thompkins, Okazaki and Li, 2022).
[bookmark: _Toc240926619]5.6.2 Transform engagement to loyalty
Beyond likes, shares and views, Nike needs to track retention, repeat purchase, participation in membership, advocacy and customer lifetime value. This is in light of the fact that engagement doesn't guarantee loyalty (Srivastava and Sivaramakrishnan, 2021).
[bookmark: _Toc240926620]5.6.3 Strengthen Authentic Athlete and Influencer Content
Credibility, authenticity, expertise, and brand fit are the main points for Nike to consider when choosing athletes and influencers (Saima and Khan, 2021; Liu and Zheng, 2024). While a short-term promotion might generate trust, a long-term relationship can foster more trust than a one-time promotion.
[bookmark: _Toc240926621]5.6.4: Enhance UK specific digital adaptation.
Nike needs to keep the iconic sports brand in the global framework and customize digital content and campaigns to suit UK market preferences. This adaptation is in line with Dynamic Capabilities Theory, which emphasizes that being competitive means making constant adaptations to a changing environment (Teece, Pisano and Shuen, 1997).
[bookmark: _Toc240926622]5.6.5 Improve Omni channel Experience
Nike must improve the integration of app, website, social media, e-commerce and physical stores. If the organisation and technology can be integrated successfully, a steady journey can enhance the convenience and experience of customers (Tran Xuan, Truong and Vo Quang, 2023).
[bookmark: _Toc240926623]5.7 Theoretical Discussion
[bookmark: _Toc240926624]5.7.1 Resource-Based View
The results are broadly supportive of RBV as the Nike's digital platforms, customer information, brand equity, and athlete relationships and marketing capabilities may generate customer value and customer differentiation (Barney, 1991). But this isn't enough. The value of their lies in effective deployment and integration.
[bookmark: _Toc240926625]5.7.2 Dynamic Capabilities Theory
The results confirm Dynamic Capabilities Theory; as digital competitiveness needs constant adaptation. As Nike's consumers evolve, it has to align its product offerings to their changing preferences as well as capitalize on the technological and market opportunities and restructure its digital resources and processes (Teece, Pisano and Shuen, 1997).
[bookmark: _Toc240926626]5.7.3 Relationship Marketing Theory
The results also corroborate with the Relationship Marketing Theory. The use of social media, tailored communication, online communities and genuine connections with athletes can help build trust, commitment and loyalty (Morgan and Hunt, 1994; Samarah et al., 2022). Digital communication is not the only way to ensure customers are loyal as product quality, satisfaction and wider customer experience all affect relationships.
[bookmark: _Toc240926627]5.8 Comparison with Existing Literature
In summary, the results support the literature used in the selection in general, regarding the positive potential of social media, influencer marketing, personalisation and digital capabilities. The evidence for interaction, relationship quality, credibility and engagement is provided by Zollo et al. (2020), Samarah et al. (2022), Ibrahim and Aljarah (2023) and Liu and Zheng (2024).
But the results also support more naysaying results in the literature. Srivastava and Sivaramakrishnan (2021) confirm that engagement does not directly lead to loyalty, and Fetais et al. (2023) suggest that social media marketing can impact loyalty through community and brand-based pathways, not just direct relationships.
Variations in study results may be due to industry, geographic, sample, platform, methodology, and research period differences. The experiences of the banking, e-commerce and other service sectors do not automatically apply to sportswear. Like cross-sectional studies, longitudinal studies offer different evidence. 
[bookmark: _Toc240926628]5.9 Addressing the Research Gap
The identified research gaps in Chapters 1 and Chapter 2 focused on fragmentation of evidence on social media, influencer marketing, engagement, loyalty, AI and digital capabilities. This study in part fills this gap by including these dimensions in a case study of Nike UK and global sportswear.
The results give an integrated perspective: Digital Marketing Strategies affect Customer Engagement and Customer Relationship Mechanisms, which can in turn be related to Loyalty and to the competitive results. The integration of the resource, adaptation and relationship perspectives is also made through the application of RBV and Dynamic Capabilities Theory and Relationship Marketing Theory. Still the gap can't be deemed closed. Since the study is using secondary evidence, the study cannot make any direct causal linkages between these variables for Nike UK consumers. 
[bookmark: _Toc240926629]5.10 Research Contribution
The study has three major contributions. Theoretically, it illustrates the importance of integrating RBV, DCT and RMT to explore the phenomenon of digital marketing and competitiveness (Barney, 1991; Teece, Pisano and Shuen, 1997; Morgan and Hunt, 1994). Empirically, it combines the different evidence regarding social media, influencers, AI, personalisation, engagement, loyalty and competitiveness in the Nike UK/global sportswear environment. This is a more comprehensive look than looking at the digital marketing activities individually. In practice it points to strategies that Nike UK should explore, such as increased use of AI personalisation, better conversion of engagement to loyalty, more genuine connections with athletes, adapting to the UK market, and greater multi-channel integration and enhanced privacy measures.
[bookmark: _Toc240926630]5.11 Chapter Conclusion 
This chapter critically analysed the results of the 50 selected peer reviewed studies and answered the three research questions. The evidence suggests that Nike's digital marketing efforts can enhance engagement, trust, customer relations and competitiveness, although these benefits are dependent. Digital Marketing should be viewed as not only a communication medium but a strategic tool as well.
[bookmark: _Toc240926631]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc240926632]6.1 Introduction
Nike UK operations were the context of this dissertation as digital marketing was explored as a method of improving global brands' competitiveness. The study was conducted to understand the impact of digital marketing on customer engagement and brand loyalty, the role of digital in Nike's competitive advantage and how Nike UK can become more effective at digital marketing. The methodology adopted was an Extended Literature Review (ELR) that included 50 peer reviewed journal articles and other secondary sources of information that were relevant to the research.
The study was based on social media marketing, athlete marketing, influencer marketing, digital content, personalisation, artificial intelligence (AI), customer data analytics and Omni channel experiences. The results were analysed using the Resource Based View (RBV) (Barney 1991) and the Dynamic Capabilities Theory and Relationship Marketing Theory (DCT and RMT) (Teece, Pisano and Shuen 1997) and (Morgan and Hunt 1994).
[bookmark: _Toc240926633]6.2 Summary of Key Findings
Chapter 4 highlighted a number of main findings. However, in general, social media marketing improves customer interaction and engagement by allowing brands to connect directly with consumers and build online communities (Zollo et al., 2020; Samarah et al., 2022). But when it comes to engagement, likes, comments and views don't necessarily mean long-term loyalty.
Second, athlete and influencer marketing can enhance credibility, visibility and emotional connections by having the right type of expertise, authenticity, and brand fit (Saima and Khan, 2021; Liu and Zheng, 2024). Third, AI and personalisation and customer-data capabilities can enhance relevance and digital customer experience and, while still relevant, are privacy and transparency concerns? (Huang et al., 2022; Liu-Thompkins, Okazaki and Li, 2022).
Fourth, customer engagement can contribute to loyalty, but this relationship is influenced by trust, satisfaction and relationship quality (Ibrahim and Aljarah, 2023; Srivastava and Sivaramakrishnan, 2021). Finally, digital competencies can be strategically important assets to create customer's value, differentiation and competitive positioning, but not all technology will create a sustainable competitive advantage (Homburg and Wielgos, 2022; Wang, 2020).
[bookmark: _Toc240926634]6.3 Answers to the Research Questions
[bookmark: _Toc240926635]RQ1: What digital marketing strategies are employed by Nike UK, and how do they influence customer engagement and brand loyalty?
The results show that Nike UK has an integrated digital ecosystem comprising of social media, digital content, athlete and influencer communication, mobile apps, eCommerce, personalisation and data-driven customer engagement. This is one way to create more interaction, relevance and emotional involvement in these activities.
Social media and athlete/influencer activities can be especially effective in creating engagement and brand visibility, and personalisation can help enrich digital experiences. But, not all engagement is loyalty. Building better long-term relationships is vital in customer-supplier relationships, particularly with regard to trust, relationship quality, satisfaction, and meaningful customer experiences (Zollo et al., 2020; Ibrahim and Aljarah, 2023).
Therefore, the answer to RQ1 is that Nike UK's digital marketing efforts can help build customer engagement and drive brand loyalty, but it requires trust, relevance, customer experience and customer relationship-building.
[bookmark: _Toc240926636]RQ2: How does digital marketing enhance Nike’s global brand competitiveness?
Digital marketing can help Nike be more competitive in areas of increased brand visibility, direct customer relationship, personalisation, digital innovation and increase customer experience. When properly organised and deployed, digital resources like customer data, digital platforms and analytics can turn into a strategically vital ability (Barney, 1991; Homburg and Wielgos, 2022).
Another aspect of competitiveness is that a company's ability to adapt to shifting consumer needs and technological advancements is necessary for competitiveness, as highlighted by Dynamic Capabilities Theory (Teece, Pisano and Shuen, 1997). 
The answer to RQ2 is yes, digital marketing can improve Nike's global competitiveness by linking digital resources with value, engagement, loyalty, innovation and brand differentiation for customers.
[bookmark: _Toc240926637]RQ3: What strategies could further improve Nike UK’s digital marketing performance?
The results indicate that Nike UK should focus on using more AI-powered personalisation, translate social engagement into tangible loyalty, create content that is more relevant to the UK, focus more on authentic relationships with athletes and influencers, enhance omnichannel integration and ensure data transparency and evaluate digital marketing performance against wider business and relationship results.
Finally, the question of RQ3 should be answered with the conclusion that Nike UK is not just doing enough to focus on engagement, it should adopt a more integrated digital approach, linking personalisation, authenticity, trust, loyalty, retention and commercial performance.
[bookmark: _Toc240926638]6.4 How the Study Addressed the Literature Gap
The study aimed to provide answers to some of the gaps highlighted in Chapter 2. The first gap was recognised as being geographical, having many papers coming from outside the UK. The present study did this by analysing the evidence specifically as it relates to the context of Nike UK, but at the same time many studies outside of the UK are essential due to the scarcity of UK specific studies.
Second, it was found that there was a contextual gap between the sportswear and Nike because the reviewed studies were not focused on the sportswear industry but on banking, e-commerce, tourism, beauty, etc. in general instead of on sportswear specifically.  Third, there was an integration gap in the literature. Historically, individual relationships have been studied, including social media and engagement, influencer marketing and purchase intention, and digital capability and performance. These areas were connected in this dissertation, and this was done by the following broader pathway:
Digital marketing leads to customer engagement, which in turn helps to build trust and develop relationships, building brand loyalty, and ultimately improving competitive performance.
Results show that the stages are linked, but not automatic. In particular, digital engagement does not necessarily result in loyalty or competitive advantage (Srivastava and Sivaramakrishnan, 2021; Fetais et al., 2023).
Last but not least, a theoretical / conceptual gap was resolved by an integration of RBV, DCT and RMT. Digital resources, respectively, organisational adaptation and customer relationship development are explained from these perspectives (Barney, 1991; Teece, Pisano and Shuen, 1997; Morgan and Hunt, 1994).
[bookmark: _Toc240926639]6.5 Contribution of the Study
[bookmark: _Toc240926640]6.5.1 Theoretical Contribution
The results generally confirm and build upon the three perspectives. The support of RBV comes from a fact that digital resources and capabilities can be used to add customer value and help provide competitive advantage when effectively used (Barney, 1991). The findings also suggest, however, that the resources alone are not enough—the strategic value of the resources is dependent on how they are developed and used.
Dynamic Capabilities Theory is supported since Nike is a company that has to work in an environment where there are rapidly changing technologies, platforms, and consumer expectations. It is thus important to have a continuous sensing, seizing and reconfiguration process to stay competitive (Teece, Pisano and Shuen, 1997).
Moreover, the theory of Relationship Marketing is supported as it can explain how digital engagement can facilitate loyalty through trust, interaction and relationship quality (Morgan and Hunt, 1994; Ibrahim and Aljarah, 2023). The results, however, cast doubt on the assumption that engagement leads to loyalty.
[bookmark: _Toc240926641]6.5.2 Practical Contribution
The study offers recommendations for Nike managers and digital marketing practitioners. Visibility and engagement are just not enough to gauge the performance of Digital marketing. Managers should also take into consideration customers' trust, retention, loyalty, repeat purchases and the wider commercial results. The results also indicate that Nike should strengthen its global brand and message, whilst respecting local UK communication.
[bookmark: _Toc240926642]6.6 Recommendations
The recommendations are based on the results and are specific to those areas where Nike's current digital capabilities have not yet been fully realised to create enduring customer and competitive value.
[bookmark: _Toc240926643]Recommendation 1: Convert Digital Engagement into Sustainable Loyalty
Nike needs to go past likes, views and comments and build a stronger connection between social-media engagement and membership, repeat purchase, customer retention and advocacy. The results highlight that engagement does not necessarily lead to loyalty, so Nike UK should link social content, Nike membership, personalised offers and follow up communication in a more coherent and more meaningful engagement process. This could enable the shift towards more enduring customer interactions (Samarah et al., 2022).
[bookmark: _Toc240926644]Recommendation 2: Strengthen UK Localisation, Omnichannel Integration and Customer Experience
Nike needs to enhance the linkage of its global digital strategy and customer needs in the UK. The content should be relevant to the local sporting interests, seasonal demand, consumer preferences and should be reflective of Nike's global brand identity in content. At the same time, website, mobile applications, social media, e-commerce and physical stores should provide a more consistent customer journey. This can minimize the friction between digital and physical channels and enhance customer experience and loyalty (Tran Xuan, Truong and Vo Quang, 2023).
[bookmark: _Toc240926645]Recommendation 3: Improve Responsible Personalisation, Trust and Authenticity
Nike must enhance data transparency and consumer trust, along with building on AI driven personalisation. The use of personalised recommendations and content should be clearly communicated and responsibly managed. Meanwhile, athlete-influencer relationships should focus more on credibility, relevance, expertise and authenticity (not only reach) as the “visible” does not equate positive consumer response (Huang et al., 2022; Liu-Thompkins, Okazaki and Li, 2022; Saima and Khan, 2021; Liu and Zheng, 2024).
[bookmark: _Toc240926646]6.7 Limitations of the Study
There are a number of limitations of the study. The first is that the main literature matrix included only 50 peer-reviewed journal articles. This may mean that certain evidence, not included in the selected sample, may have been omitted. Second, the research was solely secondary, with no primary interviews or consumer surveys conducted. Therefore, the results do not directly determine the perceptions or behaviour of Nike UK consumers.
Third, there was limited academic evidence available specific to Nike and the resort was supplemented with international and cross-industry evidence. Fourth, the results do not necessarily apply to all other Nike markets worldwide as the study was based on the context of the UK market. Fifth, some relevant publications may not have been selected for the database or by searching the terms and inclusion criteria. Last but not least, digital marketing is constantly changing, especially in terms of AI and social media technologies, which could alter some of the findings as technology and consumer demands evolve.
[bookmark: _Toc240926647]6.8 Recommendations for Future Research
Further studies involving primary data from Nike UK consumers to explore social media, personalisation, influencer marketing and digital customer experience should be undertaken. Digital marketing manager interviews may be a good source of organisational evidence.
To test the relationship between digital marketing, engagement, trust, loyalty and purchase behaviour, quantitative research can be used. A comparison of the digital strategies and results of Nike and Adidas could involve differences in digital strategies and competitive results. A longitudinal study would be able to measure variations in Nike's digital performance over time.
Further research might also consider the UK's performance against other international markets and the nature of consistency versus adaptation. Other research areas that would be of interest would be the impact of athlete and influencer marketing, the impact of consumer privacy, the transparency of data in relation to AI personalisation, and the long term impact of AI on athlete/influencer marketing.
[bookmark: _Toc240926648]6.9 Final Conclusion
This dissertation finds that digital marketing is not just a marketing tool that Nike uses to promote their products and services – it is a strategic capability, which can help to link Nike customer engagement, trust, loyalty, and competitive performance. Homburg and Wielgos (2022) and Wang (2020) all agree that social media, athlete and influencer marketing, digital content, personalisation, AI, analytics and Omni channel experiences can all contribute to building customer relationships and putting a brand ahead in the competition. Nike UK needs to keep developing their digital capabilities, sensibly rethinking the customer experience, strengthen authentic interactions, and make digital engagements meaningful customer relationships and business opportunities. 
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	Findings connected with literature and three theoretical perspectives
	Discussion should interpret rather than simply repeat Chapter 4
	Draft discussion

	28 August 2026
	Dissertation alignment checked
	Chapters 1–5 checked against aim and RQs
	No new evidence should be introduced in conclusion
	Prepare final revisions

	29 August 2026
	Supervisor feedback incorporated
	50-paper requirement, critical good/bad analysis, conceptual framework and Nike-specific discussion reviewed
	Further checking required
	Finalise matrix and chapters

	30 August 2026
	Full dissertation consistency check
	Aim, RQs, literature themes, methodology, findings and discussion cross-checked
	Citation and reference consistency requires final checking
	Final proofreading

	31 August 2026
	Final review and documentation completed
	Research log book and 50-article matrix prepared as supporting evidence
	Ensure all 50 articles are peer-reviewed, relevant and traceable
	Finalise references, appendices and submission documents







[bookmark: _Toc240926652]Appendix 2- 50 Article
	Source ID
	Author(s)
	Title
	Publication Type
	Date
	Theme/Section
	Main topic
	Aims
	Methods
	Scale/scope
	Main conclusions
	Limitations / Gaps
	Links to other sources

	S1
	Zollo et al.
	Unpacking the relationship between social media marketing and brand equity
	Journal article
	2020
	T1/T2 – SMM & Brand Equity
	Social media marketing and CBBE
	To examine how SMM contributes to brand equity
	Quantitative
	Millennials; social-media brand communities
	SMM affects CBBE through consumer benefits and brand experience
	Millennial/community focus; limited UK sportswear evidence
	Links SMM → experience → CBBE; supports SMM-brand equity relationship

	S2
	Hiew et al.
	Unlocking the power of social media marketing
	Journal article
	2023
	T1/T5 – SMM Capabilities
	SMM capabilities and CBBE
	To assess the effects of different SMM capabilities
	Mixed qualitative/quantitative
	Social-media users
	Posting and interaction capabilities positively relate to CBBE; monitoring was insignificant
	Non-Nike/non-sportswear context; monitoring effect unclear
	Extends S1 by disaggregating SMM capabilities

	S3
	Hafez
	The Nexus Between Social Media Marketing Efforts and Overall Brand Equity
	Journal article
	2023
	T1/T2
	SMM, engagement, attitude and brand equity
	To investigate mechanisms linking SMM to brand equity
	Survey; SEM
	263 Bangladeshi banking consumers
	SMM affects engagement and brand attitude, which partly mediate brand equity
	Banking and Bangladesh-specific context
	Supports S1; complements engagement mechanism

	S4
	Althuwaini
	The Effect of Social Media Activities on Brand Loyalty
	Journal article
	2022
	T2 – Brand Loyalty
	SMM, trust and loyalty
	To examine how social-media activities influence loyalty
	Survey; PLS
	252 Saudi banking users
	Customisation, entertainment and promotion influence trust and loyalty
	Banking sector; Saudi Arabia; cross-sectional
	Links SMM → trust → loyalty

	S5
	Chen & Qasim
	Does E-Brand experience matter?
	Journal article
	2021
	T2 – E-brand Experience
	E-brand experience, CBBE and brand love
	To assess the role of e-brand experience
	Survey; SEM
	441 Chinese consumers
	SMM positively influences CBBE and brand love; e-brand experience mediates brand love
	Chinese sample; not all outcomes mediated
	Supports S1 and experience-based mechanisms

	S6
	Ibrahim & Aljarah
	The era of Instagram expansion
	Journal article
	2023
	T2 – Relationship Marketing
	Instagram SMM and loyalty
	To examine SMM effects on relationship quality and loyalty
	Survey; SEM
	290 Instagram users
	Commitment, trust and satisfaction mediate SMM–loyalty relationships
	Telecommunications; Instagram-specific
	Supports trust/relationship mechanisms in S4

	S7
	Samarah et al.
	The role of brand interactivity and involvement
	Journal article
	2022
	T2 – Engagement & Loyalty
	Interactivity, involvement, engagement and loyalty
	To explain how interactivity produces loyalty
	Survey; PLS
	353 Facebook followers
	Interactivity/involvement → engagement → trust → loyalty
	Airline/Facebook/Jordanian context
	Strongly complements S4 and S6

	S8
	Haudi et al.
	The effect of social media marketing on brand trust, brand equity and brand loyalty
	Journal article
	2022
	T2
	SMM, trust, equity and loyalty
	To test relationships between SMM and brand outcomes
	Survey; SEM
	450 respondents
	SMM positively affects trust, equity and loyalty
	General/SME-oriented context
	Provides multi-outcome support for S1, S4

	S9
	Ashrafa, Khan & Ansari
	Impact of Brand Awareness and Social Media Content Marketing on Brand Loyalty
	Journal article
	2022
	T1/T2
	Content marketing, awareness, trust and loyalty
	To assess how content and awareness influence loyalty
	Survey; PLS
	231 Pakistani textile consumers
	Content marketing and awareness increase loyalty through trust
	Pakistan textile context; limited strategy breadth
	Connects content marketing with S4/S8

	S10
	Choedon & Lee
	Effect of Social Media Marketing Activities on Purchase Intention
	Journal article
	2020
	T2
	SMM, engagement, equity and purchase intention
	To investigate SMM effects on consumer responses
	Quantitative
	Korean cosmetics firms
	SMM influences engagement, brand equity and purchase intention
	Cosmetics/Korea; purchase intention focus
	Extends SMM outcomes beyond loyalty

	S11
	Akgün
	Impact of SMM Activities on Brand Equity, Customer Response and Purchase Intention
	Journal article
	2020
	T1/T2
	SMM and consumer response
	To examine SMM effects on equity and responses
	Quantitative
	Fast-fashion brands
	SMM relates to brand equity and consumer response
	Fast-fashion rather than sportswear
	Provides adjacent fashion-sector evidence

	S12
	Menon
	Influence of Social Media Marketing Efforts on Brand Equity and Consumer Response to Branded Shoes
	Journal article
	2021
	T1/T2
	SMM and branded footwear
	To examine SMM effects in branded shoes
	Quantitative
	Indian branded-shoe consumers
	SMM influences brand equity and consumer response
	India-specific; limited global-brand comparison
	Highly relevant to Nike footwear; supports S11

	S13
	Zubair, Baharun & Kiran
	Role of traditional and social media in developing CBBE
	Journal article
	2022
	T1/T2
	Social media and CBBE
	To compare media effects on brand equity
	Quantitative
	Fashion, mobile and soft-drink industries
	SMM positively affects several CBBE dimensions, particularly fashion
	Cross-industry differences
	Supports fashion relevance of S11/S12

	S14
	Liu & Zheng
	Persuasive power of social media influencers
	Journal article
	2024
	T6 – Influencer Marketing
	Influencer credibility and purchase intention
	To explain influencer persuasion mechanisms
	Quantitative
	Social-media influencer users
	Authenticity, informative value and homophily influence parasocial relationships, credibility and purchase intention
	Purchase intention rather than loyalty; no Nike/UK focus
	Supports influencer dimension of Nike digital strategy

	S15
	Saima & Khan
	Effect of Social Media Influencer Marketing on Consumers’ Purchase Intention
	Journal article
	2021
	T6
	Influencer credibility
	To examine factors affecting influencer credibility and purchase intention
	Survey; SEM
	76 Delhi-NCR respondents
	Trustworthiness, information quality and entertainment influence credibility and intention
	Very small, single-city sample
	Complements S14; highlights methodological limitations

	S16
	Coutinho, Dias & Pereira
	Credibility of social media influencers
	Journal article
	2023
	T6
	Influencer credibility, equity and purchase intention
	To examine dimensions of influencer credibility
	Questionnaire; PLS-SEM
	Social-media users
	Expertise, trustworthiness and attractiveness relate to brand equity and purchase intention
	Limited sportswear/UK evidence
	Extends S14/S15 through multidimensional credibility

	S17
	Vrontis et al.
	Social media influencer marketing: systematic review
	Systematic review
	2021
	T6
	Influencer marketing literature
	To synthesise fragmented influencer-marketing research
	Systematic review
	Broad literature base
	Identifies major influencer-marketing themes and research directions
	Broad rather than Nike-specific
	Provides higher-level synthesis for S14–S16

	S18
	Mathur & Hull
	Leveraging consumer personality and social media marketing
	Journal article
	2023
	T1/T2
	Consumer heterogeneity and SMM
	To investigate personality-related differences in social-media effects
	Consumer/brand-level analysis
	Consumers/brands
	Consumer personality can affect social-media equity and brand associations
	Personality-focused rather than integrated strategy
	Adds consumer heterogeneity to SMM literature

	S19
	Ibrahim
	Social Media Marketing Activities and Brand Loyalty: Meta-Analysis
	Meta-analysis
	2022
	T2
	SMM and loyalty
	To test robustness of the SMM–loyalty relationship
	Meta-analysis
	Multiple studies/contexts
	Confirms relationship while identifying contextual variation
	Heterogeneous contexts
	Provides synthesis supporting S4, S6, S7 and S8

	S20
	Fetais et al.
	Do SMM Activities Improve Brand Loyalty?
	Journal article
	2023
	T2/T6
	SMM, engagement, lovemark and loyalty
	To test whether SMM directly produces loyalty
	Survey; PLS
	464 female luxury-fashion followers
	SMM increases engagement/lovemark, but no direct loyalty effect
	Luxury-fashion/female sample
	Important contradictory evidence; qualifies S19

	S21
	Lee, Ong & Arumugam
	Social media communication: user- and firm-generated content
	Journal article
	2022/23
	T1/T2
	FGC, UGC, quality, trust and loyalty
	To compare firm- and user-generated content
	Survey; PLS
	434 Facebook shopping-group users
	Firm-generated content showed stronger quality/trust relationships; trust and quality affect loyalty
	Malaysia/pandemic-specific
	Links content strategy with trust and loyalty

	S22
	Srivastava & Sivaramakrishnan
	The impact of eWOM on consumer brand engagement
	Journal article
	2021
	T2
	eWOM, engagement, satisfaction and loyalty
	To test direct and mediated effects of eWOM
	PLS-SEM
	712 Indian respondents
	eWOM increases engagement; engagement increases satisfaction and loyalty; no direct eWOM–loyalty effect
	India-specific; correlational
	Strongly supports mediated-loyalty argument in S20

	S23
	Algharabat et al. / related study
	Influence of SMM on purchase decision: local/nonlocal brands
	Journal article
	2021
	T1/T3
	SMM, trust, community and brand origin
	To examine social-media effects across local/nonlocal brands
	Survey; SEM
	343 Saudi users
	Trust, community, awareness and interaction influence purchase intention; brand origin moderates effects
	Saudi context; purchase intention focus
	Adds global/local brand dimension relevant to Nike

	S24
	Fauzi & Wardyono
	Digital Storytelling and Brand Engagement
	Journal article
	2021
	T1
	Digital storytelling
	To explore storytelling's role in emotional engagement
	Qualitative case study
	Instagram; single skincare case
	Storytelling creates emotional involvement and brand engagement
	Single case; skincare context
	Supports content/storytelling strategy

	S25
	Getting to know you: Social media personalization
	Journal article
	2019
	T1/T2/T4
	Personalisation and loyalty
	To examine perceived personalisation effects
	Survey; 242 respondents
	Personalisation increases engagement, attachment, perceived quality and loyalty
	Older; Facebook-specific
	Supports T4 personalisation and S18
	
	

	S26
	Jibril et al.
	Impact of social media on consumer-brand loyalty
	Journal article
	2019
	T2
	Online communities and loyalty
	To investigate community mediation
	Quantitative
	Social-media/online brand community
	Online communities mediate SMM and loyalty
	General social-media context
	Complements S7 and S22

	S27
	Jayasingh & Wright
	Consumer brand engagement in social networking sites
	Journal article
	2019
	T2
	Engagement drivers
	To identify drivers of social-network engagement
	Mixed methods; SEM
	100 brand pages + 334 respondents
	Information seeking, social influence and economic benefits stimulate engagement; engagement relates to loyalty
	Facebook-centred; cross-sectional
	Supports S7 and multi-platform research gap

	S28
	Yadav & Rahman
	Influence of SMM activities on customer loyalty
	Journal article
	2018
	T1/T2
	SMM dimensions and loyalty
	To operationalise SMM dimensions
	Survey; SEM
	371 Indian students
	Interactivity, informativeness, WOM, personalisation and trendiness affect customer equity and loyalty
	Student/e-commerce sample
	Provides measurement dimensions for SMM

	S29
	Bruneau, Swaen & Zidda
	Are loyalty program members really engaged?
	Journal article
	2018
	T2
	Loyalty-program engagement
	To examine behavioural manifestations of engagement
	Multiple studies
	Loyalty-program members
	Engagement extends beyond simple membership
	Loyalty-program focus rather than wider digital ecosystem
	Supports richer engagement measurement

	S30
	Carlson et al.
	Customer engagement with brands in social media platforms
	Journal article
	2019
	T2
	Engagement configurations
	To examine combinations of engagement dimensions
	Configurational analysis
	Social-media brand users
	Different combinations of engagement dimensions generate sharing
	Sharing rather than loyalty
	Suggests need to connect engagement with Nike loyalty outcomes

	S31
	Zhou et al.
	Sports Stars’ Personal Brand and Global Brand Equity
	Journal article
	2020
	T3/T6
	Athlete branding and global brand equity
	To examine athlete personal-brand effects
	Survey; mediation model
	372 users
	Athlete attractiveness, expertise and congruence relate positively to global brand equity and brand love
	Not UK/Nike-specific
	Highly relevant to Nike athlete/influencer strategy

	S32
	Nazarian et al.
	Fostering Sustainable Relationships in Sportswear
	Journal article
	2025
	T2/T6
	SMM, CX and relationship sustainability
	To investigate relationship-building in sportswear
	Survey; PLS-SEM
	201 sportswear customers
	SMM and CX positively influence relationship quality and sustainability
	Not UK/Nike-specific
	Provides recent sportswear-specific evidence

	S33
	Park, Maeng & Kim
	Brand Platformization and User Sentiment: Nike Run Club vs Adidas Runtastic
	Journal article
	2024
	T3/T6/T7
	Nike digital platforms and sentiment
	To compare Nike and Adidas digital-platform perceptions
	Text mining; sentiment analysis
	3,715 English reviews
	Nike Run Club is perceived more as an emotional companion, Adidas Runtastic more as a tool
	Reviews rather than UK consumer sample; app-specific
	Directly supports Nike digital ecosystem and competitor comparison

	S34
	Jayashree, Vishal & Vipul
	Impact of Social Media Marketing on Consumer Purchasing Decisions on Nike Shoes
	Journal article
	2025
	T1/T2
	Nike, SMM and purchase decisions
	To examine digital factors affecting Nike shoe purchasing
	Secondary/consumer analysis
	Nike-shoe consumers
	Social media, influencers, UGC and interactive campaigns relate to purchase decisions
	Non-UK; limited theoretical integration
	Direct Nike evidence; complements S12 and S31

	S35
	Ouahchi & Chouchane
	Impact of Digital Marketing Strategies on Customer Loyalty: Nike
	Journal article
	2025
	T1/T2/T4
	Nike digital marketing and loyalty
	To assess integrated digital strategies and loyalty
	Nike case analysis
	Nike
	Personalisation, mobile apps and social media support satisfaction, trust and loyalty
	Not UK-specific; broad theoretical treatment
	Directly connects Nike with SMM, AI/personalisation and loyalty

	S36
	Safi’i & Sulistyo
	Brand Image and Repurchase Intention among Nike Shoe Users
	Journal article
	2025
	T2/T3
	Nike, digital marketing and repurchase
	To test digital marketing's moderating role
	Survey; PLS-SEM
	120 Nike users; Indonesia
	Digital marketing moderates brand image → repurchase intention
	Indonesia; limited context
	Adds moderation evidence to Nike-specific literature

	S37
	Homburg & Wielgos
	Value relevance of digital marketing capabilities to firm performance
	Journal article
	2022
	T3/T5
	Digital marketing capabilities
	To determine the performance value of DMCs
	Mixed methods; interviews + multisource data
	Multi-industry firms
	DMCs contribute to profitability beyond classic marketing capabilities
	Not consumer/sportswear-specific
	Key RBV/Dynamic Capabilities support

	S38
	Wang
	Digital marketing capabilities in international firms: a relational perspective
	Journal article
	2020
	T3/T5
	DMCs and international performance
	To assess DMC contribution to firm performance
	Survey; hierarchical regression
	167 international firms
	DMCs positively contribute to performance; entrepreneurial orientation strengthens use
	Firm-level rather than consumer outcomes
	Connects DMCs to international strategy

	S39
	Herhausen et al.
	The digital marketing capabilities gap
	Journal article
	2020
	T3/T5
	Digital marketing capabilities
	To map the DMC literature and identify capability gaps
	Literature review + survey
	129 articles + 169 managers
	Channels, social media, digital relationships and technologies are major DMC areas
	Mainly B2B/industrial context
	Provides foundation for applying DMC to B2C Nike

	S40
	Liu
	Effect of Digital Marketing Capabilities and Blockchain Technology
	Journal article
	2022
	T3/T5
	DMCs, engagement and performance
	To examine DMC effects on customer relationships and performance
	Quantitative; SEM
	311 respondents
	DMCs affect customer-linking, market-sensing, engagement and performance
	China; blockchain context
	Bridges capabilities with engagement

	S41
	Zahara et al.
	Entrepreneurial marketing and marketing performance through DMCs
	Journal article
	2023
	T3/T5
	DMCs and marketing performance
	To test DMC effects on performance
	Survey; PLS
	197 Indonesian SMEs
	DMCs positively affect marketing performance; mediation not consistently strong
	SME rather than global-brand context
	Provides caution against assuming automatic DMC effects

	S42
	Portuguese SME study
	Dynamic and Adaptive Marketing Capabilities
	Journal article
	2021
	T3/T5
	Dynamic/adaptive marketing capabilities
	To examine capability effects on international marketing
	Quantitative
	335 Portuguese SMEs
	Dynamic/adaptive capabilities influence international marketing performance
	SME/B2B context
	Supports Dynamic Capabilities Theory

	S43
	Davenport
	Hyper-Personalization for Customer Engagement with AI
	Management article
	2023
	T4
	AI-enabled personalisation
	To examine AI-enabled hyper-personalisation
	Conceptual/managerial analysis
	Broad marketing context
	AI enables precise personalisation but raises privacy concerns
	Non-empirical; not Nike/UK-specific
	Supports T4; complements S25 and S44

	S44
	Huang et al.
	Impact of AI stimuli on customer engagement and value co-creation
	Journal article
	2022
	T4
	AI, engagement and value co-creation
	To test AI interactivity effects
	Survey
	426 intelligent-service consumers
	AI interactivity positively affects value co-creation; engagement mediates
	Intelligent-service/robot context
	Provides empirical basis for AI → engagement

	S46
	Haleem, A., Javaid, M., Qadri, M.A., Singh, R.P. and Suman, R.
	Artificial intelligence (AI) applications for marketing: A literature-based study
	Peer-reviewed journal article
	2022
	T4 – AI and Personalisation
	AI applications in digital marketing, customer personalisation, data analysis and campaign optimisation
	To review the role of AI in marketing and examine its applications across different marketing activities
	Literature-based review; approximately 217 research publications examined
	Broad marketing literature covering AI applications across digital marketing and other marketing activities
	AI can support real-time customer needs, personalised experiences, customer/data analysis, content and channel selection, campaign performance analysis and competitor analysis.
	Literature-based rather than primary empirical research; it does not directly examine Nike UK, UK consumers, brand loyalty or global sportswear competitiveness.
	Supports the AI/personalisation dimension of digital marketing and links with studies on customer engagement, personalisation, brand loyalty and digital marketing capabilities. (DOI)

	S45
	Liu-Thompkins, Okazaki & Li
	Artificial empathy in marketing interactions
	Journal article
	2022
	T4/T7
	AI experience and artificial empathy
	To explain how AI can improve customer experience
	Conceptual framework + pilot empirical testing
	Marketing interactions
	Artificial empathy can bridge human-AI gaps and improve CX
	Broader AI context
	Complements S43/S44 and supports CX dimension

	S47
	Tran Xuan, Truong & Vo Quang
	Impacts of omnichannel retailing properties on customer experience and brand loyalty
	Journal article
	2023
	T7/T2
	Omnichannel experience and loyalty
	To examine omnichannel factors affecting CX and loyalty
	Survey
	Approx. 1,547 respondents
	Integration quality, fluency and assurance affect CX and loyalty
	Banking rather than retail/sportswear
	Supports Nike online–app–store ecosystem

	S48
	So et al.
	Social media marketing activities, customer engagement and customer stickiness: A longitudinal investigation
	Journal article
	2024
	T2
	SMM, engagement and stickiness
	To examine engagement over time
	Longitudinal
	Social-media users
	Provides temporal evidence on engagement and stickiness
	Not Nike/UK-specific
	Addresses cross-sectional limitation in S4/S7/S8

	S49
	Davcik & Sharma
	Marketing resources, performance and competitive advantage
	Review/editorial synthesis
	2016
	T3/T5
	Marketing resources and competitive advantage
	To synthesise marketing-resource literature
	Review/synthesis
	Broad literature
	Marketing resources can support competitive advantage but literature is fragmented
	Older; conceptual; not digital/Nike-specific
	Theoretical bridge to RBV and competitive advantage

	S50
	Fainshmidt et al.
	When do Dynamic Capabilities Lead to Competitive Advantage?
	Journal article
	2019
	T3/T5
	Dynamic capabilities and competitive advantage
	To identify conditions under which dynamic capabilities create advantage
	fsQCA; primary data
	Multi-firm strategic context
	Dynamic capabilities generate advantage depending on strategic/environmental fit
	Not digital marketing/Nike-specific
	Key theoretical foundation for applying DCT to Nike UK
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