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Scholars have extensively studied how consumer loyalty and trust are shaped by social media engagement. Research like that of Samarah et al. (2022) emphasize that long-term brand attachment and emotional ties are strengthened by regular online interaction and brand narrative. As a result, social media platforms have become crucial instruments for fostering consumer loyalty and trust in cutthroat online markets. Nike has successfully used social media to increase consumer engagement and brand awareness from a business standpoint. The company has developed a vibrant worldwide community through campaigns cantered around its tagline “Just Do It” influencer partnerships and social justice initiatives (Leduc, 2022). Nike further strengthens engagement through the use of motivational content feedback gathering and personalized responses however the need to examine elements that maintain brand loyalty is highlighted by the growing digital competition (Narayana et al. 2021)
[bookmark: _Toc213247726]Research Rationale & problem statement 
Few studies have clearly linked engagement metrics customer loyalty and trust despite the fact that social media marketing has been the subject of numerous scholarly investigations. Mandasari et al. (2024) observe that although users engage through likes comments shares and saves these behaviors are not always associated with brand trust or loyalty (Tuti and Sulistia 2022). By examining their interdependence this study seeks to fill a theoretical gap left by earlier research that frequently addressed these variables independently. From a business standpoint Nike must comprehend this relationship in order to improve engagement tactics boost trust and create enduring customer loyalty in a digital market that is becoming more and more competitive (Chen, 2024).
[bookmark: _Toc213247727]Aims 
This study uses Nike as a case study to assess how social media engagement affects consumer trust and brand loyalty examining how online interactions encourage both behavioural and emotional brand loyalty. 
Objectives
· To analyse Nike’s social media interaction tactics and assess how they affect consumer confidence.
· To evaluate the effects of social media use on long-term client relationships and general brand loyalty. 
Research Question
· What effects do Nike’s social media engagement tactics have on consumer loyalty and trust?
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Figure 1: Significance of Social Media Engagement for Building Consumer Trust and Brand Loyalty
(Source Slideteam, 2025)
In order to understand social media engagement for building consumer trust and brand loyalty it is important to understand social cognitive theory to understand this concept. This theory focuses on an individual's learned behaviours through aspects like observation, limitation and social interaction. This theory suggests the fact that consumers should build trust and loyalty by observing how brands like Nike have been engaging authentically with the audiences. Rauf and Karjaluoto (2022) has noted that rewards like incentives, recognition on digital platforms helps in reinforcing positive consumer attitudes through modelled behaviours that have been making brand relationships stronger. The consumers are generally inclined towards trusting a brand when there are positive experiences shared by other consumers  that are socially enforced. Frankhauster (2024) has supported the above fact by mentioning that perceived authenticity of communication on the social networking sites have been playing a very crucial role in the formation of emotional attachment and trust. Nike has been using athletic partnerships that have been following this above-mentioned principle; the consumers generally watch the trusted influencers who generally have been embodying brand values that have been improving the credibility. As mentioned by Rauf et al. (2024) engagement helps in creating  a loop where loyalty is driven by trust and where loyalty helps in boosting engagement. 
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Figure 2: Social Media Engagement Practices for Building Consumer Trust and Brand Loyalty
(Source: Exemplary, 2025)
Social media engagement helps in facilitating dialogues, community participation and user generated content in the context of Nike, it generally follows the practice of personalised storytelling, interactive challenges and social activism which helps in nurturing consumer-brand identification. Rauf and Karjaluoto (2022) has given importance to the fact that rewards like loyalty program points and exclusive offers which are tangible and psychological incentives help in deepening trust and loyalty. Wannarak et al. (2024) has pointed out the fact that brand equity is also strengthened which leads to stronger consumer trust through the process of value-driven communication via social media. The #JustDolt campaigns created by Nike have been exemplifying strategic engagement and have been connecting emotional motivation to authenticity. This aspect goes in line with the STC Framework modelled behaviour helps in fostering community belonging through social interactions. Frankhauster (2024) has stated that meaningful two-way interactions in terms of comments, line question answer sessions and feedback sessions all help in improving how transparency and responsiveness is perceived. When the communication is supposed to be consistent and value-centered, these above-mentioned factors help in increasing the level of trust and commitments. As shown by Rauf et al. (2024), engagement can be sustained by creating satisfaction and also through the reinforcement of perceived liability which the consumers generally view as brand integrity. Additionally, Nike’s use of interactive campaigns and personalized content makes it possible for customers to engage with the brand directly enhancing emotional bonds. Consistent responsiveness promotes a sense of dependability and transparency while challenges surveys and storytelling engage users and promote active participation. Customer’s perception of the brand as genuine and reliable is improved by these actions which increases brand loyalty (Safeer and Liu, 2023). Nike fosters a devoted and emotionally connected customer base by consistently generating meaningful interactions and rewarding engagement strengthening enduring brand relationships.
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Figure 3: Impact of Social Media Engagement on Consumer Purchase Decisions from Brands
(Source: Heidicohen, 2025)
The perceptions of reliability and authenticity when shaped by social media engagement significantly helps in impacting or influencing the purchase decisions. Li (2024) has found out that consumers are more inclined towards purchasing from a trusted brand they are more exposed to interactive and credible social media content. When it comes to Nike, the high-engagement campaign has been featuring or highlighting real life success and struggle stories of the athletes that has been creating psychological proximity which has helped in turning the passive viewers to active buyers. Perdana and Roostika (2023) has stated that brand equity and the purchase intentions are also influenced by the communication process that takes place through social media particularly when the trust factor is already established. 

When the Nike consumers perceive the social engagement as sometimes genuine and fruitful, the purchase intention is also positively impacted due to emotional attachment and perceived brand competence. Competition like Adidas also have been coming across such similar outcomes while utilising community-driven digital storytelling that throws light on the product performance and consumer experience. All of these strategies show that concrete buying behaviour is positively impacted only through emotional engagement which must be supported by transparency and shared values. 

Wannarak et al. (2024) has argued stating that continuous social media interactions also give rise to the Halo Effect. This helps in improving all the brand evaluations which encourages the buyers to purchase more. This aspect has been described as the observational learning process going by social cognitive theory. The consumers generally emulate the trusted peer’s purchasing decisions after seeing if they are themselves satisfied or not. Rauf and Karjaluoto (2022) have added the fact that engagement rewards have been giving a lot of intrinsic motivation that has been complimenting intrinsic trust which in turn drives purchase intentions 
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[bookmark: _Toc213247733]Research Philosophy 
The study will be performed based on the positivism research philosophy. According to Taherdoost, (2022) this philosophy entails that the relationship between various variables can be ascertained by looking at objective observable phenomena and quantifiable evidence. This is in sync with the quantitative nature of the study as it aims to derive empirical insights through measurable data. 
[bookmark: _Toc213247734]Research Approach 
The research approach to be used is a deductive one. It is so because a literature review will be preliminary performed and existing theoretical frameworks related to the topic will be discussed. The hypothesis will be framed based on these findings and then tested on the data collected from the participants involved (Rashid et al. 2021).
[bookmark: _Toc213247735]Research Design 
A descriptive research design will be utilised to evaluate the relationship between social media engagement, brand loyalty and customer trust. Such an approach will help to quantify perceptions of the brand and their social media strategy without much external manipulation (Jayaratne, 2022). 
[bookmark: _Toc213247736]Research Strategy 
The research strategy to be employed entails a quantitative one. Geng et al. (2022) states that it would help with gathering quantifiable evidence that can be statistically analysed to identify key patterns and generalise findings. Data collection will be performed using a well structured questionnaire which will make room for identification of causal factors and influences determining the outcome of the study topic.
[bookmark: _Toc213247737]Data collection method 
A structured online questionnaire will be constructed and distributed for the purpose of primary data collection. The study will make use of a group of 60-80 participants and the questionnaire will be distributed with the help of social media platforms such as Instagram, Twitter, Facebook and YouTube. Google forms will be used for the construction of the questionnaire. It will be shared via direct messages on individual and group chats. The participants will be informed about the purpose of the study and their right to remain anonymous (Rahman et al. 2022). 
[bookmark: _Toc213247738]Data analysis
The collected data will be analysed with the help of Statistical Package For the Social Sciences (SPSS) software. Participant responses will be gauged with the help of descriptive statistics comprising mean, standard deviation and frequency (Lazuardi et al. 2022). Similarly, inferential statistics comprising correlation and regression analysis will be implemented to understand the relationship between social media engagement and customer trust and brand loyalty. The scale’s reliability will be ensured based on Cronbach's aloha. 
[bookmark: _Toc213247739]Limitations 
The primary limitation of the study may be related to its small sample size. The scope of the study may be greatly diminished due to the participation of only 60-80 respondents. Moreover, a sample size as small as that may not be indicative of the global customer base of Nike (Attar et al. 2023). Self-reporting is a key part of the study which may introduce major biases in the study. Participants may provide subjective observations or may be inclined to answer in a manner that they deem would be socially acceptable (Alfonso, 2024). Lastly, the study will focus on a singular company which can reduce the relevance of the results on other organisations and industries. The study may also have temporal limitations because consumer behaviour and social media trends change quickly making the results less applicable in the long run (Zhang and Chang, 2021). Furthermore, a more thorough assessment of Nike’s engagement strategies may be hampered by restricted access to the company’s internal marketing data.
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Figure 4: Gantt Chart 
This chart gives a description of a twelve-week time period which describes how much time the research process has taken. From week 1 to week3, the topic and the introduction was finalised. From week 4 to week 6, the research objectives and the literature review had been developed. From week 7 to week 9, time was taken for focusing on the methodology selection, data collection and in conducting surveys. From week 10-12, time was consumed in converting the portions of data analysis, in preparing the discussion, in finalising the conclusions and also in proofreading it before the final submission. Having such a structured framework helps in making sure that all the stages beginning from planning to reporting are all systematically addressed. 
[bookmark: _Toc213247741]Conclusion 
The research proposal is a comprehensive plan of action aimed at understanding the impact of social media engagement on customer brand and loyalty through an analysis of Nike. The study aims to connect the aspects of social media engagement, customer trust and brand loyalty and generate replicable paradigms that can be used by Nike and other similar organisations in their marketing strategies. The literature review comprised related theories such as Social cognitive theory. It is proposed that a primary quantitative study will be performed and a SPSS based data analysis will be utilised for obtaining the results. The study may be limited by the sample size and over-emphasis on a singular company, i.e., Nike.
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