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[bookmark: _Toc122693267]Introduction 
To understand the reachability of a business organisation in meeting the needs of the customers or targeted consumers, business organisations must deploy effective marketing strategies to emphasise crucial touchpoints in terms of maintaining a successful brand image. Oftentimes, it has been seen that business organisations, irrespective of business-to-business or direct-to-customers deploy marketing strategies which give them a robust outcome but fail in maintaining a continuum when it comes to relationships and communication with the target customers. 

Understanding the significance of the topic, the following report will provide a detailed understanding of marketing strategies and their significance about one of the most renowned sports equipment apparel and accessories, Nike. Furthermore, an understanding of the communication models along with the integrated marketing communications as well as promotional strategies deployed by the company will be provided. At the same time, a comprehensive analysis of the significance of branding and brand equity will be focused on in detail by deploying Keller’s Brand Equity Model.  An understanding of the customer journey through holistic touch points will be provided to assess the engagement of Nike in maintaining a relationship with customers. 



[bookmark: _Toc122693268]Overview of the Company 
Nike is one of the most renowned and established companies engaged in the manufacturing, designing and development of sports accessories and apparel. The company is an American multinational firm which is known for its appealing and worldwide marketing techniques and strategies (Knight and Greenberg, 2002).
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Fig 1: LOGO of Nike 
(Source: Shutterstock)
The company is known for supplying state-of-the-art athletic footwear and apparel and is one of the dominating marketers of sports equipment known for generating a revenue of more than US $39.5 billion in 2020 (Champaneri and Jain, 2021). Through its robust appeal in the multinational industry, the primary mission of the company is to bring immense inspiration and robust innovation to every athlete in the world. 




[bookmark: _Toc122693269]Definition of Communication 
Communication is one of the most essential and significant factors behind the success of any business entity. The process of transmission of messages or pieces of information from one individual to the other, internally or outside the milieu of the business is known as business communication (Champaneri and Jain, 2021). Communication in and within a business milieu is important because it allows for a more homogeneous understanding of business strategies and approaches which essentially takes place between a business and an individual or similar other business. In understanding the essence of business communication between one enterprise and another to the target audience, it can be said that with advances in communication and technology, entities deploy digital marketing advertising, email advertising, or deploying effective marketing and advertising tactics which are holistic for running a successful business (Cameron and Kwiecien, 2022).

[bookmark: _Toc122693270]Significance of a communication model by Shannon-Weaver 
The information flow has been explored using a wide range of models and concepts. The Shannon-Weaver theory of communication is perhaps the most well-known. In 1948, Warren Weaver and Claude Shannon established this paradigm (Cameron and Kwiecien, 2022).
To illustrate how communication occurs between a sender and a receiver, the two devised this mathematical transformational approach. To represent how information is conveyed and received, they originally modelled it as a linear system (Varadarajan et al., 2022). 
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Fig 2: The Shannon-Weaver Model
(Source: Beyer, 2012)



According to this concept, the sender is the individual that commences the communication and the source of information (Gopalakrishna et al., 2022).  Then, a signal is conveyed from the mind to the lips through the mouth. This signal is later received by the sender after being jumbled with other sounds and diversions. Understanding the significance of the aforementioned communication model, it can be said that the model propagated by Shannon-Weaver is one of the most comprehensible forms of understanding the basic idea of communication (Beyer, 2012). At the same time, it helps in understanding the efficacy of the transmission of information and flow which is imperative for providing an authentic message. 

[bookmark: _Toc122693271]Communication strategies deployed by Nike  
Understanding the efficacy of the aforementioned communication model, it can be said that with the advancement of technology, business organisations have deployed distinctive communication channels in form of advertisements which have appealed to a wide range of audiences (Cameron and Kwiecien, 2022). Since the organisational infrastructure of Nike has been playing a dominant role in the sports industry of the US and the rest of the world, there is a specific communication model deployed by Nike in designing robust platforms which will allow for leveraging data to ensure the creation of a hyper-personalised customer experience (Gopalakrishna et al., 2022).  There is an omnichannel medium which provides Nike to communicate through the use of social media content like Instagram, Facebook, and media marketing which allows the company in understanding the recent trends in sports and fashion and provides them with an opportunity to deploy means to ensure that their marketing strategies are fulfilled and their communication is received by the target audience (Suay-Pérez et al., 2022). 

Before understanding the role of Nike in deploying media marketing as a useful strategy, it needs to be understood that the company ensures to deploy various promotional strategies which allow them to significantly attract their target audience and at the same time, analyse the effectiveness of going with successful promotional strategies in terms of maintaining holistic public relations and brand image. 



[bookmark: _Toc122693272]The essence of media marketing 
The organisational infrastructure of Nike deploys the use of internet marketing in the form of social media presence and related activities on YouTube. Because of this, Nike in the UK has been successfully deploying effective measures in ensuring that they can cater to a large audience base through their Instagram collaboration with UK influencers respectively (Suay-Pérez et al., 2022). Furthermore, the company also deploys methods of broadcasting communication technologies. This is an interesting approach for the company as they can create holistic multimedia marketing campaigns which allow the company in analysing the efficacy of communication skills with the UK audience. 

[bookmark: _Toc122693273]Communication Strategy of Nike 
Any company's communication strategy ought to complement the products and services it delivers. The firm's purpose and essential values should be stated clearly to both internal and external stakeholders involved in the approach (Brohi et al., 2016). Multinational businesses like Nike have implemented sports themes like endurance and camaraderie into their work cultures. As a result, every worker may consider himself a component of the Nike Inc. squad. Athletes who possess a history of accomplishment and a commitment to their sport embrace Nike (Brohi et al., 2016). Without modifying how the corporation generates value, it is following Nike's corporate branding efforts. 

Leveraging this understanding, Mike produces merchandise that is fundamental to his product offering. At Nike, individuals leverage emotion in their everyday work to remain afloat. Nike personnel use sporting analogies to describe how they conduct their daily activities (Suay-Pérez et al., 2022). Thus, Nike maintains that every one of its employees always keeps the end purpose of generating a top-notch sporting commodity in the backdrop of their mind through this kind of branding activities (Gopalakrishna et al., 2022).   In the context of transnational companies, the communication system of multiple sectors must be adjusted following local interests and conventions while preserving the same unique selling proposition internationally. 


[bookmark: _Toc122693274]Definition of integrated marketing communication 
The practice and aspect of professional communication have become excessively dynamic, not only due to the enhanced presence of technology, or the need to cater to the global audience through social media publicity or advertising but to understand the distinctive nature of communication and its objectivity to different peoples’ requirements (Gopalakrishna et al., 2022).  At the same time, the important aspect of crossover concerning the various aspects of communication depicts that there is significant confusion in analysing the roles and responsibilities of the communicators in terms of assessing the frequent flow of information. 
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Fig 3: Integrated Marketing Communications 
(Source: Alamy)

Integrated marketing communication can be understood as a significant process of planning which is specially designed to ensure that all forms of branding messages and communications are received by customers for their desired products and services relevant to the needs of the respective individual (Knight and Greenberg, 2002). Integrated marketing communications is part of a promotional strategy wherein Nike deploys holistic measures to ensure that there is an integrated platform for customers which will be beneficial for their usage and experience. 

[bookmark: _Toc122693275]Integrated marketing communication of Nike  
· Advertising - Deploys celebrities and personalities from the entertainment and sports businesses to ensure customers are attracted towards the ethos and objectives of the company. Ronaldo and Roberto Carlos are some of the renowned ambassadors of the company along with LeBron James, Tiger Woods as well as Lance Armstrong (Knight and Greenberg, 2002).
· Personal selling - Nike deploys in-store personal sales approaches. Through effective training and practice, employees of the in-stores can create effective customer engagement by adhering to the requirements of the customers (Ahmed et al., 2016). 
· Sales Promotion - Provides coupons, offers, and benefits to the customers of the United Kingdom. 
· Public Relations - Use of workshops; engaging in green technology. 
· Social Media - Use of Instagram, Twitter, and YouTube as predominant channels for engagement, and interaction (Ahmed et al., 2016). 





[bookmark: _Toc122693276]Promotional Strategies of Nike 
Before understanding the significance of the promotional strategies deployed by the organisational infrastructure of Nike, it is important to understand that being one of the most reputable brands across the globe, the promotional tactics are the same for every corner of the world because of the inclusion and diversity of social media, digital marketing, satellite and print media platforms (Ahmed et al., 2016). 
In simple words, the promotional strategy deployed by Nike in the United Kingdom will be the same as in India because the company’s fundamental objective is to continue with the legacy of innovation, change in thoughts and bring immense creativity which will be able to reach out to every people who aspire to become the best athletes in the world and this objective helps the company to deploy effective marketing communications and promotional strategies to ensure that the end product is always a success (Champaneri and Jain, 2021).
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Fig 4: Instagram Account of Nike 
(Source: Tsarkov, 2018)

Analysing the marketing communications of the company, it can be said that this approach is far more attractive to new customers because the goal of the company is to provide an amalgamation of style along with metaphorical themes related to athletics and sports which will automatically cater to a significant number of audiences all around the world (Champaneri and Jain, 2021).
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Fig 5: YouTube Channel of Nike 
(Source: Sukhraj, 2022)
Source: https://www.impactplus.com/blog/how-to-create-a-youtube-channel-for-business
This is genuinely one of the robust approaches of the company. Nike seems to be quite responsive and has expanded its goods to nearly every area that man has encountered. Print ads in principle are uncomplicated yet impactful (Grein and Gould, 2007). There is hardly ever any advertisement on their pricing, and Nike usually constantly employs a well-known athlete to market their wares. With some of these enhanced commodities, the advertisement exceeds all aspirations, enabling them to illustrate that market demand continues to rise.
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Fig 6: Print ad of Nike 
(Source: Union Room, 2022)
Nike has the strongest promotion since it uses personalities, banners, and advertising to communicate to its consumer base about its offering. Nike is indeed the epitome of the online ecosystem's marketing strategy (Ahmed et al., 2016). This indicates that Nike is probably ready to decrease funding on television and newspaper ads while boosting its participation in social networking sites (DeTienne and Lewis, 2005).  This is because, with the advent of social media, Nike has an integrated market approach which is quite suitable for maintaining its existence and ensure to have access to customers’ desires which will help leverage more income and allow them to boost its sales significantly (Leduc, 2022).




[bookmark: _Toc122693277]Definition of Brand Equity 
The aspect of brand equity is quite strong in understanding the processes and activities deployed by a company in leveraging value.  When opposed to a comparable version, a business may charge a higher price for an item with a well-established brand. This is referred to as brand equity (Eyada, 2020).  Keeping commodities distinctive, instantly identifiable, exceptional in value, and trustworthy allows businesses to establish brand equity for their product. Programmes for aggressive marketing can help to establish brand recognition. 

Buyers would consider paying a high price for a company’s product when it possesses strong brand equity even if they were able to buy the same product for much less from a competitor (Madej, 2019). Customers effectively spend more money to work with an organization they admire and trust (Eyada, 2020).  The cost difference comes from the profitability of the corporation with brand equity as it does not cost it more money than its competition to manufacture and market the product. Due to the firm's high brand awareness, each transaction generates greater profitability. 
[bookmark: _Toc122693278]Keller’s Brand Equity Model 
One of the most approachable ways by which one can understand the effectiveness of assessing the strategies and effectiveness deployed by the company can be analysed by understanding Keller’s Brand Equity Model. Popularly known as the Customer-based Brand Equity (CBBE), Keller’s Brand Equity Model is approachable and comprehensible in assessing the strategic management tools deployed by a company to reach out to the customers holistically (Madej, 2019).
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(Source: Hawker, 2019)

In order to build a successful brand, a company must be able to assess the perception, attitudes and views of the customers and later think about their views of the products (Granlund and Prick, 2019). It is imperative for a company to ensure that the right message and experiences are provided to the customers so that they experience a positive feeling from the company and have positive opinions and beliefs because customers will automatically get attracted to a brand because of their loyalty towards them (Granlund and Prick, 2019).
Keller’s brand equity model is divided into four segments - 
· Brand Identity 
· Brand Meaning 
· Brand Response 
· Brand Relationships 
These four segments are encompassed in a pyramid which helps in assessing the four fundamental notions that every customer hold regarding a brand or its existence. Furthermore, the aforementioned pointers generally start from “identity” as the fundamental stage and gradually rise up to “relationship” to analyse the relationship between the brand and its target audience respectively. 

[bookmark: _Toc122693279]Brand Equity Model of Nike 
Brand Salience 
Nike has an effective and highly identifiable logo which is known for supplying top-quality products and accessories to the people. Popularly known as the “Swoosh” logo, the slogan of the company, “Just Do It” is what motivates the audience and customers to achieve their dreams, thereby disseminating a metaphorical realism (Montieri, 2018).
Brand Meaning
Performance
Nike is known for designing state-of-the-art sports accessories, footwear and apparel which are durable, lightweight and ideally meant for athletes (Montieri, 2018). The company is known for providing robust training sessions to young athletes and individuals by associating the brand with a professional level of marketing and competitive edge. 
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Fig 7: Nike’s Revenue Worldwide 
(Source: Tighe, 2022)
The company has been performing exponentially in the UK and European markets and has helped in leveraging excessive profitability in 2022 (Tighe, 2022). Assessing the performance of the company, it can also be said that it maintains diversity and inclusion in the workplace which is fundamental as one of the core objectives of the company (Montieri, 2018). This strategy allows the company to work better with their reliable team and at the same time, allows them to connect with their desired audience. 
Imagery 
The Nike Swoosh has grown into a cultural phenomenon that embodies agility, stamina, endurance, and all other characteristics Nike strives to preserve in the image of their company. The Swoosh is one of the most widely known emblems that symbolises athletic accomplishment, an attitude of commitment, urban genuineness, and playful consciousness attributable to the company's advertisements (Knight and Greenberg, 2002).
Retaining its brand prominent through marketing and advertising expenses Nike approximately 10% of its yearly revenues, when compared to capital expenses, which account for about 3% of its overall spending (Leduc, 2022).



BETRUE Campaign 2019 
The BETRUE Campaign has become an epitome of marked distinctiveness, unity, inclusion and diversity. It has also become an image of pride and community which is an overall expression for the company to celebrate Pride month and show immense gratitude and solidarity to the LGBTQIA+ Community (Madej, 2019). 
[image: ]
(Source: Lee, 2022)

Every year, the company ensures in positioning itself to achieve significant accessibility from key athletic personalities and launches robust products to foster a culture of equality and acceptance. 
Judgement
Customers provide excessive credibility to the organisational infrastructure of Nike because of their excellent quality, products and services which highlights the importance of innovation and one who can accomplish a dream (Madej, 2019).
Feelings
Nike, through their approaches, associated services and an assortment of products and commodities, ensures that the target customers feel relatable to the messaging of the company (Montieri, 2018). The company has been quite popular among children and teenagers in the UK who aspire to become successful in life through their gaming spirits and approaches. 
Resonance
The organisational infrastructure of Nike ensures to propose effective customisation services to their target audience by engaging in personal video shoots and people which gives them the zeal to engage with the company on a relatively larger scale. Customers also have an opportunity in customising their products with colours of their choice and even obtain a personalised ID by their name. 

[bookmark: _Toc122693280]Customer Journey 
Customer journey is one of the most effective aspects which helps in understanding the ways by which a customer plans before purchasing an item, product or idea of their choice and the path in which they engage (Montieri, 2018). A substantial customer journey is generally understood by the way in which a customer is completely unaware of a brand and in time, creates awareness through personal engagement and word of mouth (Obolensk et al., 2019). Furthermore, these aspects enable a customer to holistically research and investigate the brand, purchase the products and services, utilise the given products and assimilate it by eventually becoming an advocate in allowing others to tell whether they should purchase a given product or not. 

[bookmark: _Toc122693281]Benefits of a customer journey map 
There are significant benefits to understanding a customer journey map. Predominantly, it allows a business to assess whether a customer is loyal to the ethos of the company and the ways by which it interacts with them (Obolensk et al., 2019). It allows Nike to assess the needs and requirements of the customers by promoting newsletters, emails, offerings of sales and benefits which allows the customers to positively engage with the company. 



Below provided a customer journey map of Nike - 


	STAGES 
	AWARENESS
	CONSIDERATION
	DECISION
	RETENTION
	ADVOCACY 

	Customer Engagement
	Physical Store (experiential art gallery)
	Compare price
	Purchases a product
	Receives a product and provides feedback 
	Satiated with the consumption and makes another purchase

	Touchpoints
	Word of mouth, Social Media, Celebrity Engagement 
	Popular brand 
	Online website, mobile app
	Mobile phone, email 
	Word of mouth, review sites and engagement 

	Experience
	Interested, excited, hesitant, confused
	Inquisitive, appealed, excited
	Delighted 
	Extremely delighted 
	Repurchase the products 

	KPIs
	Number of customers engaged  
	Increase in website visitors 
	Provide massive sales online and increase customer loyalty with additional benefits 
	Assess the success rates and customer reviews 
	Assessing the engagement of customers by analysing the rate of retention 

	Business Objectives
	Increase longevity and awareness among young adults 
	Enhance website and online visitors 
	Increase online sales
	Engage holistically in customer services and engagement 
	Generate delightful and positive reviews 

	Teams Involved 
	Marketing department, communications team 
	Marketing and communications 
	Online development, customer services, marketing and communications 
	Customer service 
	Customer service and communications 


Source: (Created by the learner)

[bookmark: _Toc122693282]Customer Touchpoints 
Assessing the significance of customer engagement of Nike through brand interaction and purchase, it can be said that the customers of the company engage with the brand in light of the presence of social media, online advertisements promoted by the brand, engaging in digital marketing content promoted by the company and watching company events (Yeo et al., 2020).  Furthermore, being engaged with such a reputed brand like Nike, customers are eventually attracted by the company’s objectives and the reputation it has built over time (Thompson and Weldon, 2022).

Another important touchpoint is the engagement of the company before making a purchase. The organisational infrastructure of Nike in the UK promotes direct engagement with company employees which allows the company in making conversations with the executives through the presence of product reviews and services (Thompson and Weldon, 2022). Furthermore, by engaging directly through online shopping, customers create a point of loyalty, likeability and engagement with the company. 

[bookmark: _Toc122693283]Total Engagement Model 
It is the responsibility of Nike as a reputable company in ensuring to drive the success of the business on a diversified and engaging scale (Thompson and Weldon, 2022). Furthermore, by engaging with customers and adhering to their requirements and demands, the organisational infrastructure of Nike is able to foster more positivity in leveraging massive revenue and sales for the company. 
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Fig 8: Total Engagement Model 
(Source: Alpert, 2010)
Assessing the total engagement model of Nike, it can be said that there are certain strategic elements that need to be deployed by the company in adhering to the requirements of the customers. Some of the important elements of the total engagement model are as follows - 

The customer value proposition - By promoting accessibility, brand engagement, innovation and customisation of products, Nike ensures it provides effective services and retains customers through sustainable periods (Merikanto, 2019).

Branding - As assessed earlier, the company implements integrated communication and marketing strategy to ensure that customers are easily attracted and can feel relatable to the approach of the company (Cody and Goodwin, 2018).

Customer Experience - Nike ensures to promote of effective customer engagement through on-site and online modes of communications and marketing to ensure that the right products and services are served (Leduc, 2022).


[bookmark: _Toc122693284]Conclusion 
Assessing the significance of the report, it can be said that communications are an integral part of the success of a business-like Nike. By deploying a communications strategy, Nike is able to attract an audience and retain them through effective strategies, promotional strategies, engagement and customer loyalty offerings. It is imperative for a reputable company like Nike to understand the effectiveness of longevity through all these approaches which will simultaneously allow the brand to be more engaging and reputable across the world. 
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