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Title 
The Role of Brand Marketing Through Social Media for the Nike Brand

[bookmark: _Toc158978499]Introduction 
[bookmark: _Toc158978500]Background
The study "The Role of Brand Marketing through Social Media for the Nike Brand" delves into the intricate correlation between social media marketing tactics and consumer engagement, with a particular emphasis on the Nike brand. Social media platforms have significantly transformed the manner in which brands engage with their customers by providing a novel channel for brand narratives, direct correspondence, and consumer participation (Ghaith Al-Abdallah et al., 2024). This has gained further significance for multinational corporations such as Nike, which utilise social media platforms to augment brand awareness, interact with a wide range of consumer demographics, and manoeuvre through the intricacies of ethical digital marketing.
In recent research, scholars have brought attention to the motivational factors that propel young consumers to interact with brands on social media. This underscores the significance of integrating motivational theories such as the uses and gratifications (U&G) theory and the technology acceptance model (TAM) in order to formulate efficacious engagement strategies (Florenthal, 2019). The increasing variety of research methodologies employed to examine consumer engagement with brands on social media indicates that a broader range of approaches is required to measure and comprehend the results of consumer engagement (Audy Martínek, 2021).
Furthermore, a critical research opportunity has been identified regarding the impact of content strategy and metrics on social media engagement. This highlights the lack of comprehension regarding the manner in which brand relationships and engagement metrics are influenced by social media content (Perreault and Mosconi, 2018). The capacity of brands like Nike to sustain consumer engagement and brand equity amidst exceptional circumstances is exemplified by the adaptability and ingenuity with which they employ social media marketing strategies in the face of worldwide emergencies, such as the COVID-19 pandemic (Dubbelink, Herrando and Constantinides, 2021).
The capacity of social media to encourage users to participate in health promotion endeavours is underscored by its efficacy in promoting sexual health; this suggests that brands may employ similar strategies to captivate consumers in lifestyle and health-related campaigns (Veale et al., 2015). Finally, the significance of crafty content development in shaping consumer sentiment and bolstering brand equity is underscored by the mediation effect of brand equity in the connection between social media content and consumer purchase intention (Poturak and Softic, 2019).
In brief, the aforementioned research highlights the pivotal significance of social media marketing in influencing consumer attitudes, involvement, and allegiance to the Nike brand. Incorporating motivational theories, diverse research methodologies, and ethical considerations are all components of a multifaceted social media strategy, according to the literature, in order to engage consumers effectively and increase brand equity in the digital age.
[bookmark: _Toc158978501]Problem Statement
Despite the widespread adoption of social media marketing strategies by global brands like Nike to enhance consumer engagement and brand recognition, there remains a gap in understanding the comprehensive impact of these strategies on brand loyalty and consumer behavior. Furthermore, the role of influencer marketing in shaping consumer perceptions and the ethical considerations surrounding digital marketing practices have not been fully explored. This gap highlights the need for a systematic review of the effectiveness of Nike's social media marketing strategies, including how they influence consumer engagement, the authenticity of marketing messages, and the ethical implications of digital marketing. Addressing these issues is essential for developing more effective, responsible, and consumer-centric social media marketing strategies in the future.
[bookmark: _Toc158978502]Aim 
The aim of the study is to systematically review and synthesize existing literature on the impact and strategies of brand marketing through social media on the Nike brand, identifying key trends, outcomes, and areas for future research.
[bookmark: _Toc158978503]Objectives 
· To evaluate the effectiveness of Nike's social media marketing strategies in enhancing brand recognition, customer engagement, and overall market share across platforms like Instagram, Twitter, and Facebook.
· To analyze consumer perceptions and responses to Nike's social media campaigns, focusing on brand loyalty, product satisfaction, and advocacy across different demographics.
· To identify the role of influencer marketing in promoting the Nike brand, assessing how partnerships with athletes, celebrities, and influencers affect brand visibility and consumer behavior.
· To explore the ethical considerations in Nike's social media marketing practices, with a focus on transparency, consumer privacy, and the authenticity of marketing messages.
[bookmark: _Toc158978504]Research Question 
· How effective are Nike's social media marketing strategies in enhancing its brand recognition, customer engagement, and overall market share on platforms such as Instagram, Twitter, and Facebook?
· What are consumer perceptions and responses towards Nike's social media campaigns, and how do these impact brand loyalty, product satisfaction, and brand advocacy across different demographics?
· In what ways does influencer marketing contribute to the promotion of the Nike brand, and how do partnerships with athletes, celebrities, and influencers affect brand visibility and consumer behavior?
· What ethical considerations arise from Nike's social media marketing practices, specifically regarding transparency, consumer privacy, and the authenticity of marketing messages?

[bookmark: _Toc158978505]Preliminary Literature Review
[bookmark: _Toc158978506]Overview of Social Media Marketing
The relevance of social media marketing stems from its ability to overcome traditional marketing limits, providing firms with a wide, easily accessible, and cost-effective channel for reaching global audiences. Instagram, Twitter, and Facebook have become indispensable tools for brand promotion, customer involvement, and market research. According to Audy Martínek, (2021), social media enables brands to create storylines, share beliefs, and interact with their audience, leading to increased brand loyalty and recognition.
Several significant developments have shaped the growth of social media marketing tactics, including the rise of influencer marketing, the use of data analytics for targeted advertising, and the use of augmented and virtual reality (AR/VR) to create immersive brand experiences. Influencer marketing, in particular, has evolved as a powerful technique, utilising the authority and reach of people with large social media followings to promote products in a more genuine and convincing way. This tactic has been particularly effective in industries such as fashion, cosmetics, and sports, where influencer endorsements can have a substantial impact on consumer behaviour and brand perception (Perreault and Mosconi, 2018). 
Furthermore, the use of data analytics in social media marketing has enabled marketers to personalise their messages to specific target categories, hence increasing campaign relevance and efficacy. This data-driven strategy helps brands gain a better understanding of consumer preferences, behaviours, and engagement patterns, allowing them to optimise their plans for optimum impact (Dubbelink, Herrando and Constantinides, 2021). 
Ethical considerations have also become more relevant in social media marketing, with firms being scrutinised for their use of customer data, openness in influencer collaborations, and the authenticity of marketing messaging. Addressing these ethical issues is critical to preserving consumer trust and brand integrity in the digital era (Poturak and Softic, 2019).
[bookmark: _Toc158978507]Brand Marketing through Social Media for Global Brands
Global sports apparel firms such as Nike, Adidas, and Under Armour have used social media for a variety of strategic goals. These methods cover a wide range of activities, from targeted advertising campaigns and influencer collaborations to real-time connection with customers. One of these strategies' key goals is to increase brand recognition by consistently presenting the company's identity, values, and message across numerous social media channels, resulting in a unified and immersive brand experience (Florenthal, 2019).
Another key goal is to increase client involvement with interactive content such as contests, live events, and personalised responses to consumer concerns. This technique not only develops a sense of community among the brand's fans, but it also makes the brand more relatable and accessible. Engaging customers leads to improved loyalty and advocacy as they share pleasant experiences with their networks (Audy Martínek, 2021). 
The importance of influencer marketing has been particularly notable, with firms teaming with athletes, celebrities, and social media influencers to reach a larger audience. These collaborations have proven helpful in increasing brand visibility and credibility, since influencer endorsements act as powerful testaments to the brand's quality and appeal. Influencer marketing programmes are frequently evaluated in terms of increased social media followers, engagement rates, and, ultimately, sales conversions (Perreault and Mosconi, 2018).
Data analytics are critical for optimising social media marketing campaigns because they enable firms to analyse consumer behaviour, preferences, and interaction patterns. This data-driven strategy allows brands to personalise their content and campaigns to their target audience's requirements and interests, resulting in more successful marketing strategies and better results (Dubbelink, Herrando, and Constantinides, 2021).
[bookmark: _Toc158978508]Consumer Engagement and Brand Loyalty on Social Media 
Helme-Guizon and Magnoni (2019) demonstrate the importance of consumer-brand engagement (CBE) on social media platforms such as Facebook. They discovered that self-brand linkages and social brand engagement (SBE) are key drivers of CBE, resulting in enhanced brand loyalty intentions. This shows that the multidimensional interactions between a business and its customers, which include cognitive, emotive, and behavioural components, are critical to creating loyalty via social media (Helle-Guizon and Magnoni, 2019).
Ting, Abbasi, and Ahmed (2020) investigated the effect of social interactivity on customer engagement behaviour and brand loyalty. They discovered that social interactivity greatly increases both consumer engagement and brand loyalty, implying that the level of interactivity and entertainment in advertising and brand communication on social media is critical for engaging consumers (Ting, Abbasi, and Ahmed, 2020). Popp, Wilson, Horbel, and Woratschek (2015) created an integrative paradigm that demonstrates how customer identification with Facebook brand pages (FBP), together with FBP happiness, has a major impact on FBP loyalty. Their findings highlight the need of instilling a sense of community and belonging among FBP users in order to increase brand loyalty (Popp et al., 2015).
Jayasingh (2019) used the uses and gratifications theory (UGT), social influence theory, and technology adoption models to understand customer engagement on Facebook brand pages. The study discovered that information seeking, social influence, and economic rewards increase customer participation on social networking sites, with a strong link between engagement and brand loyalty (Jayasingh, 2019). Labrecque (2014) investigates the effect of parasocial interaction (PSI) in social media platforms, concluding that PSI can dramatically increase loyalty intentions and readiness to share information with the business. This suggests that marketers might build stronger relationships with their customers by imitating one-on-one interactions on social media (Labrecque, 2014).
[bookmark: _Toc158978509]Influencer Marketing and Its Impact
According to studies, influencers on platforms such as Instagram have a substantial impact on consumer purchase decisions via celebrity endorsements, Instagram advertising, and electronic word-of-mouth (E-WOM), with Nike's campaigns acting as notable examples (Diantari and Jokhu, 2021). The interplay between influencers' credibility, the sincerity of their endorsements, and their compatibility with the brand's values all contribute to the success of influencer marketing initiatives. According to studies, influencers that share common interests with their followers and establish reciprocal relationships are more effective at amplifying brand messaging, as evidenced by Nike collaborations (Kim et al., 2017).
Social media posts with celebrity endorsements have been shown to improve brand image and encourage user-generated content (UGC), leading to increased engagement and reactions from target audiences (Fondevila Gascón, Mir Bernal and Rom Rodríguez, 2018). This shows that carefully selecting influencers and creating authentic, accessible content are critical for increasing the impact of influencer marketing activities.
In the broader context of social media marketing, consumers' motivations for engaging with brands on platforms such as Facebook have been linked to information-seeking behaviour and a desire for self-identity, which influences their interactions with and attitudes towards the brand (Qin, 2020). Nike's success in this area demonstrates the value of understanding customer motivations and harnessing influencers that connect with the brand's target demographic.

[bookmark: _Toc158978510]Methodology 
In the context of investigating "The Role of Brand Marketing Through Social Media for the Nike Brand," a systematic literature review is selected as the primary research methodology. This approach is particularly well-suited for synthesizing existing research findings, identifying gaps in the current literature, and setting directions for future research (Linnenluecke, Marrone and Singh, 2019). The systematic nature of this review ensures a comprehensive and unbiased collection of data, making it an appropriate method for examining the effects of social media marketing on brand recognition, customer engagement, and loyalty within the sports apparel industry.
[bookmark: _Toc158978511]Search Strategy
[bookmark: _Toc158978512]Databases and Sources
The literature search will span several academic databases and sources known for their extensive collection of marketing and business research, including ProQuest, JSTOR and Google Scholar. These platforms are chosen for their wide coverage of peer-reviewed articles, conference proceedings, and academic journals that are pertinent to marketing strategies and consumer behavior analysis.
[bookmark: _Toc158978513]Search Terms and Keywords
Search terms and keywords will be carefully selected to encompass the study's core themes, including "social media marketing," "brand loyalty," "consumer engagement," "Nike," and "sports apparel industry." Boolean operators (AND, OR) will be used to refine the search, e.g., "social media marketing" AND "Nike" AND "consumer engagement."
[bookmark: _Toc158978514]Inclusion and Exclusion Criteria
Inclusion criteria will specify the types of publications (e.g., peer-reviewed articles, conference papers) and the time frame from 2010 to the present, to ensure the relevance and timeliness of the data. Exclusion criteria will eliminate non-English articles and studies that do not directly focus on Nike's social media marketing strategies.

[bookmark: _Toc158978515]Study Selection Process
[bookmark: _Toc158978516]Screening Process
The selection process will begin with a screening of titles and abstracts for relevance to the research questions, followed by a detailed examination of the full text for those studies that meet the initial criteria. This two-step process ensures that only the most pertinent studies are included in the review.
[bookmark: _Toc158978517]Selection Tools
Tools such as EndNote and Rayyan will be utilized to manage references and streamline the selection process. These tools facilitate the organization of literature, the removal of duplicates, and collaboration among reviewers, enhancing the efficiency and accuracy of the study selection process.
[bookmark: _Toc158978518]Data Extraction and Analysis 
The information gathered will include the authors, year of publication, research aims, methodology utilised, major findings, and any relevant metrics that demonstrate the success of social media marketing. This systematic strategy ensures that all relevant data that contributes to the study's objectives is addressed. 
The gathered data will be analysed using a mixed-methods approach that includes thematic analysis as well as narrative synthesis. Thematic analysis will be utilised to uncover, analyse, and report patterns (themes) in the data, revealing insights into the strategic use of social media for brand marketing. Narrative synthesis will enable the integration of data from various methodological approaches, resulting in a thorough overview of the available literature on the issue. This dual method allows for a more in-depth understanding of the complex phenomena being studied, which is consistent with guidelines for systematic reviews in social science research (Pope, Mays, and Popay, 2007). 
[bookmark: _Toc158978519]Quality Assessment 
The quality and reliability of the included studies will be evaluated using predetermined criteria, such as the clarity of study aims, methodological rigour, validity of findings, and relevance to research topics. A score system based on the Critical Appraisal Skills Programme (CASP) will be used to objectively evaluate each study. Discrepancies in assessments will be handled by debate among researchers or consultation with a third expert, assuring a fair and unbiased evaluation (Higgins and Green, 2011). 
[bookmark: _Toc158978520]Ethical Considerations 
Ethical issues will be prioritised throughout the review process. Data use and privacy will be protected, particularly when obtaining direct quotes or comprehensive information from the studies. The evaluation will follow academic integrity rules, and all sources will be properly attributed. A rigorous and documented selection method, as well as the inclusion of a varied variety of studies, are used to minimise bias and assure transparency. This methodology is consistent with ethical criteria for systematic reviews, emphasising transparency, accountability, and data protection (Moher et al., 2009).

[bookmark: _Toc158978521]Risks 
The main risks of conducting a systematic literature review include potential biases in study selection and analysis, the possibility of missing relevant studies due to strict inclusion criteria, and the difficulty of synthesising data from studies with diverse methodologies. Bias can occur when the search technique mistakenly favours specific types of studies or when the reviewer's beliefs influence data selection and interpretation (Higgins and Green, 2011). Furthermore, important literature may be overlooked if search criteria are too specific or databases are insufficiently thorough. Finally, combining data from qualitative and quantitative research may complicate the analysis, impacting the review's reliability and validity (Petticrew and Roberts, 2008).

[bookmark: _Toc158978522]Timeline (Gantt Chart)
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