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NIKE is an American-based multinational footwear manufacturing company. Nike’s headquarter is located in Beaverton, US. Bill Bowerman and Phil Knight on 25th January 1964 founded Nike. Before 30 May 1971, Nike was known as the “Blue Ribbon Sports”. Nike sells products in brands like Nike Golf, Nike Pro, Nike+, Air Jordan, Nike Blazers, Air Force 1, Nike Dunk, Air Max, Foamposite, Nike Skateboarding, and Nike CR7. Nike’s mission statement is “To Bring inspiration and innovation to every athlete in the world”. In this statement, Nike sees every person as an athlete. They believe “If you have a body, you are an athlete”. It is the world's largest supplier of athletic footwear and apparel and a substantial manufacturer of sports equipment, with revenues for fiscal year 2020 reaching US$37.4 billion (ends May 31, 2020). Globally, it employs 76,700 people as of 2020. The brand's worth surpassed $32 billion in 2020, making it the most valuable brand among sports organisations. Nike ranked 89th on the 2018 Fortune 500 list of the largest companies by revenue in the United States.
[bookmark: _Toc123334140][bookmark: _Toc123339450]Communication
The concept of sharing is ingrained in the term "communication" from its earliest roots, which are "communicate" or "communis," which means "to impart," "to participate in," "to share," or "to make common." Different authors give different definitions of communication. 
Keith Davis states, “Communication is a process of passing information and understanding from one person to another.”
[bookmark: _Toc123334141][bookmark: _Toc123339451]Communication Model
Shannon and Weaver published "A Mathematical Theory of Communication" (also known as the "Shannon-Weaver model of communication") in the "Bell System Technical Journal" in 1948.
This Model was developed to facilitate more effective communication between sender and recipient. In addition, they identify components that contribute to "Noise" and impact the process of communication.
The model covers various topics, including Information source, transmitter, Noise, channel, message, receiver, channel, information destination, encode and decode.
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[bookmark: _Toc123334189]Figure 1 Shannon-Weaver's Model of Communication

Sender: The content is selected by the message's originator or information provider.
Encoder: The apparatus for transmitting signals through messages
Channel: The Channel is the transmission medium selected by the sender to transmit messages to the recipient. 
Decoder: The spot where a received signal is transformed into a message. A reverse encoding operation
Receiver: The reader of the communication from the sender
Noise: The encoder sends the messages to the decoder through a channel. During this procedure, physical disturbances such as horn sounds, thunder, and crowd noise might confound or modify the claims. During transmission, encoded signals may block the channel and prevent the intended recipient from receiving the message.
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According to Schultz and Schultz (Schultz and Schultz, p. 19), integrated marketing communication (IMC) was first proposed in the 1980s and has since altered how communicators and marketers interact and do business.
The American Marketing Association defines IMC as “a planning process designed to assure that all brand contacts received by a customer or prospect for a product, service, or organisation are relevant to that person and consistent over time.” (Debra, 2003)
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Figure 2 the Stages in an IMC Campaign
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Figure 3Nike’s IMC
Advertising 
Advertising is a crucial part of marketing strategy of NIKE. According to Kotler's definition, advertising is “any paid form of non-personal presentation and promotion of ideas, goods and services through mass media such as newspapers, magazines, television or radio by an identified sponsor” [1984, p. 58]
By advertising, Nike created the best brand image in their customer’s minds. Even while advertising is often the most costly element of Nike's marketing communications mix, it is an effective technique for growing sales, particularly when it comes to promoting new products such as clothes and equipment. Nike also advertises itself via print and broadcast media. For example, the company markets sports shoes on YouTube and other Google-operated digital advertising platforms. However, Nike should focus more on niche marketing than mass marketing. To illustrate, Nike has different sub-brands for various athletic shoes, so they should only advertise these products to relative customers rather than publish them in mass media. Like, CR7 brand sports shoes are only shown to youngsters or athletes rather than everyone’s age. (Lawrence, 2022)
Sales Promotion
The purpose of the company's sales campaign is to raise customer demand for its sporting products. This element of Nike's promotional approach may enhance product value, promote customer engagement, cut prices, and provide additional benefits to boost demand. Typically, sales campaigns feature expiry dates, such as the last day to get discounts on a selection of Sports shoes. However, Nike's marketing communications mix includes frequent sales incentives to convince people to purchase the company's products.
Nike Inc. offers discounts as part of their sales sorts. For instance, Every 30 days, the company provides certified students with a one-time use 10% coupon promotion code. In this sales promotion, Nike mainly focused on University students, but they should also consider high schoolers because they are more sport active than university students. The company can promote their product to the school convenience or sports store to attract them. Nike also made a recent sales promotion related to FIFA WORLD CUP in Qatar. In this sales promotion, Nike provided discounts on athletic football shoes online. In this campaign, they should also apply for offline stores to cover up demand for such impulsive buying.    


Personal Selling
Nike integrates personalised selling within their marketing communications strategy. This strategy attempts to promote the company's goods by establishing personal and persuasive connections with potential customers, such as those in NikeTown shops. The sale of Nike footwear, clothes, and accessories may arise through face-to-face interactions between salespeople and consumers. This component of the promotional mix emphasises one-on-one encounters with clients to accommodate their footwear, garment, or equipment demands and preferences.
To enhance personal Selling, Nike can add an option for their customers to see the actual product at the nearest Nike-authorised retailer. For example, suppose a customer wants to purchase shoes on Nick’s website, but he/she wants to check the quality of the product and actual experience. In that case, they should book an appointment with the nearest Nike seller for that product which will help them to make a purchasing decision.
Public Relations
Public relations' strategic aims include garnering attention, developing consumer relationships and loyalty, boosting the company's brands, and increasing the sports goods company's corporate image. Nike's advertising strategy includes charity donations to sports anti-discrimination programmes and funding to community development initiatives. In addition to the advertising campaigns that comprise Nike's promotional mix, this marketing communications mix also includes celebrity endorsers and social media influencers for word-of-mouth promotion.
To improve public relationships, Nike can create an advertisement whose primary purpose will be to create a solid public relationship. A topic can be aware of Covid19 or other issues like Black-White differences and other social problems. Other way to make good public relations is by creating an advertisement campaign, which indicates that Nike is helping to create the best fitness awareness by providing proper shoes for a proper workout. 
Sponsorship
Sponsorship is a marketing tactic that Nike employs. "Due to the importance that entertainment, competitiveness, and achievement are valued in the United States and Europe, corporate sports sponsorship is growing more alluring" (McCook, 2004). Nike invests in some of the top athletes in the world to "increase brand awareness and affinity" (Cave & Miller, 2016). The two biggest stars on Nike's roster are Lebron James (basketball) and Cristiano Ronaldo (football). Both have "lifetime" contracts with Nike, so their association will continue long after they stop competing (Nike News, 2016). However, there is some area where Nike have to make sponsorship, such as child segmentation. Nike is always focused on sponsoring superstars, so it will be the right decision for them to make contact with teenage superstars like Cristiano Junior or another high-profile teen, which will help Nick to cover children’s segmentation.   
Direct Marketing
The goal of Nike Inc.'s direct marketing as part of its promotional mix is to directly promote and sell items to a group of targeted consumers. These clients are chosen based on a number of factors, including their age, gender, and engagement in or affinity with certain sports. For instance, Nike members get early access to the company's mobile applications. A participant in this early-access programme may buy a pair of shoes that are not yet widely accessible on the global market. The delivered footwear and recipient are selected by the recipient's preferences and the characteristics of the boot. Nike's marketing communications mix includes direct product promotion to stimulate the purchase, usage, and feedback from a restricted number of consumers on certain items. This advertising strategy incorporates social networking sites such as Facebook, allowing the sports goods manufacturer to communicate directly with clients online.
As a result of the marketing communications mix, Nike has choices for obtaining useful feedback from customers who interact with the firm publicly. The incorporation of selective client input into market research data aids the footwear, apparel, and equipment sectors in making business decisions. Specifically, this promotional mix aspect assists Nike in enhancing its products and marketing strategies. Due to the direct (and often customised) character of this quick marketing implementation, the marketing communications mix also works to develop consumer loyalty, so enhancing the sports goods industry's competitive advantages.
Digital Marketing
To engage consumers, Nike's marketing techniques focus on social and digital methods. Nike manages internet sales via companies and social networking sites. The company's people make widespread customization possible in order to facilitate significant and distributable growth. Nike focuses on the customer since it sells consumer items and utilises marketing to encourage people to engage in sports and fitness activities. The company is adopting design trends and focusing on the aims of complete marketing in order to increase productivity.
Nike's strategic business segment enhances consumer fitness and sports choices. They should also provide fitness and sports-related guides or advice to the customers through their social media accounts or by sending direct mail to customers.
 It is possible to determine whether a firm has a successful position in the market and competitive advantages by analysing its market share.
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	Strengths
	Strengths

	Excellent Instagram use, plenty of followers, and exciting material
	An inconsistent online presence; specific platforms are never updated, while others are updated often but only have a few subscribers.

	Fitness applications that are useful and work with smartwatches and other devices
	A low number of likes on postings about products

	engaging advertisements that are circulated via social media
	Finding the necessary information might be complex due to the website's poor organisation.

	Efficacious internet store with all the capabilities needed for online and offline purchasing.
	Videos and giant posters impede navigation on both websites.

	Individual information sites that are organised well, like News.
	Website navigation that could be more intuitive.

	A strong Instagram presence with lots of activity.
	Facebook shows no activity.

	High-calibre material on YouTube and Instagram.
	Low amount of likes on posts about products.


(Study Corgi, 2022)
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According to Keller, Brand Equity is the effect of brand knowledge on consumer response to a brand’s marketing. The effect occurs when the brand is known and when the consumer possesses favourable, solid and unique brand associations (Keller, 1993).
[bookmark: _Toc123334147][bookmark: _Toc123339457]Keller's Brand Equity Model
Pyramids serve as Keller's model. The fundamental brilliance of this method is that it makes it simple to assess the brand's current status and what it must do to improve. The phases of brand equity ascend toward their peak.
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Figure 4 Nike Keller's Brand Equity Model
Salience: Customer see Nike as a maker of beautiful, high-quality sports sneakers.
Performance: Nike items are quite technically advanced.
Imagery: People believe Nike to be a symbol of success, high prestige, and fashionable coolness.
Judgments: Consumers have a high appreciation for the Nike brand due to its superior quality, fantastic design, and innovation.
Feelings: Nike strongly emphasises inspiring their customers, encouraging them to "just do it."
Resonance: Nike offers customers customisation options, including personalised shoes and run-related videography.
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A customer journey map illustrates a customer's progression through an organization's sales funnel (also called the buyer journey or user journey). It enables you to express the tale of your consumers' interactions with your brand across all touchpoints. Visually charting the customer journey ensures that none of your clients fall through the gaps, regardless of how they contact you: social media, email, live chat, etc.
A typical end-to-end customer journey encompasses all the interactions between a client being uninformed of a company, being aware of it, exploring it, purchasing it, using and absorbing it, and becoming an advocate - recommending it to others.
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Figure 5 The Stages in a Customer Journey
1. Awareness
The journey of Nike consumers begins before they make a purchase. They are people with a need, and it is Nick’s responsibility to convince them that Nick Shoes is the best for them. First, they must be aware of their existence, making the awareness phase crucial.
Nicks should employ a multi-channel awareness strategy. Organic search, paid advertisements, referrals, press releases, news stories, social postings, and email marketing campaigns are all effective methods for attracting the attention of target audience. Understanding target audience is crucial so that Nike allocate resources to the areas in which personas are most likely to respond.
2. Consideration
During the consideration phase, prospects will likely compare Nick product to rivals products. The duration of this period will depend on several variables, including the price of a product. 
Information is crucial at this stage to assist customer to make a decision, and there are several methods to convey it. Consider the following to demonstrate ability to resolve their issue:
· FAQs 
· Customer evaluations
· Free samples or trials
· Demo videos
3. Decision
All efforts in the prior two phases should have led to the decision phase, so Nick make sure that they don't lose the customer at this crucial juncture. A difficult-to-navigate buying procedure with too many steps, for instance, might cause a customer to return to the contemplation phase and ultimately purchase from a rival.
Consider giving a discount coupon or free delivery to add value and aid decision-making. Customer service may play a vital part here, so Nick ensure that there are simple ways to contact corporate personnel. This staff should have access to the customer journey history across all channels, allowing the individual to spend less time bringing them up to speed.
4. Retention
Nick customer's journey does not, and does not need to, conclude with a transaction. According to an ancient marketing adage, it costs five times more to acquire a new client than to maintain an existing one. This was predicated on an outdated business strategy, as noted in this Forbes article, but predictive analytics tools may now estimate a customer's lifetime value (CLV).
Knowing the CLV of a retained client vs an acquired customer, which is unique to each company, enables you to make more informed decisions on which relationships to invest in. Personalisation contact with current clients and soliciting feedback are all excellent strategies for upselling existing consumers.
5. Advocacy
Even better than reselling to existing clients is having them spread the word about their excellent experience. Advocacy may take several forms, including publishing online evaluations and recommending your firm to friends and family in person.
An advocacy plan may also incorporate many tactics. Offer unique affiliate links that entitle both the referrer and the recipient to discounts on future purchases or inclusion into a prize draw to incentivise referrals. Post social media shootouts and promote user-generated material to engage new customers.
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Touchpoints are consumer encounters that occur during the customer journey. These moments have a significant influence on the customer experience and the reputation of the company. By highlighting crucial contact points on a map, businesses may capitalise on timely opportunities to improve the customer experience. (Clint, 2021)
Nike customers’ touchpoints are divided into three stages. 
Pre-purchase 
Various touch points affect customer selection when they choose Nike products. These touchpoints are the reason that customer purchase that particular product. Pre-purchase touchpoints that affect customers are;
· Social Media
· Online Advertisement
· Company Events
· Peer Referral
Purchase 
During the buying process, some customer touchpoints affect the purchasing decisions, like the method of paying and place of buying. Those touchpoints are;
· Product Catalogues 
· Ecommerce
· Product Review

Post Purchase touchpoints
Post-purchase touchpoints are the points that determine whether the customer is satisfied or not satisfied. Post-purchase touchpoints that affect customers are;
· Thank You, Latter
· Upselling/Cross-selling Emails
[bookmark: _Toc123334151][bookmark: _Toc123339461]Nick’s Strength and Week Customer touchpoints.
	Strength Touchpoints  
	Week Touchpoints 

	Online Advertisement
	Social Media

	Company Events
	Ecommerce

	Peer Referral
	Thank you Latter

	Product Catalogues
	

	Upselling/Cross-selling Emails
	


Table 1 Nicks Strength and Week Customer Touchpoints

[bookmark: _Toc123334152][bookmark: _Toc123339462]Customer Journey map
A customer journey map depicts the customer's journey through the sales funnel of an organisation (also called the buyer journey or user journey). It permits the delivery of the story of the consumer's experiences with the brand across all touchpoints. Whether customers contact via social media, email, live chat, or other channels, a graphical representation of their journey guarantees that none of them slip between the cracks. (Salesforce, 2020)
[bookmark: _Toc123334153][bookmark: _Toc123339463]The benefits of a customer journey map include:
· Assisting a firm to identify where clients connect with its business
· Concentrating company efforts on specific consumer requirements at various phases of the purchase process.
· Demonstrating the differences between the expected and actual customer experience
· Highlighting growth priorities
· Permitting a corporation to concentrate its efforts and expenditures on what matters most to maximise efficiency.



Nike’s New Customer Journey Map 
	Customer Journey Map
	Awareness
	Discover
	Purchase
	Use
	Bond

	Website
	
	
Find More Information
	
	
	

	Store
	
	Trying Actual Shoes
	Purchasing Shoes
	
	

	Call Centre
	
	
	
	
	

	Social Media
	Show Shoes Advertisement
	
	
	Posting Shoes Review
	

	Word of Mouth
	
	
	
	
	Express Positive View

	Email
	
	
	
	
	

	Post
	
	
	
	
	


Table 2 Nike's New Customer Journey Map

This Table illustrates the new customer journey at Nike. A customer shows a shoes advertisement on Instagram, gets aware of Nike’s launch of new shoes, and gets curious. So, for more information, he goes throw Nick’s Website and finds out that they are available at the nearest store, so he goes to the retailer and, after tasting the customer, purchases the shoes at the store and posts a shoes review on Instagram and gets satisfied and suggests other friends.



Nike’s Existing Customer Journey Map 
	Customer Journey Map
	Awareness
	Discover
	Purchase
	Use
	Bond

	Website
	
	Find More Information
	Purchasing Shoes
	Posting Shoes Review
	

	Store
	
	Trying Actual Shoes
	
	
	

	Call Centre
	
	
	
	
	

	Social Media
	
	
	
	
	

	Word of Mouth
	
	
	
	
	Express Positive View

	Email
	Offer on New Shoes
	
	
	
	

	Post
	
	
	
	
	Existing Customer


Table 3 Nick’s Existing Customer Journey

This Table demonstrates the Existing customer journey at Nike. A customer gets an Email showing new shoes available for them with some discount. The customer visits Nick's website and discovers that the shoes are available at the local merchant, so he visits the store to try the product. After tasting, the customer purchases shoes via the website. And, make a review of shoes on the Website and gets satisfied and suggest other friends with a positive view.

[bookmark: _Toc123334154][bookmark: _Toc123339464]Recommendation
Nick is utilising them resources in best way to attract the customers and maintain them properly however there are some effective measures that effectively enhances Nick’s Marketing strategies.
The first thing that Nick has to do is focus more on niche marketing because they have many premium products in their catalogue. Moreover, they should try to create the IMC more effectively.
For customer touchpoints, they should create more customer touchpoints which help to increase customer decisions in their favour, such as creating a new point of sale to the customer, so their decision is always for Nick products. Also, they should start to make their weak customer touchpoints into strength.  

[bookmark: _Toc123339465]Conclusion
Nick is performing very well in the current market and stand as the world best Shoes manufacturer. Nothing is perfect there are some criteria where Nick is not performing well but because their strong brand image in customers mind and their effective marketing strategies Nick sales is higher than their comparatives.
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