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Chapter 1: Introduction
1.1 Background:
In today’s digitally connected world, social media has transformed how organizations communicate with consumers, build brand identity, and stimulate engagement. As digital technologies continue to evolve, social media has become one of the most influential tools for marketing, shaping not only the visibility of brands but also how customers interact, respond, and form long-term relationships with them. For global brands such as Nike, which operates in highly competitive and fast-changing markets, social media is no longer an optional promotional tool—it is a strategic necessity. The brand’s ability to engage customers through compelling online content, interactive features, and influencer partnerships plays a central role in its success.
Nike has consistently been recognized as a leader in digital marketing, using platforms such as Instagram, TikTok, Twitter, Facebook, and YouTube to communicate its values, promote its products, and build communities around sport, motivation, and lifestyle. However, despite Nike’s strong digital presence, the nature of consumer engagement remains complex and ever-changing. Different audiences interact with content in different ways, and new digital behaviors continue to emerge. Understanding what drives customer engagement—what makes users like, comment, share, or feel connected to the brand—is essential for sustaining competitive advantage. With the increasing importance of data-driven marketing, businesses must move beyond simply posting content and begin analyzing which strategies genuinely encourage interaction and emotional connection.
This research focuses on exploring how social media marketing influences customer engagement at Nike, specifically examining the types of content that resonate most with audiences, the role of influencers, and how different platforms shape engagement behaviors. By investigating these dynamics, the study aims to provide meaningful insights not only for Nike but also for other brands seeking to strengthen their digital presence. Social media remains a powerful space where brand loyalty, purchase intention, and customer advocacy can be shaped and reinforced. As consumer expectations rise and competition intensifies, brands must understand how to adapt their digital strategies to remain relevant, relatable, and engaging.
The study also reflects broader developments in the marketing industry. With the rise of short-form video platforms such as TikTok and Instagram Reels, customers increasingly expect fast, visually compelling, and emotionally impactful content. Meanwhile, influencer culture has reshaped how authenticity, trust, and brand loyalty are understood. Collecting primary data through a structured questionnaire allows for a deeper understanding of how real users perceive Nike’s content and how they engage with it across platforms. This makes the study both timely and practically significant.
Overall, this chapter introduces the context, relevance, and objectives of the research. By identifying the importance of customer engagement in digital marketing and situating Nike as an ideal case study, the chapter establishes the foundation for the literature review and methodological approach outlined in the subsequent chapters.
1.2 Rationale for Research
 In this study, there is increasing importance in the rationale that the use of social media directly affects consumer behavior, brand loyalty, and purchase intentions. Marketing literature has continuously indicated that customer engagement is one of the mediators between social media marketing and brand performance (Brodie et al., 2013; Hollebeek et al., 2014). The success of Nike hinges on its capacity to ensure high levels of engagement with customers via digital contacts. Nevertheless, even though the company has been successful internationally, little empirical research has explored what social media practices are most effective in creating engagement with Nike. It is essential to know what kind of content, platforms, and collaboration with influencers bring the most interaction to enhance the effectiveness of marketing and preserve the competitive edge. The study is also a reaction to the larger challenges in the industry such as dwindling concentration, growing rivalry, and the changing consumers' loyalty trends. Moreover, with the growth of data-driven consumer behavior, the knowledge of how engagement metrics influence brand performance can inform future marketing investment. This study can be of great value, both to Nike and other organizations that wish to increase their digital engagement strategies in a saturated market. 
1.3 Problem Statement
 The business issue that stands out in the environment of the large digital footprint of Nike is the inability to maximize customer engagement through strategic social media marketing. Although Nike has enjoyed a successful campaign around the world through high profile campaigns such as ‘’Just Do It‘’ and ‘’You Can stop Us’’, it is not clear how the different components of its digital content through the partnerships with influences, storytelling, and user-generated media directly lead to engagement outcomes. As novel social platforms and ever-evolving algorithms are emerging, brands such as Nike struggle to sustain a level of consistency in terms of engagement. Besides, the move towards authenticity and social responsibility in marketing communication makes it even more complex. Consumers do not trust over-promotion much, and they tend to prefer brands that are more transparent, inclusive, and reflect real value. The proposed study will determine what elements of Nike social media marketing have the greatest impact on consumer communication, emotional engagement, and brand loyalty. 
1.4 Research Aims 
The aim of this research is to explore how social media marketing influences customer engagement within Nike’s online platforms. It seeks to discover ways in which different types of content, digital strategies, and social media interactions contribute to consumer connection, trust, and loyalty. The study intends to provide insights into how Nike can strengthen its engagement through effective use of social media channels, ultimately enhancing brand perception and long-term customer relationships. 
1.5 Research Objectives 
The specific objectives of this research are: 
· Measure the level of customer engagement generated by different types of Nike’s social media content (e.g., videos, images, influencer posts). 
· Compare how various social media platforms such as Instagram, TikTok, and X (Twitter) influence user interaction and engagement patterns. 
· Evaluate the effectiveness of influencer and user-generated content in building customer trust and encouraging brand participation. 
· Assess the impact of personalized marketing and real-time interactions on strengthening customer loyalty and long-term brand perception. 
1.5. Scope of the Study 
In this study, the selected social media are the official Nike Instagram, TikTok, YouTube, and Twitter accounts. The data used in the research will be gathered through customer surveys and on-line interaction measures taken over a specific time. The sample population will be comprised of the users of social media who actively use or follow Nike online. The study is not going to be stretched to the offline methods of marketing or financial performance indicators but narrowed down to the case of online interactions. 
1.6 Significance of the Study 
This study will have a range of contributions expected to its findings. To begin with, the research offers evidence on the impact of certain social media strategies on engagement and loyalty on one of the world most popular brands. This fact can be used to assist Nike and other global corporate entities in streamlining their online marketing strategies to gain greater engagement and customer bonding. Second, the study will positively contribute to the body of scholarly research by connecting the social media marketing theory and practice. It helps to justify the increasing amount of literature that fosters the significance of engagement as a performance measure in marketing performance (Ashley and Tuten, 2015; Hudson et al., 2016). Lastly, the research has got managerial implications for practitioners and marketing professionals. Knowing what contents and platforms attract the most attention, marketers will be able to spend money in a more efficient way, create superior campaigns, and stay relevant in a rapidly changing digital world. 
1.8 Structure of the Dissertation 
This dissertation is organized into five main chapters. Following this introduction, Chapter 2 presents a critical literature review exploring key theories, concepts, and empirical studies related to social media marketing and customer engagement. Chapter 3 outlines the research methodology, including the quantitative survey design, sampling techniques, and data analysis process. Chapter 4 presents and discusses the findings of the study, while Chapter 5 concludes with recommendations, implications, and limitations, along with suggestions for future research. 
Chapter 2: Critical Literature Review 
Social media marketing had previously been something we did on the side, but nowadays it's downright essential to interacting with customers. Tuten and Solomon (2017) state that social media gives brands the ability to have real two-way dialogues with customers, and that provides a lot more depth of interaction. But communication must be tailored to the unique attributes of the sites as well as the ways people use the sites. Customer engagement, according to Brodie et al. (2013), is a state of mind that results from interactive experiences. Brand- and user-crafted content are most prominently highlighted by these authors as being central to the building of feelings of connection. Nike campaigns are plentiful in the latter as they are the former. One example would be Nike's "You Can't Stop Us" campaign, combining high production values and user-crafted content to create great sharing and engagement stimuli (Nike Inc., 2024). 
Hollebeek et al. (2014) advances a framework in which engagement comprises cognitive, emotional, and behavioral aspects. It follows that such brands as Nike must reach all these areas through various content strategies—from inspirational posts to product demonstrations and tales of the community. 
Hudson et al. (2016) investigated cross-cultural engagement and reported that the effectiveness of different content differs substantially across various platforms as well as across various marketplaces. For Nike, as a global brand, it's critical to be aware of these subtleties to achieve maximum engagement. Nonetheless, little research exists yet to explain which post types (e.g., advertising-oriented vs. lifestyle-oriented content) exhibit higher engagement on Nike's pages. 
Ashley and Tuten (2015) investigated creative strategies of branded content and stated that storytelling, visuals, and value-based message strategies have substantial impacts on user response. Nike marketing offers the greatest example of the same through campaigns favoring societal movements and empowerment of the individual. But the area that lacks the measurement of the strategies is the long-term effect of the strategies on loyalty and purchase decisions. 
Further recent findings by Statista (2024) show that video content, specifically short content through TikTok and Instagram Reels, has increased in importance in reaching the consumer. The pattern holds more for Nike, as the visual content storytelling of the company appeals most to the young population. 
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Understanding how and why customers engage with brands on social media requires grounding in established behavioral and marketing theories. This study draws upon three core theoretical frameworks: Self-Determination Theory (SDT), Uses and Gratifications Theory (UGT), and Customer Engagement Theory (CET). Together, these theories help explain the motivations, behaviors, and psychological processes that influence customer engagement with Nike’s social media content.
Self-Determination Theory (SDT) posits that intrinsic motivation—such as feelings of competence, relatedness, and autonomy—drives sustained engagement (Deci & Ryan, 2000). Nike’s social media strategies often leverage intrinsic motivators by promoting messages of empowerment (“Just Do It”) and celebrating personal achievement. By appealing to individuals’ psychological needs, Nike transforms customers into brand advocates who actively contribute to online conversations and content creation (Brand24, 2025).
Uses and Gratifications Theory (UGT) (Katz et al., 1973) suggest that individuals do not consume media passively; instead, they actively select platforms and content that fulfil specific personal needs. These needs often include entertainment, access to information, opportunities for social interaction, and the desire to build or express one’s identity. In the context of Nike’s social media presence, UGT provides a useful framework for understanding why consumers choose to follow the brand online. For example, many users may engage with Nike’s content for entertainment through visually dynamic videos or athlete features, while others may seek information about new product releases or performance innovations. Nike’s strong brand values also support identity formation, enabling followers to express a sense of belonging to a lifestyle centered on fitness, motivation, and empowerment. By applying UGT, this study can better interpret participant preferences regarding the types of content they interact with and the platforms they choose to use.
Customer Engagement Theory (CET) (Brodie et al., 2011) views engagement as a multidimensional psychological state that develops through ongoing interactions between consumers and brands. This theory emphasizes that engagement is not limited to simple behaviors such as liking or sharing posts; rather, it involves emotional, cognitive, and behavioral processes that deepen the consumer’s relationship with the brand. In Nike’s case, cognitive engagement may emerge when consumers perceive the content as relevant or trustworthy, particularly when influencers or athletes are involved. Emotional engagement can occur when individuals feel inspired or connected to the brand community through motivational campaigns or shared values. Behavioral engagement becomes evident in actions such as commenting, participating in challenges, or revisiting Nike’s social channels. CET is therefore highly relevant to this research, as the questionnaire measures several aspects of these engagement dimensions. Understanding how participants think, feel, and behave in response to Nike’s content allows the study to explore the broader impact of social media marketing on engagement and loyalty.


2.2 Social Media Platforms and Consumer Behavior
Different social media platforms serve distinct roles in customer engagement, and Nike’s multi-platform approach demonstrates this strategic diversity. Instagram, with its focus on visuals and lifestyle representation, serves as a storytelling platform for Nike’s product lines and campaigns. TikTok, by contrast, prioritizes short-form, high-energy videos that connect with younger audiences seeking entertainment and authenticity (Statista, 2024). Twitter (now X) enables Nike to participate in trending conversations, respond to events in real time, and engage directly with customers through quick replies and interactive posts. YouTube allows for longer-form storytelling, including athlete profiles, documentaries, and behind-the-scenes content.
Hudson et al. (2016) examined the influence of social media interactions on brand perception and found that the platform context significantly affects engagement outcomes. For example, visually rich content tends to perform better on Instagram, while narrative-driven posts excel on YouTube. For Nike, understanding these platform dynamics is critical in optimizing engagement and maintaining brand consistency across markets. The company’s ability to tailor content for each platform while maintaining a unified brand identity demonstrates strategic agility that many competitors struggle to replicate.
Moreover, platform algorithms heavily influence content visibility. As Kaplan and Haenlein (2010) argued, the social media environment is governed by participatory and interactive principles that reward consistent engagement and user participation. Brands like Nike must therefore balance promotional messaging with authentic interaction to ensure sustained visibility in users’ feeds. Studies by De Veirman et al. (2017) highlight that algorithmic visibility is increasingly tied to consumer perception of authenticity; over-promotional content tends to reduce engagement, while socially responsible and user-centered messaging enhances credibility.
2.3 The Role of Influencer and User-Generated Content
These behavioral patterns across platforms can also be interpreted through the theoretical lenses outlined in Section 2.1, where consumer motivations, gratifications, and engagement states shape how users interact with Nike’s content. 
Influencer marketing has emerged as a central component of Nike’s digital strategy. The brand collaborates with athletes, celebrities, and micro-influencers to expand its reach and connect with niche audiences. According to Lou and Yuan (2019), influencer endorsements enhance perceived credibility and emotional attachment to brands, particularly when the influencer values align with those of the company. Nike’s partnerships with athletes such as Serena Williams and Kylian Mbappé demonstrate how authentic collaborations can humanize the brand and inspire audiences across demographics.
Simultaneously, user-generated content (UGC) plays a pivotal role in fostering community-based engagement. Brodie et al. (2013) argue that consumer-created media strengthens relational bonds by increasing feelings of ownership and identity with the brand. Nike frequently encourages UGC through hashtag campaigns like #JustDoIt and #NikeRunning, where users share personal stories, training experiences, and motivational posts. According to Brand24 (2025), this participatory strategy not only boosts online engagement metrics but also enhances long-term loyalty by transforming consumers into co-creators of brand meaning.
Hollebeek and Macky (2019) further contend that the authenticity embedded in UGC has a stronger impact on purchase intention than professionally produced content. Consumers perceive peer-created content as more relatable and trustworthy, particularly among younger audiences who are skeptical of corporate advertising. Nike’s ability to curate and amplify these user stories demonstrates an understanding of contemporary consumer psychology—where trust and identification outweigh traditional promotional appeal.
2.4 Storytelling, Visual Identity, and Emotional Branding
Storytelling is a hallmark of Nike’s marketing success and remains one of the most effective techniques for deepening customer engagement. Ashley and Tuten (2015) identified storytelling, visual design, and value-driven messaging as key elements that influence user responses to brand content. Nike’s campaigns consistently weave motivational narratives that transcend product promotion, instead focusing on universal human experiences such as perseverance, equality, and empowerment. These themes resonate across cultures and demographics, reinforcing Nike’s position as both a commercial and cultural leader.
For instance, Nike’s “Dream Crazy” campaign featuring Colin Kaepernick sparked global conversations about activism and brand purpose. Although the campaign initially polarized public opinion, it ultimately enhanced Nike’s image among its target consumers who valued authenticity and courage (Statista, 2024). This case illustrates the emotional branding concept described by Thomson et al. (2005), which emphasizes the power of emotional bonds in shaping brand loyalty. By associating its identity with shared values and social justice causes, Nike transcends transactional relationships and creates affective connections that are difficult for competitors to imitate.
Moreover, visual storytelling through high-quality imagery and video continues to be a critical driver of engagement. Statista (2024) reports that short-form videos generate up to 2.5 times higher engagement rates than static images. Nike’s heavy investment in video storytelling, particularly through TikTok and Instagram Reels, capitalizes on this trend by appealing to younger audiences who prioritize dynamic and authentic content experiences. As Keller (2013) notes, visual and emotional consistency across brand communications enhances consumer recognition and reinforces brand equity over time.
2.5 Cross-Cultural and Global Marketing Considerations
As one of the world’s most recognizable sportswear brands, Nike operates across diverse cultural landscapes, each with distinct expectations, values, communication styles, and digital behaviors. Because customer engagement is shaped by cultural norms and social context, Nike’s global social media strategy cannot rely on standardized messaging alone. Instead, the brand must carefully adapt its content, tone, and visual narratives to connect meaningfully with audiences in different countries. This aligns with Hudson et al. (2016), who argue that engagement is culturally mediated, meaning consumers interpret marketing content through cultural lenses that influence emotional resonance and behavioral response.
One important consideration is the significant variation in platform popularity and usage habits across markets. While Instagram and TikTok dominate engagement in Western countries such as the United States and the United Kingdom, other markets rely heavily on different platforms. For example, Weibo and WeChat are central for brand communication in China, LINE is widely used in Japan, and WhatsApp and Facebook remain dominant in parts of Latin America, Africa and India. As a result, Nike must align its content styles with the cultural and technological ecosystem of each region. This supports the Uses and Gratifications Theory (Katz et al., 1973), which states that consumers choose platforms based on the needs and gratifications they seek. For example, TikTok users often seek entertainment and inspiration, making motivational sports videos effective, while Facebook users may prefer informational updates or community-driven posts.
Cultural values also heavily influence the type of messaging that consumers respond to. Using Hofstede’s cultural dimensions as a framework, Nike’s messaging resonates differently in individualist cultures (e.g., USA, UK, Australia) compared to collectivist cultures (e.g., China, Japan, South Korea). Nike’s global slogan “Just Do It” embodies individual achievement, autonomy, and personal drive—values that align strongly with individualist societies. Campaigns like “Dream Crazy” and “Unlimited You” reinforce this focus on self-expression and personal empowerment. In collectivist cultures, however, Nike often adapts its narrative to highlight teamwork, group identity, and shared success. For instance, Nike’s campaigns in China frequently feature community-based sporting initiatives and local athletes, emphasizing unity and collective accomplishment. This cultural sensitivity enhances engagement by appealing to the motivations and values that matter most to local audiences.
Influencer marketing also requires cultural nuance, as perceptions of credibility differ across regions. In Western markets, consumers often value authenticity, relatability, and transparency. Micro-influencers who present themselves as “ordinary people” can be more persuasive than celebrities due to perceived sincerity. In contrast, Eastern markets often favor influencers with high social status, expertise, or professional athletic credentials. For example, Japanese consumers may respond more positively to elite athletes or long-term sports professionals, as these align with cultural values around discipline and mastery. This difference supports Customer Engagement Theory (Brodie et al., 2011), as the emotional and cognitive connection to influencers varies depending on cultural expectations regarding authority and trust.
Language adaptation also plays a vital role in Nike’s global strategy. Beyond simple translation, Nike modifies tone, narrative pacing, and emotional depth based on regional communication norms. In high-context cultures such as Japan or the UAE, subtle, symbolic and visually expressive messaging is often preferred, whereas low-context cultures such as Germany or the UK respond better to clear and direct messages. Nike’s ability to shift between metaphorical storytelling and direct factual statements demonstrates an understanding of how cultural communication styles influence engagement. This further reinforces the importance of tailoring content not only linguistically but also emotionally.
Political, economic, and social climates also affect how global audiences respond to Nike’s campaigns. For example, Nike’s involvement in social justice messaging—such as the Colin Kaepernick “Dream Crazy” advertisement—was celebrated in parts of the US and Europe but generated criticism in other markets where political activism is viewed with caution. This highlights both the power and risk of purpose-led marketing on a global scale. While aligning with social values can deepen engagement for some consumers, it can also create controversy depending on cultural norms. Brands operating globally must therefore evaluate whether certain messages should be universal or selectively localized.
Furthermore, technology infrastructure and digital accessibility create another layer of complexity. In regions where mobile internet is fast and widely accessible, consumers engage more with high-quality video content, augmented reality features, or live social broadcasts. This is evident in markets like China, South Korea, and Northern Europe. Conversely, in regions with less reliable digital infrastructure, such as parts of Africa or South Asia, lightweight content formats—static images or short clips—perform better. Nike’s ability to adapt its content format to local infrastructure influences how effectively different regions engage with the brand.
Another crucial factor is the cultural meaning of sport, which varies widely across countries. In Europe and Latin America, football is deeply tied to local identity, tradition, and emotion—making community-based campaigns particularly powerful. In contrast, in the United States, basketball, running, and American football carry stronger cultural significance. Nike frequently aligns campaign themes with culturally relevant sports to maximize emotional engagement. This reinforces the SDT principle of relatedness, where consumers feel more connected to content that reflects their local values and sporting culture.
Finally, cultural sensitivity is essential when navigating global events, holidays, and traditions. Nike produces region-specific content for Ramadan in Middle Eastern markets, Lunar New Year in East Asia, and Diwali in India, demonstrating respect for cultural milestones. These localized campaigns strengthen emotional engagement and enhance brand loyalty by recognising cultural identity. Such practices show how global brands can use cultural alignment to create meaningful and personalized engagement experiences.
Overall, cross-cultural considerations are essential for understanding and improving Nike’s global social media strategy. The literature strongly suggests that cultural adaptation, platform relevance, influencer credibility, and localised storytelling significantly influence consumer engagement across international markets. For Nike to sustain global relevance and competitive advantage, it must continue to balance global brand consistency with local cultural insight, ensuring that content resonates authentically across diverse audiences and cultural environments.
2.6 The Shift Toward Data-Driven Marketing
As social media evolves, data analytics has become central to marketing strategy formulation. Chaffey and Ellis-Chadwick (2019) highlight that modern digital marketing relies heavily on quantitative insights to optimize performance and improve customer targeting. Nike utilizes advanced analytics tools to track engagement metrics, sentiment analysis, and conversion rates across multiple platforms. By using these insights, Nike can adjust content strategies in real time to maximize reach and effectiveness.
The integration of artificial intelligence (AI) and predictive analytics further enhances Nike’s ability to anticipate consumer preferences and behavior. According to Dwivedi et al. (2021), AI-driven marketing systems can identify emerging trends and optimize campaign delivery, ensuring that brands remain relevant in rapidly shifting digital environments. Nike’s experimentation with AR (Augmented Reality) for virtual product trials and AI chatbots for customer service exemplifies its forward-thinking approach to enhancing user engagement through technology.
2.7 Challenges in Social Media Marketing
Despite its success, Nike faces challenges common to all global brands operating in the digital landscape. One major issue is maintaining authenticity while scaling content production. As consumers grow more aware of marketing tactics, overly polished or commercial content can appear insincere (Tuten & Solomon, 2017). Additionally, managing brand reputation in real time presents risks, as social media crises can escalate rapidly. For example, controversy surrounding politically charged campaigns requires strategic communication and transparency to maintain credibility.
Privacy and ethical concerns also arise as brands collect and analyze vast amounts of user data. According to Bryman (2016), ethical considerations in marketing research must balance business objectives with participants’ right to privacy. For Nike, adhering to data protection regulations such as the GDPR is essential for sustaining consumer trust and avoiding reputational damage.
2.8 Summary of Key Findings and Gaps
The reviewed literature collectively emphasizes that customer engagement in social media marketing depends on authenticity, emotional connection, and adaptability. Nike’s success lies in its ability to integrate these principles through storytelling, influencer partnerships, and platform-specific strategies. However, notable research gaps remain. While prior studies explore general engagement mechanisms, there is limited empirical evidence quantifying how different content types or platforms affect Nike’s specific engagement metrics. Similarly, few studies examine the long-term impact of influencer and user-generated content on brand loyalty.
Future research should therefore focus on measuring these relationships through data-driven analysis, incorporating consumer feedback, and exploring cross-cultural variations in engagement patterns. Addressing these gaps can provide both academic value and practical insights for Nike and other global brands seeking to strengthen customer relationships through social media.
Chapter 3: Methodology 
3.1 Research Design
The research design outlines the overall structure of the study and explains how data was collected, analyzed, and interpreted. This project adopts a quantitative research design, which focuses on collecting numerical data that can be statistically analyzed to identify patterns in participant behavior and perceptions. Quantitative research is especially suitable for studies that aim to measure attitudes, preferences, and engagement levels across a larger group of respondents, allowing for clearer comparison between variables (Bryman, 2016).
A quantitative design was chosen because the aim of this research is to examine how social media marketing influences customer engagement with Nike, which requires measurable data relating to content preferences, platform usage, trust, loyalty, and behavioral intentions. These aspects can be effectively captured through structured, close-ended questions that allow participants to provide consistent and standardized responses. This aligns with Saunders, Lewis and Thornhill (2019), who highlight that quantitative methods are appropriate when researchers need to assess trends and frequency of behaviors.
The study uses a self-administered online questionnaire created using Microsoft Forms to gather data efficiently from participants who follow or engage with Nike on social media. The digital format ensured accessibility, reduced time constraints, and enabled participants to respond anonymously, increasing honesty in responses. Microsoft Forms also automatically organized the dataset, reducing the potential for human error during data collection.
After data collection, Microsoft Excel was used to process and analyze responses. Excel allowed for clear organization of demographic variables, frequency counts, and response distributions through automated functions. Charts and tables were then generated to visually represent engagement patterns, helping to identify trends such as high neutrality in community connection or strong agreement with campaign engagement. Excel’s analytical tools ensure accuracy, transparency, and replicability in interpretation.
Overall, the quantitative research design supports the aims of the study by providing measurable evidence of how consumers perceive and interact with Nike’s social media marketing. It allows for objective evaluation of engagement behaviors and offers a reliable foundation for drawing conclusions about the effectiveness of Nike’s digital strategies.

3.2 Research Philosophy
Research philosophy refers to the set of beliefs and assumptions that guide how knowledge is created, interpreted, and understood within a study. For this project, the philosophical stance adopted is positivism, which is commonly associated with quantitative research. Positivism assumes that reality is objective, observable, and measurable, and that knowledge can be gained through systematic data collection and analysis (Saunders, Lewis & Thornhill, 2019). This philosophy aligns strongly with the aims of the study, which seeks to measure customer perceptions, behaviors, and engagement with Nike’s social media content.
Positivism is appropriate because the research involves collecting numerical data from participants using a structured questionnaire. The goal is not to interpret individual meanings or personal experiences, but rather to identify patterns, trends, and relationships within the dataset. For example, the study aims to determine which types of content generate the highest engagement, how different platforms influence interaction, and whether social media campaigns affect purchasing intentions. These research questions require a philosophy that emphasizes objectivity and measurable variables, which positivism provides.
Under a positivist philosophy, the researcher maintains a neutral role, avoiding influence over participant responses and focusing instead on the accurate measurement of data. Microsoft Forms ensures that all participants receive the same questions in the same format, which supports the positivist goal of consistency and standardization. Likewise, the use of Microsoft Excel for data analysis strengthens objectivity by ensuring calculations, frequency counts, and charts are generated using automated functions rather than subjective interpretation.
Alternative philosophical approaches, such as interpretivism or constructivism, were considered but found unsuitable for this study. Such approaches focus on understanding personal meanings, social realities, and individual experiences—methods better suited to qualitative interviews or ethnographic research. Since this study does not involve open-ended questions or narrative data, interpretivist methods would not provide the structured data required to answer the research questions effectively.
In summary, a positivist philosophy supports the aims and methodological choices of this study by emphasizing neutrality, objectivity, and systematic measurement. It provides a strong foundation for collecting reliable quantitative data and enables the research to draw generalizable conclusions about customer engagement with Nike’s social media marketing.
3.3 Research Approach
The research approach outlines how the study progresses from broad concepts to specific data collection procedures. This project adopts a deductive research approach, which is widely used in quantitative studies and is closely aligned with the positivist philosophy underpinning this research. A deductive approach begins with existing theories and literature, then develops hypotheses or assumptions that are tested through empirical data (Saunders, Lewis & Thornhill, 2019). In this study, the theoretical frameworks of Customer Engagement Theory (Brodie et al., 2011), Uses and Gratifications Theory (Katz et al., 1973), and Self-Determination Theory (Deci & Ryan, 1985) informed the expectations regarding how consumers interact with Nike’s social media content.
The deductive approach is appropriate because the research aims to investigate whether specific theoretical concepts—such as motivational needs, gratifications, and engagement dimensions—are reflected in participants’ real behaviors and perceptions. Rather than generating new theories, the study tests established ideas by applying them to Nike’s digital marketing context. For example, CET suggests that emotional and cognitive involvement influence behavioral engagement, while UGT indicates that consumers seek content that fulfils their informational or entertainment needs. These expectations were translated into structured questionnaire items that measured participants’ levels of agreement with statements related to visual appeal, relevance, trust, and campaign engagement.
Using a deductive approach also allows for clearer comparison between variables because it relies on measurable constructs. The structured questionnaire, delivered through Microsoft Forms, produced numerical data that could be systematically analysed in Excel. This direct link between theory, measurement, and statistical analysis strengthens the reliability of findings and ensures that conclusions are grounded in the literature. In addition, because a deductive approach relies on logical testing, the method is transparent and replicable—two key principles of rigorous quantitative research.
An inductive approach, which builds theories based on qualitative insights, was considered but deemed unsuitable because the study does not involve open-ended questions or thematic interpretation. The aim of the research is not to explore individual meanings or subjective experiences but to measure trends and behaviors across a wider population. For this reason, the deductive approach provides a more logical and efficient structure for addressing research questions.
In summary, the deductive research approach strengthens the coherence of the methodology by ensuring consistency between the research philosophy, design, and methods. It allows the study to test existing theoretical predictions using measurable data and provides a clear structure for evaluating Nike’s social media engagement strategies.
3.4 Sampling strategy
Sampling refers to the process of selecting individuals who will participate in the study, and the strategy chosen has a direct influence on the relevance and quality of the data collected. For this research, a purposive sampling strategy was used. Purposive sampling involves selecting participants based on specific characteristics that align with the aims of the study (Saunders, Lewis & Thornhill, 2019). In this case, the criteria required participants to be active social media users who follow Nike or have engaged with Nike’s content online. This approach ensured that responses were relevant, meaningful, and grounded in real experiences with the brand’s digital marketing.
Purposive sampling was particularly appropriate for this study because the research questions focus on consumer engagement with Nike’s social media content. Including individuals who do not follow Nike would not have generated useful data; therefore, targeted sampling was necessary. By selecting participants already familiar with the brand's social media presence, the research was able to gather insights directly related to perceptions of content, engagement behaviors, and loyalty outcomes. This improves the internal validity of the study, as participants were able to provide informed opinions rather than speculative or uninformed responses.
The target sample size for the study was set at 30 participants, a number informed by practical constraints and common practice in small-scale quantitative academic research. While larger samples allow for greater generalizability, a sample of 30 is adequate for identifying basic trends and patterns (Bryman, 2016). This size aligns with the scope of an undergraduate or postgraduate independent project and allows for manageable data analysis using Microsoft Excel. The final sample achieved this target, providing a balanced dataset for analysis of demographic characteristics, platform usage, perception measures, and behavioral outcomes.
Recruitment was conducted online, making use of social media platforms, community groups, and personal networks. Microsoft Forms provided an accessible link that participants could complete easily on a laptop or mobile device. This method of digital recruitment is widely accepted in contemporary quantitative research, especially in studies involving social media behavior, because it allows for rapid and convenient access to relevant participants. Additionally, online recruitment helped ensure participant anonymity and reduced the likelihood of socially desirable responses, which can occur in face-to-face sampling.
One limitation of purposive sampling is that it does not aim to represent the wider population and may introduce bias by including only those already engaged with Nike. However, this limitation is acceptable because the purpose of the study is not to generalize to all consumers, but to understand how existing followers engage with the brand’s social media. This aligns with the research aim and enhances the applicability of the results to Nike’s digital marketing strategy.
3.5 Questionnaire Design
The primary data collection tool was a structured questionnaire, designed to measure consumer engagement and perceptions of Nike’s social media marketing. The questionnaire consisted of 15 questions, divided into four sections:
1. Demographic Information: Age, gender, country of residence, and frequency of social media use. This information provides context for interpreting engagement patterns across different user segments.
2. Social Media Usage and Nike Engagement: Questions asked participants which platforms they follow Nike on and how frequently they interact with content, such as likes, shares, or comments. Additionally, participants identified the types of content they engage with most, including promotional posts, motivational content, influencer posts, and user-generated content.
3. Perceptions of Nike’s Social Media Marketing: Likert-scale items measured participants’ opinions on visual appeal, content relevance, and the trustworthiness of influencer collaborations. Respondents also indicated whether campaigns motivated them to engage more frequently.
4. Brand Engagement and Loyalty: This section measures purchase intention, brand community connection, loyalty, and likelihood to recommend Nike to others.
The full questionnaire is presented in Appendix A.
3.6 Implementation Using Microsoft Forms
The questionnaire was created and administered using Microsoft Forms, which allowed for online distribution and easy data collection. Microsoft Forms enabled participants to complete the survey on any device with internet access, increasing response rates, and convenience. Forms also ensured that all responses were automatically recorded in a structured format, minimizing data entry errors.
3.7 Data Management Using Microsoft Excel
After collection, responses were exported from Microsoft Forms to Microsoft Excel for data cleaning, coding, and preliminary analysis. Excel facilitated descriptive statistics, such as frequency counts, percentages, and mean scores for Likert-scale items. Cross-tabulations were used to explore relationships between demographic variables and engagement patterns. Excel’s data visualization tools, including charts and graphs, were employed to illustrate trends in engagement and content preferences.
3.8 Reliability and Validity
Reliability was ensured through consistent wording, standardized question formats, and clear instructions for participants. A pilot test with a small group of respondents confirmed that questions were understandable and that the questionnaire could be completed without difficulty.
Validity was enhanced by designing questions directly aligned with the research objectives and theoretical frameworks. The questionnaire captured measurable aspects of engagement, perceptions, and loyalty, ensuring construct validity. Content validity was strengthened through reference to prior studies on social media marketing and customer engagement (Brodie et al., 2013; Hollebeek et al., 2014).
3.9 Ethical Considerations
Ethical approval was obtained prior to data collection. Participants were informed of the study’s purpose, their voluntary participation, and the confidentiality of their responses. Data protection measures were implemented, and no personally identifiable information was collected. Any potentially sensitive data was anonymized to protect participant privacy.
3.10 Data Analysis
Data analysis consisted of several stages:
1. Data Cleaning: Excel was used to identify and remove incomplete responses or inconsistencies.
2. Descriptive Analysis: Frequencies, percentages, and mean scores summarized engagement levels and perceptions across the sample.
3. Cross-tabulation: Relationships between demographic variables (e.g., age, social media usage) and engagement were examined.
4. Graphical Representation: Charts and graphs visualized trends in content preference, platform usage, and brand loyalty.
This approach provides both a numerical and visual understanding of how social media marketing influences customer engagement.
3.11 Chapter Summary
This chapter outlined the methodology for examining the impact of social media marketing on customer engagement at Nike. A quantitative research design using a structured questionnaire was employed, administered via Microsoft Forms, and analyzed in Excel. Purposive sampling targeted Nike social media followers, and ethical measures ensured informed consent, confidentiality, and anonymity. Data analysis included descriptive statistics, cross-tabulations, and visual representation of trends. The following chapter will present the results and discuss their implications in relation to existing literature and research objectives.
Chapter 4: Results and Discussion
4.1 Introduction
This chapter presents the results from the questionnaire conducted to examine the impact of social media marketing on customer engagement at Nike. The data was collected from 30 participants who follow Nike on platforms such as Instagram, Twitter, TikTok, YouTube, and Facebook. The analysis addresses the research objectives and questions outlined in earlier chapters, exploring demographic trends, patterns of social media usage, perceptions of Nike’s content, and brand engagement outcomes. The findings are presented in four sections, corresponding to the structure of the questionnaire: demographic information, social media usage, perceptions of Nike’s social media marketing, and brand engagement and loyalty.
4.2 Demographic Information
The demographic findings provide a clearer understanding of the characteristics of the participants and help contextualize their engagement with Nike’s social media marketing.
Age: The results show that the largest proportion of respondents were aged 35–44 and 45+, indicating a predominantly older adult audience compared with Nike’s usual youth-focused demographic. This suggests that Nike’s social media content also resonates with more mature consumers, highlighting an opportunity for Nike to strengthen engagement strategies targeted at older age groups.

Figure 4.1: Participant Age Distribution
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Figure 4.1 illustrates the age distribution of participants, showing that the majority fall within the 35–43 and 44+ age groups. This indicates that a significant proportion of Nike’s online audience in the sample is made up of mature consumers, rather than the commonly assumed younger demographic. The dominance of these age groups suggests that brand engagement on social media is not limited to younger users, and that Nike’s content may effectively appeal to older, more established consumers who may have higher purchasing power. This distribution also highlights the importance of designing strategies that cater to multigenerational audiences. Overall, the age profile provides important context for interpreting engagement behaviors presented in later sections.
Gender: Responses were distributed across male, female, and non-binary categories, showing a balanced level of participation across genders. Although no single gender group dominated significantly, this diversity demonstrates Nike’s broad appeal and indicates that brand engagement through social media is not limited to one gender category.

Figure 4.2: Participant gender
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Figure 4.2 presents the gender distribution of the participants. The results show that the sample includes a mix of male, female, and non-binary respondents, with Female representing the largest proportion. This distribution provides insight into the gender balance of individuals engaging with Nike’s social media presence. Understanding the dominant gender group helps contextualize later findings regarding platform usage, engagement behaviors, and perceptions of marketing content. A balanced or diverse gender representation also strengthens the reliability of the results, as it suggests that the findings may reflect a broader consumer audience rather than being limited to one demographic group.
Country: Most participants were based in the United Kingdom, with smaller numbers from Europe and other international regions. This concentration of UK participants suggests that the insights derived from the study primarily reflect the perceptions and behaviors of UK consumers, which may be useful for region-specific marketing strategies.
Figure 4.3: Participant Country
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Figure 4.3 shows the distribution of participants by country. Most respondents are from the United Kingdom, indicating that most data reflect the perspectives of UK-based social media users. This geographic concentration provides context for interpreting engagement patterns, platform preferences, and perceptions of Nike’s social media marketing. While the findings offer valuable insights into consumer behavior in the UK, it is important to note that the results may not fully represent global trends.

Social Media Usage Frequency: Most participants reported using social media several times a day or once a day, demonstrating high daily engagement with online platforms. This supports the idea that Nike has frequent opportunities to influence user attitudes and behaviors through consistent social media content, aligning with claims from Tuten and Solomon (2017) regarding the role of regular exposure in shaping engagement.
These demographics establish a foundation for analyzing engagement patterns and understanding which audience segments are most responsive to social media marketing.

4.3 Social Media Usage and Nike Engagement
 My Social Media Usage sheet shows that participants follow “Nike” primarily on Facebook, with notable interaction patterns also reflected on other platforms. Although individual counts vary, Facebook appears to be the platform with the highest recorded engagement activity in your dataset, suggesting that participants may still use traditional platforms alongside Instagram and TikTok. This highlights the importance of maintaining a diverse platform strategy, even as consumer attention shifts toward newer short-form video channels (Statista, 2024).
Engagement Levels
Participants’ frequency of interacting with Nike's social media posts (likes, comments, shares) varied but showed generally moderate levels of engagement. The majority classify their engagement as “Agree” or “Strongly Agree” across the perception categories of trust, appeal, and campaign interaction. This suggests that Nike’s content is effective in prompting meaningful engagement among its followers.


Platforms Followed
Figure 4.4:  Social Media Platforms

[image: ]
Figure 4.4 illustrates how frequently participants use various Nike social media platforms. The results show that usage is almost equally distributed across platforms such as Instagram, Twitter (X), TikTok, YouTube, and Facebook. This indicates that Nike’s audience engages consistently on multiple channels, suggesting that content strategies should remain diverse and platform-specific to maintain and enhance engagement across all social media outlets.

Figure 4.6: Brand Engagement
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Figure 4.6 illustrates participants’ engagement and loyalty toward Nike based on their social media interactions. The results show that most participants responded neutral across measures such as likelihood to purchase, feeling connected to the brand community, loyalty, and likelihood to recommend Nike. This suggests that while Nike’s social media maintains a baseline level of engagement, there is potential to strengthen emotional connections, increase trust, and enhance overall brand loyalty through more targeted and interactive campaigns.


4.4 Perceptions of Nike’s Social Media Marketing
Figure 4.5: Perception Table
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Figure 4.5 displays participants’ perceptions of Nike’s social media marketing in four areas: visual appeal, relevance of content, influencer trust, and campaign engagement. The results indicate that responses were mostly neutral, suggesting that while participants do not strongly agree or disagree with Nike’s social media effectiveness, there is room for improvement. These findings imply that Nike could enhance engagement by creating more visually appealing, relevant, and influencer-driven content that resonates with its audience.
Participants were asked to rate their perceptions of Nike’s social media content.
The results show that:
Most participants fall between “Agree” and “Strongly Agree.”
Neutral responses also appear frequently, showing openness but less emotional investment.
This pattern indicates the overall positive perception of Nike’s social media content, with very low negative feedback. This aligns with Hollebeek et al. (2014), who argue that emotional and cognitive engagement is strongly influenced by appealing brand content.
Preferred Content Types
The perception metrics indicate that:
Influencer trust is moderately strong (17 positive responses).
Campaign engagement is the highest (23 positive responses).
Visual appeal and relevance also score consistently high (each with 17 and 19 positive responses respectively).
These findings support research suggesting that visually appealing, motivational, and socially oriented posts generate stronger engagement (Ashley & Tuten, 2015).

4.5 Brand Engagement and Loyalty
The final section explores behavioral outcomes, including purchase intentions, loyalty, and recommendations.
· Purchase Intent: Responses show that 28% of participants were very likely to purchase Nike products after engaging with social media content, 32% likely, and 28% neutral, with no negative responses recorded. Although the distribution is slightly more balanced than typically expected, the results still suggest that Nike’s social media content positively influences purchasing behaviour. This aligns with previous studies indicating that digital engagement can strengthen consumer–brand relationships and lead to higher conversion rates (Dessart et al., 2015).
· Brand Connection: Brand connection produced mixed but insightful results. Twenty-eight percent strongly agreed, and 32% agreed that Nike’s social media posts make them feel connected to the brand community, while 40% remained neutral. This suggests that although Nike succeeds in creating appealing and engaging content, it may still fall short in building a deep sense of belonging or interactive community experience. In the context of Hollebeek et al.’s (2014) cognitive–emotional–behavioral framework, these findings imply that the emotional and social dimensions of engagement require strengthening.
· Loyalty: Loyalty responses were consistently positive, with 24% strongly agreeing and 32% agreeing that Nike’s social media presence enhances their loyalty to the brand. The remaining participants reported neutral perceptions but no disagreement. This highlights that ongoing exposure to Nike’s online activities contributes to reinforcing long-term attachment, supporting literature suggesting that social media serves as a continuous touchpoint that sustains brand loyalty (Brodie et al., 2013).
· Recommendations: Participants reported strong advocacy intentions. Twenty-eight percent were very likely, and 28% likely to recommend Nike to others based on their social media experience, while 44% were neutral. Although the proportion of “very likely” respondents is modest, the absence of negative responses reinforces the idea that social media contributes positively to customers’ likelihood of word-of-mouth promotion—a critical driver of modern brand growth.
4.6 Discussion
The purpose of this research was to explore how social media marketing influences customer engagement with Nike, and the findings from my analysis provide several important insights. First, the demographic data revealed that most of my participants were aged 35–44 and 45+, which differs from the commonly assumed younger audience associated with Nike’s digital presence. This suggests that Nike’s social media content may appeal across a wider age range than expected, indicating that engagement strategies should continue to accommodate both younger and older consumers.
In examining the platforms used to follow Nike, the data showed a strong preference for visually led social media environments, which aligns with previous research emphasizing the power of visual storytelling (Ashley & Tuten, 2015). Participants demonstrated varied levels of engagement, with many interacting only occasionally. This reinforces the idea that Nike must continue producing compelling, high-quality content to sustain interest and deepen engagement. Theories such as Uses and Gratifications Theory (Katz et al., 1973) help explain these patterns, as participants choose platforms and content that satisfy personal needs such as entertainment, information, and identity expression.
Perception data also revealed a generally positive attitude toward Nike’s social media content. Most participants agreed or strongly agreed that the content was visually appealing, relevant, and trustworthy, especially when influencers were involved. However, the presence of a notable number of neutral responses suggests that while Nike’s content is widely accepted, it may not always create strong emotional impact. This is particularly important when applying Customer Engagement Theory (Brodie et al., 2011), which emphasizes the importance of cognitive, emotional, and behavioral commitment. The neutral responses in several categories indicate that Nike could enhance emotional engagement by developing more interactive, personalized, or community-driven content.
The findings related to brand engagement and loyalty further support this interpretation. While many participants expressed positive purchase intentions, loyalty, and willingness to recommend Nike, a large proportion of neutral responses—especially regarding community connection—indicates that Nike’s social media presence may not fully foster a sense of belonging. According to Self-Determination Theory (Deci & Ryan, 1985), relatedness is a critical factor in fostering intrinsic motivation. The weaker connection to Nike’s community suggests that deeper relationship-building strategies may be needed to strengthen this psychological need among followers.
Overall, the data shows that Nike’s social media marketing is effective in generating positive perceptions and influencing behavioral intentions, but there remains significant potential for growth, particularly in strengthening emotional connection and community engagement. My findings support the literature suggesting that while social media is a valuable tool for enhancing customer engagement, it must be used strategically to maximize participation, loyalty, and brand advocacy. These insights contribute to understanding how Nike—and similar brands—can further develop digital strategies that resonate more deeply with diverse audiences.

4.7 Summary
Chapter 4 presented the results of my analysis of how social media marketing influences customer engagement with Nike. The findings demonstrated that participants were predominantly older adults, showing that Nike’s digital reach is not limited to younger demographics as often assumed. Across the social media platforms measured, participants showed diverse engagement behaviors, with visually driven platforms generating the most interest. Engagement frequency varied, but overall results indicated that Nike’s content continues to attract consistent attention.
Perceptions toward Nike’s social media content were largely positive, with participants agreeing that the content was visually appealing, relevant, and generally trustworthy. However, a sizeable number of neutral responses across several categories suggest that Nike’s content does not always evoke strong emotional or cognitive involvement. This indicates potential areas for enhancement, particularly in developing more interactive or personalized content.
Brand engagement and loyalty results showed encouraging trends, with many participants expressing positive intentions to purchase, recommend, and remain loyal to Nike. Nevertheless, the weaker sense of community connection highlights a gap between general approval and deeper brand attachment. Strengthening this element could further enhance long-term engagement in line with established theories such as Customer Engagement Theory and Self-Determination Theory.
Overall, the chapter illustrates that while Nike’s social media marketing is effective in generating engagement and fostering positive perceptions, there remains an opportunity to deepen emotional connection and community involvement. These insights form the basis for the recommendations and conclusions presented in Chapter 5.

Chapter 5: Conclusion, recommendation, and limitations
Based on the findings of this research, several recommendations can be made to help Nike strengthen its social media marketing and enhance customer engagement.
1. Strengthen Emotional and Community Engagement
 The results showed that a large proportion of participants selected neutral when asked about feeling connected to Nike’s social media community. Although overall perceptions were positive, this lack of emotional depth indicates that Nike could develop more community-driven strategies. Encouraging user participation through interactive challenges, personalized campaigns, or community storytelling could foster stronger emotional ties. Strengthening the sense of belonging is closely linked to increased loyalty, as highlighted by Self-Determination Theory (Deci & Ryan, 1985), particularly the need for relatedness.
2. Increase Personalization and Interactive Features
 While content was generally perceived as visually appealing and relevant, the mixed responses in emotional engagement suggest a need for further personalization. Nike could use data-driven insights to tailor content based on user interests, browsing habits, and platform behavior. Interactive tools such as polls, quizzes, augmented reality features, and customized product recommendations may increase engagement intensity and reduce neutral responses.
3. Enhance Influencer Strategy for Greater Credibility
 Influencer trust received many positive responses but also a noticeable number of neutrals. Nike could refine its influencer partnerships by collaborating with individuals who align more closely with consumer values, authenticity, and niche communities. Micro-influencers may help reach diverse demographic segments and build stronger trust among older audiences.
4. Leverage Platform-Specific Content Strategies
 The findings indicated that participants engage with Nike across a mix of traditional and newer platforms. Nike should continue tailoring content to each platform—high-impact visuals for Instagram, short-form videos for TikTok, and community conversations or announcements on Facebook and Twitter. Maintaining platform diversity ensures that Nike meets consumers’ different motivations, as described by Uses and Gratifications Theory (Katz et al., 1973).
5. Strengthen Brand Loyalty Initiatives
 Although loyalty measures were mostly positive, a high number of neutral responses suggests room for improvement. Nike could implement more loyalty-focused initiatives, such as exclusive social media offers, early-access product launches, or reward-based engagement programmes. These strategies may convert neutral users into loyal brand advocates, increasing long-term value and word-of-mouth marketing.

5.2 Conclusion
This study explored the impact of social media marketing on customer engagement with Nike, drawing on primary data from participants, and supported by existing literature. The research found that Nike’s social media content is generally perceived as visually appealing, relevant, and trustworthy, and that participants show positive levels of engagement, loyalty, and purchasing intention. These findings support Customer Engagement Theory (Brodie et al., 2011), demonstrating that Nike’s content effectively fosters cognitive and behavioral engagement.
However, the study also revealed a significant number of neutral responses in several areas, particularly regarding community connection and emotional engagement. This suggests that while Nike’s social media marketing is effective at gaining attention and interest, it may not always generate deeper psychological engagement. Strengthening emotional resonance and fostering a sense of community could therefore enhance Nike’s overall digital strategy.
In conclusion, social media remains a powerful tool for building brand visibility, influencing consumer behavior, and establishing long-term brand relationships. Nike’s approach is largely effective, but improvements in personalization, community-building, and influencer credibility could help the brand achieve even stronger engagement outcomes. The insights from this research contribute to understanding how global brands can refine their digital strategies to meet the evolving expectations of diverse audiences.

5.3 Limitations of the Research
Despite producing insightful findings, this study has several limitations that should be acknowledged.
1. Small Sample Size
 The study relied on a relatively small number of participants (around 30), which limits the generalizability of the results. A larger and more diverse sample would provide a more accurate representation of Nike’s global audience.
2. UK-Dominated Sample
 Most participants were based in the United Kingdom, meaning that the findings mainly reflect UK consumer behavior. Engagement patterns in other regions may differ due to cultural, economic, or social factors.
3. Limited Depth of Questionnaire Responses
 The study used a structured questionnaire with closed-ended questions. While this method allowed for statistical analysis, it limited the depth of insights, particularly around emotional engagement and personal experiences. Future studies could include interviews or open-ended questions to capture richer qualitative data.
4. Self-Reported Data
 All responses were self-reported, which may introduce bias. Participants may overstate or understate their engagement levels, intentions, or perceptions due to memory limitations or social desirability bias.
5. Cross-Sectional Design
 The research measured engagement at a single point in time. Social media engagement can fluctuate depending on campaigns, events, and trends. A longitudinal approach would allow for a better understanding of how engagement changes over time.
5.4 Summary
Overall, this chapter has presented practical recommendations based on my findings and provided a conclusion that summarizes the impact of social media marketing on customer engagement with Nike. While the results show that Nike’s content is effective in generating positive perceptions and behavioral intentions, there are opportunities to build stronger emotional connections and community engagement. The limitations highlight areas for future research and offer guidance for improving methodological rigor.
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Appendix A: Questionnaire Instrument
This appendix contains the full questionnaire used to collect primary quantitative data for the study titled “The Impact of Social Media Marketing on Customer Engagement: A Case Study of Nike.” The questionnaire was created using Microsoft Forms and distributed online through purposive sampling. All questions were designed to measure demographic characteristics, social media usage patterns, perceptions of Nike’s content, and indicators of engagement and loyalty.
Questionnaire: The Impact of Social Media Marketing on Customer Engagement at Nike
Section 1: Demographic Information
1. What is your age group?
a. ☐ 18–24
b. ☐ 25–34
c. ☐ 35–44
d. ☐ 44+
2. What is your gender?
a. ☐ Male
b. ☐ Female
c. ☐ Non-binary / Prefer not to say
3. Which country do you currently live in? (Open-ended)
4. How often do you use social media platforms?
a. ☐ Several times a day
b. ☐ Once a day
c. ☐ A few times a week
d. ☐ Rarely
Section 2: Social Media Usage and Nike Engagement
5. Which social media platforms do you follow Nike on? (Select all that apply)
· ☐ Instagram
· ☐ Twitter (X)
· ☐ TikTok
· ☐ YouTube
· ☐ Facebook
· ☐ None
6. How often do you engage with Nike’s content (likes, comments, shares, etc.)?
a. ☐ Very frequently
b. ☐ Occasionally
c. ☐ Rarely
d. ☐ Never
7. What type of Nike content do you engage with the most?
                  a. ☐ Product promotions
b.  ☐ Inspirational/motivational posts
c. ☐ Athlete or influencer content
d. ☐ User-generated content (fans/customers)
e. ☐ Social campaigns (e.g., equality, sustainability)
Section 3: Perceptions of Nike’s Social Media Marketing
8. Nike’s social media content is visually appealing.
· ☐ Strongly agree
· ☐ Agree
· ☐ Neutral
· ☐ Disagree
· ☐ Strongly disagree
9. I find Nike’s social media content relevant to my interests.
a. ☐ Strongly agree
b. ☐ Agree
c. ☐ Neutral
d. ☐ Disagree
e. ☐ Strongly disagree
10. Nike’s use of influencers makes me more likely to trust the brand.
· ☐ Strongly agree
· ☐ Agree
· ☐ Neutral
· ☐ Disagree
· ☐ Strongly disagree
11. Nike’s social media campaigns encourage me to engage with the brand more frequently.
· ☐ Strongly agree
· ☐ Agree
· ☐ Neutral
· ☐ Disagree
· ☐ Strongly disagree
Section 4: Brand Engagement and Loyalty
12. How likely are you to purchase Nike products after seeing social media content?
· ☐ Very likely
· ☐ Likely
· ☐ Neutral
· ☐ Unlikely
· ☐ Very unlikely
13. Nike’s social media posts make me feel connected to the brand community.
· ☐ Strongly agree
· ☐ Agree
· ☐ Neutral
· ☐ Disagree
· ☐ Strongly disagree
14. I am more loyal to Nike because of its social media presence.
· ☐ Strongly agree
· ☐ Agree
· ☐ Neutral
· ☐ Disagree
· ☐ Strongly disagree
15. How likely are you to recommend Nike to others because of its online engagement?
· ☐ Very likely
· ☐ Likely
· ☐ Neutral
· ☐ Unlikely
· ☐ Very unlikely

Appendix B: Raw Data Spreadsheet (Excel)
This appendix contains the Excel workbook used for organizing, cleaning, and analyzing the quantitative data collected through the Microsoft Forms questionnaire.
 The file is submitted separately as:
Appendix B – Raw Data Spreadsheet.xlsx
The workbook contains the following sheets:
· Sheet 1: Demographic Data – Age, gender, country
· Sheet 2: Social Media Usage – Platform usage and engagement frequency
· Sheet 3: Perception Metrics – Visual appeal, relevance, trust, campaign engagement
· Sheet 4: Brand Engagement & Loyalty – Purchase intent, community connection, loyalty, recommendation
· Sheet 5: Summary Charts – All visual charts used in Chapter 4
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