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Executive Summary
This report aims at offering adequate consultancy to Nike Company regarding the impact of its Colin Kaepernick Campaign on its brand image. For this purpose, the SWOT analysis of Nike in respect of the Colin Kaepernick Campaign has been conducted to determine the impact of the Campaign on its brand and revealed a significant number of strengths and opportunities that the companies have got through the Campaign. The data for the report is gathered by a survey conducted with 100 customers of Nike selected through simple random sampling and the gathered data is analysed through graphical and descriptive analysis through MS Excel software and is discussed in light of the secondary data. The findings of the report highlight that the initial criticism by the public and the loss of old and loyal customers caused because of the Campaign created a strong impact on the reputation. However, through clarity of communication in respect of the firm stand taken by the brand for equality and firmness; an organisation can play an important role in geenrating a positive change. Nike lost its old and loyal customers, yet, the Campaign can be identified as a breakthrough wherein despite the public protests, its market share and profitability has only increased consistently.The findings of the report concluded that the Colin Kaepernick ad Campaign created a highly significant impact on the brand whose profound impact is explicitly visible in the sales and popularity of the brand. Based on these findings, Nike is recommended to focus on transforming its new customers into loyal customers and ensure a firm stand on social activism in future also by integrating policies and initiatives for equality across all its policies, marketing communication and operations.
Table of Contents 
41.0 Introduction


41.1 Introduction


51.2 Project Justification


61.3 Aim of the Project


61.4 Objectives


62.0 Environmental Analysis


62.1 SWOT


83.0 Research Methodology


103.1 Primary Research


113.1.1 Ethical Consideration


113.2 Secondary Research


124.0 Findings and Analysis


215.0 Conclusions


226.0 Recommendations


22References


27Appendices




1.0 Introduction

1.1 Introduction 


Nike is an American multinational corporation that undertakes the operations for designing, developing, manufacturing and global marketing and sales of athletic apparel, footwear, accessories and associated services. The Company is headquartered near Beaverton, Oregon in the Portland metropolitan region and has operations in Western Europe, North America, Greater China, Central and Eastern Europe, Japan and emerging markets (Reuters, 2019). The Company offers branded products in six main categories, including Jordan brand, NIKE basketball, training, football and sportswear. The Company sells its products to sporting goods stores, footwear stores, departmental stores, and athletic specialist stores, shops selling accessories for sports like tennis, skates and golf. Other channels for sales used by NIKE include digital platforms, Nike-owned retail stores, licensees, independent distributors and sales representatives (Nike Inc., 2020). 
The mission of Nike is a crucial driver for the Company to perform in ways the help expansion of human potential. For this purpose, it pursues sports innovation, sustainable manufacturing, creative and diverse global team and creating a positive impact for the communities where people reside and work (Nike Inc., 2020). The recent marketing and Public Relations (PR) campaign by Nike, Colin Kaepernick Campaign was also launched as an initiative to meet the mission of creating a positive impact on communities. However, the Company received a severe backlash from the community, especially its old and loyal customers in the USA, which raised a threat to its reputation (Jennings, 2018). In the context of this Campaign, this report seeks to conduct detailed market research and offer adequate consultancy to the Company regarding the impact of this Campaign on its brand image. The findings of the report will help Nike ascertain if handling societal issues in ways that are opposed to status-quo can hamper the brand image or not.  
1.2 Project Justification 


One of the recent campaigns launched by Nike as a marketing and public relation strategy was the Colin Kaepernick Campaign. However, the Campaign attracted a lot of controversies from President Trump and the long-term loyal (White) customers of Nike. These conservative groups condemned the campaigned complaining about a former 23-year old quarterback and alleged him to be a non-patriotic American because of taking a knee during the singing of the national anthem (Sherman, 2018). Numerous other people also speculated that the Campaign would tarnish the brand image of Nike. Various national debates regarding sporting, race and interpretation of patriotism were fueled across the country. Involvement of Kaepernick for the promotion of brand was claimed to be showing disrespect to the state and the national army and was alleged to be harming the brand image of Nike (Chadwick and Zipp, 2018). 

 Nevertheless emerging literature on business practices and marketing highlight a shift in the mindset of the customers that have motivated the companies to deal with more conscious and aware customers. For the modern-day consumer, brands must owe a higher responsibility towards the society and hence, they must no longer confine themselves to be selling cheap products with the aim of increase the market share. It is essential and expected from the brand to be delivered a well-performing product and demonstrate through its actions, that it owes a responsibility towards the society. Following this understands of the customer psyche and its responsibilities, Nike, however, continued to be cautious and eager about repositioning its brand even if it involves loss of old customers. The Campaign also received an initial positive impact on the sales and branding position. Nevertheless, the Company cannot rely on short-term outcomes, and it needs to investigate the impact on the Campaign on its overall sustainability and customer loyalty in the long term. For instance, in the case of SeaWorld Company, the release of a documentary Blackfish created a massive backlash because of which Company suffered a loss of 84% in its income (Rhodan, 2015). This further justifies the purpose of conducting this project so that Nike does not wrongly anticipate the impact of Campaign and suffer such losses. 
1.3 Aim of the Project 

The aim of this project is to explore the impacts of Nike's Colin Kaepernick Campaign on customers' split.
1.4 Objectives 

 
To address the identified aim, some project objectives are developed to suggest the desired outcomes or results expected at the end of the report and determine the key stages of the analysis undertaken to delivery effective consultancy. The main objective of this project was to examine the impact of Nike's Colin Kaepernick Campaign on the split among the customers of the Company.  The objectives of this report are:


· To determine the responses of the customers towards Nike’s Colin Kaepernick Campaign as on the media platform

· To explore how customers from different age and ethnicity responded to Nike’s Colin Kaepernick Campaign

2.0 Environmental Analysis

Environmental analysis implies to the examination and evaluation of the organisational environment, including the critical factors in the internal and the external environment to identify the factors that are favourable for the business and must be strengthened further and the factors that are unfavourable and must be treated with care and caution. It involves different tools for examining the different factors and help in gaining a detailed understanding about the ways these factors affect business operations, sustainability and profitability. This report uses a simple but very useful tool, SWOT analysis to examine the situation of Nike in respect of the Campaign.
2.1 SWOT Analysis 
 
SWOT analysis studies the internal and external environment of an organisation by identifying and analysing the strengths, weaknesses, opportunities and threats associated to the business. It seeks to identify the factors influencing the functions of an organisation by offering useful information to facilitate the process of strategic planning. Its major advantage is that it offers useful insights in the external, as well as the internal environment of the organisation. However, it gives an superficial overview of critical areas such as competitiveness and various components of the external environment such as political, social, economic and technological factors affecting the business. This required it to be supported by additional tools such as PESTLE or Porter’s Five Force Analysis. However, since the scope of study in the report is limited, only the SWOT Analysis is used. 
Strengths

Named after the Greek Goddess of Victory, Nike has been a globally acclaimed leader and the largest shoemaker in the world having a diversified product portfolio along with a large and loyal base of customers, strong R&D, well-established brands, innovation, low cost of manufacturing and influential marketing strategies. Nevertheless, these are just a handful of the core strengths held by the Company. A more detailed analysis of its strengths and weaknesses has been conducted with the help of SWOT analysis, particularly in the context of the Colin Kaepernick Campaign by Nike. Despite the controversial discussion over this Campaign for two years, the Company gained benefits of positive backlash also. There has been a significant rise in the in its stock and profits since the launch of the advertisement. The rise in sales also suggests the agreement of the current customers and their support for Nike's ideology. Moreover, the Company has also gained new customers during the period (Chadwick and Zipp, 2018). Not only customers, a number of celebrities came forward to support Nike. These celebrities included 2 Chainz, Ludacris and Quavo. These aspects signify the strengths of Nike. The positive backlash triggered the flow of new customers who can be easily targeted and turned into future loyal consumers. This has also led to a rise in the more politically driven public to purchase products by Nike (Halzack, 2019). 
Weaknesses

However, with an increase of strengths, some weaknesses can also be identified at Nike. The Company also happened to create a string weakness against itself. The Company suffered a substantial loss because of the loss of numerous long-standing and loyal customers (Gibson, 2018). Its loyal customers have been an important stakeholder for the Company, most of whom showed their extreme reactions by burning their Nike apparel and accessories. Some of them also vowed never to purchase products branded by Nike. There was a significant split in the people towards Nike with numerous other stockholders also suffering the burnt (Cosentino, 2019). 

Opportunities

The Campaign also opened numerous significant opportunities for the Company. Being a global company, the most significant opportunity for the Company is the rise in its reputation and public image among communities other than Whites in the countries outside the USA. This is because of the Colin Kaepernick Campaign focused on the minority community. This can also serve as a good opportunity for the brand to align itself with the common masses and position itself as a brand that values everyone equally. Leading celebrities such as Lebron James support for the brand signifies the value of this opportunity (Baker et al., n.d.). Another key opportunity in this respect can be identified as how the Campaign allowed the Company to reach the next generation of future customers. With the increasing integration of races and communities across the world, the young generation is more liberal with the ideas of globalisation and respect for all cultures. The Campaign allowed Nike to catch the attention of this emerging class of next-generation customers and gives it opportunities to transform them into loyal customers for their future (Cosentino, 2019; Halzack, 2019). 
Threats

Nevertheless, none of these opportunities are guarded or protected against any threats. There is a looming threat that while the short-term outcomes have been positive for the Company, its long-term impact might hamper the global market share. A substantial number of athletes and colleges in the country have boycotted Nike (Gibson, 2018). The College of Ozarks has dismissed its longtime partner Nike and claimed that they would choose country over the Company. These issues also signify considerable threats for the Company in the near future (Baker et al., n.d.). 

3.0 Research Methodology


This report follows the exploratory research design. A research design offers a systematised framework to conduct a study by guiding the selection of the most appropriate methods to gather and analyse data. The exploratory research design refers to research focusing on investigating a problem that lacks a clear definition and aims at gaining a more in-depth and more precise understanding of the research problem. It is the most suitable and useful design for the research studies that seek to address a subject for which there is a lack of certainty and adequate knowledge, or highly limited research has been conducted in the past on its subject matter (Novikov and Novikov, 2013). This feature of the exploratory design makes it most suitable for this research because the report seeks to explore the underlying and real reactions of the customers from various ages and ethnicities towards Nike's Colin Kaepernick Campaign, for which complete knowledge is absent. Exploratory research does not require a formal structure. Hence it allows greater flexibility and therefore, will be convenient to be applied to this report to examine the opinions of customers based on their age and ethnicity (Lim and Ting, 2013). Further, the aim of the exploratory design is to determine the periphery of the environment within which the issues, threats and problems of interest reside and identify the salient factors that might be significant to address the research problem (Trochim, Donnelly and Arora, 2015). This further makes this design suitable for this report because it will help in examining the specific case of Nike's Colin Kaepernick Campaign and explore the opinions of the customers from different ages and ethnicities towards the Campaign to determine if the opinions of the customer for the Campaign differ because of the two factors of age and ethnicity. 

The exploratory study in this report will be conducted through quantitative research methods. Under the exploratory research design, data can be gathered through primary or secondary data collection methods (Wilson, 2014). In this respect, this current report will use primary data collection methods wherein survey method will be used. The findings of the survey will be supported by the findings obtained from the relevant sources of secondary data to enhance the credibility of the findings (Eisend and Kuss, 2019). 
3.1 Primary Research 


The report used a survey questionnaire to gather primary data. The survey is a highly useful method to gather trends and opinions from a large number of respondents. In addition to that, it is a highly cost-effective method through which data can be gathered in a small duration of time and from across a large number of respondents (Eisend and Kuss, 2019). The survey was conducted with 100 customers of Nike from the city of New York in the USA. The respondents were selected from the 10 Nike stores in New York, wherein 10 customers will be surveyed from each store. The respondents for the survey were randomly selected from among the customers who visited the store between 10 am to 10 pm on the weekend and are above 18 years. Simple random sampling is a probability sampling technique that helped in removing bias from the research (Hammond and Wellington, 2013). After picking a customer for the survey, a consent form and survey information sheet were given to the customer, if the identified customer gave a written consent to participate in the survey, he or she was given the survey questionnaire that required 5-7 minutes to be filled. A small pilot test with 2 respondents was done a week before conducting the real survey to check if the language, responses of the questions, clarity and meaning of the questions and the time required to fill the questionnaire does not create any problems for the respondents. Based on the outcomes of the pilot study, the language of 2 questions was revised, and 1 question was removed because it was found to be repetitive. 


The survey was conducted through a survey questionnaire on Survey Monkey. The questionnaire consisted of 8 close-ended questions that were based on the Likert scale. These questions helped in saving the respondent's time for filling the questionnaires and help gather exact opinions of the customers for the Campaign, which further enhanced the credibility of the study. Once the respondents were selected, they were asked for their official e-mail id, and the link for the survey was mailed to them, and they were asked to fill and submit the questionnaire. The online media for conducting the survey helped in gathered data online in a quick manner. There were no risks of tampering of the paper-based questionnaires, and hence, the credibility of the gathered data was high. It also removed the risk of errors in digitising the collected data and keeping it safely in password-protected files on the personal computer. 


3.1.1 Ethical Consideration

The ethical considerations were strictly followed while gathering findings for the report. In this respect, voluntary and written consent was taken from the customers of Nike, who served as respondents. A survey information sheet was shared with the customers that not only explained the aim and purpose of the survey but also gave a written assurance that their opinions will be kept confidential and used only for the purpose of the study on the Campaign. Only 1 question in the questionnaire asked on ethnicity because it was one of the critical areas identified in this report as the basis of a split among the customers in respect of the Campaign. No other question aimed at enquiring any personal or discriminatory information from the respondents. 
3.2 Secondary Research 

 
Secondary data supported the primary data findings. The secondary data was gathered from several books, academic publications, marketing and advertising reports, media publications on Nike's Colin Kaepernick campaign. The findings obtained from the survey questionnaire will be discussed in the light of the secondary data to enhance the credibility of the research findings (Kuada, 2012). The key limitation associated to the research undertaken in this report is the limited scope of the report which limits the analysis of the findings. Consequently, the wider implications of the Campaign on brand value, organisational reputation, sales and profitability could be studied only superficially to reach a logical conclusion. However, there is still a lot of scope for further analysis. 
4.0 Findings and Analysis


The findings obtained from the survey were quantified and analysed through graphical and descriptive analysis undertaken with the help of MS Excel software. The findings are discussed in light of the secondary data. 


4.1 Findings

Gender 


From the findings of the survey, it is examined that 52% of the respondents were male, 39% of them were female while the remaining 9% of the respondents belonged to the other gender categories (see figure 1). 
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Figure 1
Age

 The findings of the survey revealed that 36% of respondents were aged between 18 to 27 years and 29% of the respondents were aged between 28 to 37 years. 23% of the respondents were aged between 38 to 47 years, while the remaining 12% of the respondents were 48 years old and above (see figure 2). The findings highlight that the majority of the respondents were young adults between 18 years and 37 years. 
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Figure 2
Race 


Out of 100 respondents surveyed for this report, 15% of the respondents were Asians, 31% were White, 27% were Black or Afro-Americans, 9% belong to Native Hawaiian ethnicity, 12% belong to Hispanic or Latin ethnicity while 6% belonged to the others (see figure 3). 
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Figure 3

Liking for products offered by Nike

 The survey findings reveal that 75% of the surveyed respondents liked products offered by Nike, 11% did not like the products offered by Nike while the remaining 14% liked specific brands offered by Nike (See figure 4). [image: image4.png]Liking for products offered by Nike
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Figure 4

Familiarity with the Colin Kaepernick Ad Campaign by Nike


The survey findings reveal that 89% of the respondents out of 100 surveyed respondents were familiar with the Colin Kaepernick Ad Campaign by Nike. 4% of the respondents were familiar with the Colin Kaepernick Ad Campaign by Nike, while the remaining 7% were familiar with the Colin Kaepernick Ad Campaign by Nike to some extent (see figure 5). 
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Figure 5
Immediate Thoughts and Feeling on Hearing about Nike’s involvement with Colin Kaepernick


The findings of the survey reveal that 28% of the respondents stated that their immediate thoughts and feeling on hearing about Nike’s involvement with Colin Kaepernick were highly supportive of Nike. 27% of the respondents stated that their thoughts were supportive. 14% of the surveyed respondents stated that their immediate thoughts and feeling on hearing about Nike’s involvement with Colin Kaepernick were against Nike while for 21% of them stated that they were highly against Nike. 10% of the respondents stated that they were indifferent (see figure 6). 
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Figure 6

Change in Views for Nike after watching Colin Kaepernick Ad Campaign 


78% of the surveyed respondents stated that change in their views for Nike after watching Colin Kaepernick Ad Campaign, while 12% stated that there was no change in their opinions for the Company. 10% of the respondents stated that there was a change to some extent in their views for Nike after watching Colin Kaepernick Ad Campaign (see figure 7). 
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Figure 7

Frequency of Purchasing the Products Offered by Nike since Colin Kaepernick Ad Campaign has been Watched


The findings of the survey revealed that 48% of the respondents stated that the frequency of purchasing the products offered by Nike is same since Colin Kaepernick Ad Campaign has been watched while 45% of them stated that it the frequency has increased. 11% of the surveyed respondents stated that they do not use the products by Nike while none of the respondents stated that the frequency of purchasing the products offered by Nike has decreased since Colin Kaepernick Ad Campaign has been watched (see figure 8). 
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Figure 8

Leading Global Brands Must Stand For Equality of All and Support Minority Communities by Associating With Them


The survey findings reveal that 91% of the surveyed respondents stated that leading global brands must stand for equality of all and support minority communities by associating with them to a high extent while 9% of them stated that they must stand for them up to some extent. None of the respondents stated that the leading global brands must not stand for equality of all and support minority communities by associating with them (see figure 9). 
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Figure 9

4.2 Analysis

From the findings of the primary data obtained from a survey where 15% of the respondents were Asians, 31% were White, 27% were Black or Afro-Americans, 9% belong to Native Hawaiian ethnicity, 12% belong to Hispanic or Latin ethnicity. In comparison, 6% belonged to the others. From the findings, it is examined that immediate thoughts and feelings of the majority of respondents after hearing about the hearing about Nike's involvement with Colin Kaepernick were highly supportive of Nike. 28% and 27% of respondents stating that their reactions were highly supportive and supportive, respectively. However, 14% and 21% of the respondents also stated they were against and highly against, respectively, in respect of their support for Nike after hearing about Nike's involvement with Colin Kaepernick. These findings indicate the significant level of a split among the consumers regarding the reactions for the marketing ad campaign undertaken by Nike. It highlights that successful marketing in the past involved turning pop culture into breakthrough advertising by hijacking media platforms. These are the kind of advertising that drives brand results (Tode, 2018). The survey findings also reveal that 78% of the respondents changed their views about Nike after watching the ad Campaign and the difference in their opinions can be based on their age and ethnicity. With the majority of respondents in this survey being young adults, the findings indicate a higher favourable trend towards the ad Campaign by Nike. These findings further confirm that the Campaign influenced a large proportion of the population. These findings can also be discussed in light of the literature that highlights that African American, Asian American and younger consumers demonstrated higher favour towards the ad Campaign in comparison of the conservative consumers (Vizard, 2019). The literature further confirms that there is a substantial split among the consumers in the UK in respect of the products offered by Nike after the Colin Kaepernick ad campaign. It is also examined from the literature findings that 50% of young customers demonstrated higher favour towards Nike after the Campaign. In comparison, only 14% of the respondents stated that the brand was not desirable for them. The data from market studies reveal that Nike's strategic targeting campaign served to be highly effective. The involvement of Kaepernick in the Campaign generated positive buzz and created a substantial impact on younger consumers. The Campaign positively impacted on the opinion of customers aged between 18-34 years in both U.K. and U.S. markets (Vizard, 2019). These literature findings can be examined to be in alignment with the findings of the primary data that highlights the differences in impact of the Campaign on customers from different age groups and ethncities. The litetaure further revealed that 43% of the respondents increased their purchase frequency for Nike's products after the Campaign while only 11% of the respondents stated that do not like the products by Nike (Vizard, 2019). The survey findings also indicate that since the majority of respondents were minorities and other than the Whites, the findings of the survey indicate a higher favour towards Nike. These primary findings can be further supported by the literature that reveals that after the Campaign, Asian American and African Americans became more positive towards the brand and increased their purchase frequency. The literature also highlights that despite a significant scream and reaction from the people, Nike’s continued its Campaign (Tode, 2018).
5.0 Conclusions 


From the findings and discussion undertaken in this report in light of the primary and secondary data, it can be concluded that the Colin Kaepernick ad Campaign created a highly significant impact on the brand whose profound impact is explicitly visible in the sales and popularity of the brand. With more and more young consumers becoming aware of the need for the companies to be ethically responsible towards the communities and ensure an outlook of equality, it is increasingly being recognised that companies take an essential and firm stand in this context. The findings of the survey reveal that that the majority of respondents liked the products offered by Nike and that the ad campaign is highly popular among the people and indicates that the respondents are well aware of the Campaign. In respect of the first objetcive, the fidnings highlight majority of the respondents revealed support for Nike, wherein a significant majority of the respondents were influenced after watching Colin Kaepernick Ad Campaign. These fidnings highlight the ways in which the different custoners responded to the Campaign. It is also examined from the primary findings that the ad Campaign created a significant positive impact on the sale of Nike products and increased its popularity. The initial backlash and effect on the profitability and loss of old and loyal customers might create a strong impact on the reputation, however, through clarity of communication in respect of the stand of the brand for equality and firmness; an organisation can play an important role in bringing a positive change. Although Nike lost its old and loyal customers, however, the Campaign can be identified as a breakthrough that despite the protests, its market share and profitability has only increased consistently. This clearly shows the positive impact of the Campaign not only on the position of the Company in the USA but will influence the customers across all Asian, African, Hispanic and Arabian markets in the world. The company also witnesses a signficant support from the young customers. These findngs further help in addressing the second objective by highlighting the ways in which the Campaign received a favourable response from the non-White customers and young customers and an unfavourable response from the old and White customers. Hence, it can be concluded that the Campaign by Nike created a signficnat split among the consumers. 
6.0 Recommendations

 
As post-Campaign, Nike gained a significant rise in its customers, particularly from the young generation and minority ethnicities, it will be important for the Company to focus on turning these new customers into long term and loyal customers. In this respect, some recommendations are proposed for the Company. These are:


· It is recommended that Nike maintains a close market monitoring to examine the customer trends in the target market (young customers from ethnically minority communities) such that it’s marketing strategies and tactics focus on transforming them into loyal and long-term customers. For this purpose, Nike will have to examine the preferences and choices of the customers in this target market and pursue future initiatives in progressive social activities (Chadwick and Zipp, 2018).  
· Simultaneously, it is also recommended to Nike that it ensures that in future, it will continue to support its initiative for equality and integrate this idea across all its policies, strategies and business operations. Additionally, social activism by the companies is mainly dependent on a consistent and rigorous analysis of the target market audience such that Company's actions and policies are in an effective alignment that also helps in creating a long term and favourable impact on the market share and profitability of the Company (Cosentino, 2019).
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Appendices

Appendix 1: Ethics Form
Appendix 2: Copy of questionnaire

Q1. Gender:

a. Male

b. Female 

c. Other

Q2. Age: 

a. 18-27 years 

b. 28-37 years 

c. 38-47 years 

d. 48 years and above 

Q3. Race that you identify yourself with:

a. Asian 

b. White

c. Black or Afro-American

d. Native Hawaiian 

e. Hispanic or Latin 

f. Others 

Q4. Do you like the products offered by Nike?

a. Yes 

b. No 

c. Some specific brands only 

Q5. Are you familiar with the Colin Kaepernick Ad Campaign by Nike?

a. Yes 

b. No 

c. To some extent 

Q6. What were your immediate thoughts and feeling on hearing about Nike’s involvement with Colin Kaepernick

a. Highly supportive 

b. Supportive 

c. Indifference 

d. Against 

e. Highly against 

Q7. Have your views for Nike changed after watching Colin Kaepernick Ad Campaign by Nike?

a. Yes 

b. No 

c. To some extent

Q8. Since you have watched the Colin Kaepernick Ad Campaign, what has been your frequency of purchasing the products offered by Nike?

a. The same frequency 

b. Increase in frequency 

c. Decrease in frequency 

d. I do not use products by Nike 

Q9. To what extent do you agree that leading global brands must stand for equality of all and support minority communities by associating with them?

a. To a high extent 

b. To some extent 

c. Not at all 
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