[image: ]
STRATEGIC INNOVATION IN MULTI-CHANNEL BRAND AWARENESS AND CUSTOMER JOURNEY MANAGEMENT: A CASE STUDY OF NIKE AIR JORDAN
	
Name: Isaac Hammond
Student ID: 2246334
Module: Marketing Management – Assessment 1
Module Code: LCMB7001
Lecturer: Tushara Balendran




				Submitted on:







Contents
Executive Summary	3
1. Introduction	4
2. Background	4
3. Definition of Communication	4
4. Shannon-Weaver Model of Communication	5
5. Definition of Integrated Marketing Communications (IMC)	7
6. Enhancing Brand Awareness for Nike Air Jordan: Promotional Strategies	7
6.1 Leveraging Experiential Marketing:	7
6.2 Harnessing Influencer Partnerships:	7
6.3 Interactive Social Media Campaigns:	8
6.4 Augmenting Augmented Reality (AR):	8
6.5 Revitalizing Retro Reissues:	8
6.6 Sustainability-Driven Initiatives:	8
7. Branding and Brand Equity	9
7.1 Keller's Brand Equity Model: Implications and Insights for Nike Air Jordan	9
7.2 Advantages and Disadvantages of Keller's Brand Equity Model	10
8. Analysing Nike Air Jordan's Customer Journey and Total Engagement Model	11
8.1 Customer Journey and Touchpoints	11
8.2 Customer Journey Map	12
8.3 Total Engagement Model and its Relevance to Nike Air Jordan	15
9. Conclusion	17
References	18









[bookmark: _Toc142645448]Executive Summary
In the contemporary business environment, effective communication stands as a cornerstone for successful brand management and customer engagement. This report delves into the innovative strategies and channels of Nike Air Jordan to raise brand awareness and their customer journey management using two essential models: The Shannon-Weaver Model of Communication and Keller's Brand Equity Model. The Shannon-Weaver Model outlines the stages and components of communication between sender and receiver, providing a framework for understanding how brands transmit messages through various channels. On the other hand, Keller's Brand Equity Model offers a structured approach to comprehending the various nature of branding and its influence on consumer perceptions.
The report shows that elevating brand awareness for Nike Air Jordan necessitates a blend of innovative promotional strategies. To raise brand awareness, the company needs to strategically employ experiential marketing, influencer partnerships, interactive social media campaigns, augmented reality integration, reissues of classic designs, and sustainability-driven initiatives. These strategies interact synergistically to create a holistic brand experience that can resonates across their consumer segments.
Furthermore, this report explores the relevance of these models in the context of customer journeys and engagement strategies. The customer journey encompasses interactions from awareness to advocacy, with touchpoints like social media, physical stores, and exclusive releases. A customer journey map visually represents these stages and touchpoints, providing a clear visualization of the customer's path. The Total Engagement Model further enhances this journey by emphasizing cognitive, affective, behavioural, social, and cultural dimensions of engagement. 





[bookmark: _Toc142645449]1. Introduction
The evolution of marketing strategies has been marked by the innovative fusion of branding principles and customer engagement tactics. This interplay has given rise to remarkable success stories in the business world. One such exemplar is the iconic Nike Air Jordan brand, which emerged in the early 1980s through the collaborative efforts of basketball legend Michael Jordan and Nike. This case study delves into the strategic innovation that underpins the multi-channel brand awareness and customer journey management of Nike Air Jordan. By exploring its history, communication models, branding approach, and customer engagement strategies, the intricate threads that have woven together to craft the brand's unique narrative are uncovered.
[bookmark: _Toc142645450]2. Background
In the early 1980s, Nike Air Jordan emerged as a revolutionary basketball shoe line, with its founding moment in 1984 through the collaboration between Michael Jordan and Nike. The first Air Jordan shoe debuted on April 1, 1985, designed by Peter Moore, Tinker Hatfield, and Bruce Kilgore, during Michael Jordan's tenure with the Chicago Bulls. This partnership was sealed with a ground-breaking endorsement deal worth $2.5 million, signed on October 26, 1984, marking a significant milestone for the brand (Banerjee, 2023).
The core mission of Nike Air Jordan can be summarized as follows: "To inspire and innovate for every athlete around the world". This mission reflects the brand's commitment to pushing the boundaries of athletic footwear by integrating advanced technology and design, aiming to empower both athletes and enthusiasts. Beyond its athletic roots, the Air Jordan line has evolved into a cultural phenomenon that seamlessly blends performance and style, redefining the connections between sports, fashion, and individual expression. The legacy of Air Jordan stands as a testament to the brand's enduring innovation, craftsmanship, and its ability to captivate global audiences (Davis, 2023).
[bookmark: _Toc142645451]3. Definition of Communication
Communication, derived from the Latin "communis," meaning "common," encompasses the multifaceted process of exchanging information, ideas, and emotions through various channels such as verbal, non-verbal, and electronic means. It is a dynamic interaction that involves sharing thoughts, knowledge, or affective states between individuals or groups. The act of communication can manifest through spoken or written words, gestures, signals, or symbols. Scholars studying communication delve into the development of effective communication skills and strategies, analysing its impact on human interaction and society at large (Velentzas and Broni, 2014).
[bookmark: _Toc142645452]4. Shannon-Weaver Model of Communication
The Shannon-Weaver Model of Communication is a fundamental communication model that depicts the process of information transmission between a sender and a receiver. It was developed by Claude Shannon and Warren Weaver in 1949. This model consists of several key components: sender, message, encoder, channel, noise, decoder, and receiver (Shannon and Weaver, 1949)
Sender: The sender is the originator of the message. This could be an individual, organization, or any source that wants to convey information.
Message: This is the information the sender intends to communicate and can be in the form of text, speech, images, or any other format.
Encoder: The encoder is responsible for converting the message into a format suitable for transmission through the chosen communication channel. It may involve encoding the message into binary or other signal forms.
Channel: The channel is the medium through which the encoded message is transmitted from the sender to the receiver. It could be a physical medium like air for sound waves or electromagnetic waves for digital signals.
Noise: Noise refers to any interference or disturbance that affects the quality of the transmitted message. Noise can distort or alter the message during transmission, leading to potential misinterpretation by the receiver.
Decoder: The decoder receives the encoded message from the channel and converts it back into a format understandable by the receiver. It reverses the encoding process performed by the encoder.
Receiver: The receiver is the intended recipient of the message who decodes the message and interprets its meaning based on the context and his or her understanding.
Here is a diagram representing the Shannon-Weaver Model of Communication:
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Figure 1: Shannon Weaver Communication Model
Source: Shannon and Weaver Model of Communication (2019)
In marketing, the Shannon-Weaver Model can be applied to understand how information and messages are transmitted from a company (sender) to its target audience (receiver) through various channels. The sender, in this case, could be a brand or a marketer trying to convey a promotional message, while the receiver is the potential customer. The encoding process involves crafting the message in a way that resonates with the target audience. The channel represents the mediums used for marketing, such as advertisements, social media, emails, or direct mail. Noise could refer to any distractions or competing messages that may interfere with the effectiveness of the marketing communication.
For example, consider an advertising campaign for a Nike Air Jordan. The company encodes the features and benefits of the shoes into a compelling ad copy and images. This message is then transmitted through various channels like TV, social media, and print media. However, noise in the form of other ads, viewer distractions, or misunderstandings can impact how well the message is received and decoded by the potential customers. The success of the marketing campaign will therefore depend on how effectively the message overcomes noise and reaches and influences the target audience.

[bookmark: _Toc142645453]5. Definition of Integrated Marketing Communications (IMC)
Integrated Marketing Communications (IMC) can be described as a strategic approach that unifies all communication efforts and messages across many marketing channels to deliver a consistent and coherent brand message to a target audience. This comprehensive strategy emphasizes the importance of synergy between different communication tools, including advertising, public relations, direct marketing, social media, and more. IMC seeks to create a seamless and harmonious experience for customers, ensuring that all interactions with the brand convey a unified identity and message. By integrating marketing efforts, IMC aims to enhance brand awareness, engagement, and customer loyalty while maximizing the impact of promotional activities (Kitchen and Burgmann, 2010).
[bookmark: _Toc142645454]6. Enhancing Brand Awareness for Nike Air Jordan: Promotional Strategies
In the business of sportswear and footwear, sustaining brand awareness is vital for continued success. For Nike Air Jordan, an iconic brand that has transcended its athletic origins, innovating promotional strategies is imperative to captivate both existing enthusiasts and potential consumers. Elevating brand awareness in today's competitive landscape may demand a fusion of experiential marketing, influencer partnerships, interactive social media campaigns, augmented reality integration, nostalgia-driven reissues, and sustainability initiatives.
[bookmark: _Toc142645455]6.1 Leveraging Experiential Marketing: 
One strategic avenue entails delving into experiential marketing, an immersive approach that transcends traditional advertising. Hosting events, such as exclusive sneaker launches, pop-up shops, and interactive sneaker customization workshops, can foster direct engagement with consumers. These experiences forge emotional connections, deepening brand affinity (Gilmore and Pine, 2002). The tangible experiences associated with creating personalized Air Jordan sneakers would generate authentic stories, thus amplifying word-of-mouth marketing.
[bookmark: _Toc142645456]6.2 Harnessing Influencer Partnerships: 
Collaborating with influencers and cultural icons who resonate with the Air Jordan brand ethos can significantly amplify brand reach. By aligning with individuals who embody the brand's values and lifestyle, Nike Air Jordan can tap into their followers' trust and loyalty (Brown & Hayes, 2008). This approach leverages the influencer's credibility to organically integrate the brand into their content, reaching diverse audiences while fostering authenticity.
[bookmark: _Toc142645457]6.3 Interactive Social Media Campaigns: 
In today's digital age, social media platforms serve as powerful conduits for brand engagement. Deploying interactive campaigns, such as hashtag challenges and user-generated content competitions, empowers consumers to become co-creators of the brand's narrative (Kaplan & Haenlein, 2010). For instance, initiating a campaign encouraging consumers to share their Air Jordan stories or showcase their unique sneaker collections can galvanize community participation and augment brand visibility.
[bookmark: _Toc142645458]6.4 Augmenting Augmented Reality (AR): 
Integrating augmented reality experiences into marketing efforts presents an innovative path. Developing an AR app that allows consumers to virtually try on and customize Air Jordan sneakers could revolutionize the online shopping experience (Scholz and Smith, 2016). This interactive engagement bridges the gap between the digital and physical realms, fostering a sense of personal connection with the brand.
[bookmark: _Toc142645459]6.5 Revitalizing Retro Reissues: 
The heritage of Air Jordan is rich, and revisiting classic designs through limited edition reissues can reignite nostalgic sentiment and attract new enthusiasts. Promoting such releases as exclusive events can create a sense of urgency and excitement among the sneaker community (Pappu et al., 2010). Employing scarcity tactics can stimulate demand and enhance brand allure.
[bookmark: _Toc142645460]6.6 Sustainability-Driven Initiatives: 
In an era of heightened environmental consciousness, incorporating sustainability initiatives into promotional efforts can bolster brand identity. Launching eco-friendly collections or partnering with charitable organizations for environmental causes aligns the brand with consumers' values, facilitating deeper connections (Carroll & Shabana, 2010). This approach resonates especially with the socially conscious Millennial and Gen Z demographics.
Incorporating these innovative promotional strategies necessitates a comprehensive approach that combines both digital and physical areas. It is important to recognize that these strategies can be synergistically employed, creating a holistic brand experience that resonates across diverse consumer segments.

[bookmark: _Toc142645461]7. Branding and Brand Equity
Branding is a strategic process that extends beyond mere product identification. It entails creating distinct perceptions and emotional connections in consumers' minds. As Keller (2003) elucidates, brands are perceptual entities that go beyond the physical attributes of products. They encapsulate consumers' perceptions and idiosyncrasies, reflecting a fusion of reality and subjective interpretation. Branding involves assigning a name and brand elements to a product, enabling consumers to identify and differentiate it. Moreover, branding imbues a brand with meaning, shaping consumers' understanding of its unique value proposition. This process aids consumers in organizing their knowledge and making informed decisions while adding value to the firm (Keller, 2003).
In branding, the creation of brand equity is important. Keller's Brand Equity model highlights the concept of brand equity as the culmination of consumer experiences and perceptions (Keller, 2003). This perspective shifts the focus from mere products to consumers' minds, where a brand's power is derived from what customers learn and feel over time. Strong brands yield numerous advantages, including enhanced product performance perceptions, heightened loyalty, and greater resilience against competitive pressures (Keller, 2003). These benefits manifest across different dimensions, such as improved consumer response to price changes, increased marketing effectiveness, and the potential for brand extensions (Keller, 2003).
[bookmark: _Toc142645462]7.1 Keller's Brand Equity Model: Implications and Insights for Nike Air Jordan
Keller's Brand Equity model, encompassing brand identity, brand meaning, brand responses, and brand relationships, is a valuable strategic framework for brand development (Keller, 2003) (Figure 2). 
In the case of Nike's Air Jordan brand, the initial step of brand identity involves creating brand salience, ensuring that the brand is linked with specific product categories or needs. For instance, the Air Jordan brand epitomizes premium athletic footwear, establishing salience among sneaker enthusiasts and athletes alike.
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Figure 2:Keller's Brand Equity Model
Source: Singh (2019)
The next stage, brand meaning, involves linking attributes and associations to the brand. Nike Air Jordan excels here by fusing functional attributes—like cutting-edge technology for superior athletic performance—with abstract associations tied to its cultural and aspirational appeal. The brand signifies not only quality sneakers but also a lifestyle symbol, resonating with consumers seeking both performance and style. 
Brand responses, the model's third step, involve eliciting consumer opinions and evaluations based on brand associations. Brand responses capture consumer perceptions and emotions. Nike Air Jordan prompts favourable judgments due to its reputation for excellence and innovation. The brand evokes emotions of excitement, aspiration, and belonging. Through impactful advertising and collaborations, Nike Air Jordan elicits an emotional connection that extends beyond footwear, fostering loyalty and advocacy.
In the final stage, brand relationships culminate in loyalty and resonance. Nike Air Jordan's powerful presence in pop culture and sports realms cultivates a loyal fan base. The brand embodies a sense of community, with enthusiasts sharing experiences and narratives. This resonance transforms consumers into brand advocates, contributing to sustained success.
[bookmark: _Toc142645463]7.2 Advantages and Disadvantages of Keller's Brand Equity Model
Keller's model offers a structured approach to building and assessing brand value. It recognizes the role of consumer perceptions and emotions in brand development. This emphasis on customer experiences aligns well with modern marketing practices. Additionally, the model's sequential progression aids marketers in strategizing and implementing brand initiatives systematically.
However, the model's applicability faces challenges in certain contexts. In the case of Nike Air Jordan, the model might overlook the intricate dynamics of the sneaker subculture and the nuances of influencer-driven brand engagement. Furthermore, the model's consumer-focused approach might not fully encompass B2B relationships and the impact of corporate reputation on brand equity.
Thus, branding and brand equity are interrelated processes that shape consumer perceptions and loyalty. Keller's Brand Equity model provides a strategic framework, albeit with limitations in the B2B landscape. The Nike Air Jordan brand exemplifies the model's principles in a B2C context while highlighting the need for adaptation when dealing with industrial markets. Understanding both the model's strengths and limitations is essential for effective brand strategy formulation.
[bookmark: _Toc142645464]8. Analysing Nike Air Jordan's Customer Journey and Total Engagement Model
Understanding the customer journey and its touchpoints is essential for effective marketing strategies. In the case of Nike Air Jordan, a legendary brand known for its iconic sneakers and cultural impact, comprehending the customer journey and leveraging the Total Engagement Model is paramount.
[bookmark: _Toc142645465]8.1 Customer Journey and Touchpoints
The customer journey encompasses every interaction a consumer has with a brand, from initial awareness to post-purchase engagement. For Nike Air Jordan, this journey is multi-faceted and begins with the customer becoming aware of the brand through various channels, such as social media, celebrity endorsements, and word of mouth.
The journey then progresses to the consideration phase, where potential buyers research and compare different Air Jordan models, exploring factors like design, technology, and cultural relevance. Here, touchpoints include the Nike website, physical stores, and independent sneaker boutiques.
The purchase phase is a crucial touchpoint, often occurring online or in stores. Nike's website and exclusive sneaker releases generate excitement and anticipation among customers. The unboxing experience and the actual product quality further impact consumer perceptions.
Post-purchase, the customer journey extends to the loyalty phase. This phase involves ongoing engagement with the brand through activities like wearing the sneakers, sharing photos on social media, and participating in sneaker-related events and communities. Social media platforms like Instagram and Twitter play a significant role in shaping this engagement.
[bookmark: _Toc142645466]8.2 Customer Journey Map
A customer journey map visually represents the stages of the journey and the touchpoints involved. Below is a simplified diagram of Nike Air Jordan's customer journey map:

Figure 3:Customer Journey Map of Nike Air Jordan
1. Awareness: Social media, celebrity endorsements, word of mouth.
2. Consideration: Nike website, physical stores, sneaker boutiques.
3. Purchase: Nike website, exclusive sneaker releases, retail stores.
4. Loyalty: Wearing the sneakers, sharing on social media, community events.
5. Advocacy: Actively recommendation to friends, family, and followers, contributing to the brand's word-of-mouth marketing.

A typical profile of a typical Nike Air Jordan customer, including demographic and psychographic information, along with an illustrative picture:
Profile:
· Name: Jessica Miller 
· Age: 28 
· Gender: Female 
· Location: Los Angeles California 
· Occupation: Marketing Manager 
· Income: $65,000 per year 
· Education: Bachelor's Degree in Business Administration
Demographic Information:
· Jessica falls within the millennial age group, which aligns with the target demographic for Air Jordan products.
· She lives in a vibrant urban environment, where fashion and street culture play a significant role.
· Jessica's moderate income allows her to invest in quality sneakers and fashionable attire.
Psychographic Information:
· Lifestyle: Jessica is health-conscious and values both fitness and fashion. She often participates in workout classes and enjoys staying active.
· Interests: She's a basketball fan and enjoys following the NBA. She is also a sneaker enthusiast who appreciates the combination of style and performance.
· Personality: Jessica is confident, fashion-forward, and enjoys standing out with unique clothing choices. She values self-expression and likes to be a trendsetter among her friends.
· Values: She admires authenticity and values products that have a rich history and cultural significance, like the Air Jordan line.
· Social Engagement: Jessica is active on social media platforms like Instagram and TikTok, where she shares her fitness routines, fashion choices, and experiences with her followers.
· Influences: Celebrity endorsements and online influencers play a role in shaping her preferences and purchasing decisions.

Table 1: Customer Journey Map Showing Touchpoints
	
	Awareness
	Consider
	Purchase
	Loyalty
	Advocacy

	Retail Shops and boutiques
	
	6
Looks for potential fits and specs of shoes

	Purchase of shoe

	7

	

	Website
	
	5
Reviews price and opinions of users

	
	
	

	Celebrity Endorsement
	4
Celebrity endorses brand to promote awareness

	
	
	
	10


	Social Media
	3
Receives Posts from media

	
	
	9
Shares experiences

	Express positive View on shoe


	Word of Mouth
	2
Receives positive view on shoe 

	
	
	
	1
Actively recommendation to friends


	Community Event
	
	
	
	8
Wears shoe in events
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Strength and Weaknesses of the Customer Journey Map and Touchpoint
Strengths:
· The initial awareness stage capitalizes on the strong celebrity endorsement. This has proven highly effective in capturing attention through social media, traditional advertising, and influencer marketing.
· Nike's active presence on platforms like Instagram, Twitter, and TikTok allows them to showcase the Air Jordan sneakers in creative ways, connecting with a younger and broader audience.
· The strategy of creating limited edition releases generates excitement and scarcity, driving up demand and creating a sense of urgency to purchase.
· Nike's efforts to build loyalty and create a community around the Air Jordan brand have been successful. Customers who become loyal are likely to become advocates and promoters of the brand.
Weaknesses:
· While the premium pricing is a strength, it can also be a challenge. Some potential customers may feel discouraged from exploring further due to the perception of high prices.
· The customer journey map does not delve deeply into the in-store experience. Depending on the store's layout, staff knowledge, and presentation, this touchpoint could be either a strength or a weakness.
· The map mentions customer reviews and user-generated content, but it's important to highlight and actively manage negative feedback or concerns customers might have regarding product quality, comfort, or sizing.
· While limited edition releases generate excitement, they can also lead to frustration if customers can't access them due to high demand.
· The map doesn't explicitly address how Nike ensures that their products and marketing resonate with diverse demographics. Addressing this can further enhance their customer base.

8.3 Total Engagement Model and its Relevance to Nike Air Jordan
The Total Engagement Model expands the customer journey concept by emphasizing deeper engagement through various dimensions. In the case of Nike Air Jordan, this model can be linked to the brand's efforts to foster a holistic brand experience (Figure 4)
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Figure 4: Total Brand Engagement of Nike Air Jordan

Brand Image
Nike Air Jordan's brand image rests on a promise of iconic style, performance, and the legacy of Michael Jordan. This promise is evident in their advertising, showcasing how their sneakers are more than just footwear – they are a representation of greatness. The challenge lies in consistently delivering on these promises. If the products do not live up to the expectations set by the brand, it can lead to disappointment and a tarnished image.
Corporate Culture
Within Nike, the corporate culture instilled regarding Air Jordan is one of innovation, collaboration, and empowerment. Employees are encouraged to embrace creativity and take ownership of their roles. The Air Jordan line is seen as a fusion of sports, fashion, and culture, inspiring employees to contribute their unique talents to the brand's success. This inclusive and dynamic corporate culture fosters a sense of belonging and motivates individuals to contribute their best.
Customer Experience
At the heart of the Total Engagement model is the customer experience, which thrives on personal connections. Nike's employees are not just representatives; they are enthusiasts and ambassadors of the Air Jordan legacy. They strive to understand customers' preferences and needs, providing personalized recommendations and solutions. This authentic engagement transforms transactions into meaningful interactions, building lasting customer relationships.
Customer Value Proposition 
The Air Jordan customer value proposition centres on delivering a blend of performance, style, and heritage. Nike ensures that each Air Jordan product is meticulously crafted with top-quality materials and innovative technology. This commitment to excellence reflects the organization's dedication to providing value beyond the product itself. Moreover, the brand's limited releases and unique collaborations create a sense of exclusivity, enhancing the proposition by tapping into customers' desire for distinctiveness.

[bookmark: _Toc142645468]9. Conclusion
In conclusion, the symbiotic relationship between communication models and branding strategies underscores their paramount importance in the contemporary marketing landscape. The Shannon-Weaver Model illuminates the channels through which brands transmit messages to consumers, while Keller's Brand Equity Model delves into the intricate process of building brand value and resonance. Together, these models guide marketers in crafting coherent and compelling messages that resonate with audiences across diverse touchpoints. As the digital age continues to reshape consumer interactions, understanding these models becomes even more critical for brands aiming to navigate the evolving dynamics of consumer engagement. Through the strategic use of effective communication methods and comprehensive brand development frameworks, organisations have the ability to establish enduring relationships, cultivate loyalty, and ultimately flourish within the dynamic and evolving marketplace.
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