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[bookmark: _Toc179741513]Abstract
Creating and fostering sustainable relationships with their customers was observed to be crucial for the development of long-term customer relationships, which is necessary for sustainable development and success in a highly competitive business atmosphere (Gao et al., 2022; Steinhoff and Palmatier, 2021). The current research chose the case of Nike, an international sportswear giant, to explore the impact of its relationship marketing strategies on customer loyalty, satisfaction, and retention. The mentioned company’s considerable market presence and unique marketing strategies were observed to be beneficial in carrying out the current research. For the said process, the researcher adopted the interpretivism research philosophy, inductive research approach, qualitative data, case study research strategy, and secondary data collection to gather the information required to answer the research question effectively. Since the chosen data format was secondary and qualitative in nature, the thematic data analysis method was chosen for evaluating the collected information appropriately to form valid deductions.
From the analysis, it was observed that the main relationship marketing strategies of Nike included customer-centric personalisation through digital platforms, brand loyalty programs, emotional branding and social advocacy, collaborative product creation and development and sustainability initiatives (Nike, 2024a). The mentioned strategies were also noted to have a significant impact on the company’s customer satisfaction, retention, and loyalty. Similarly, it was noted that product quality, brand image, customer service, community engagement, price sensitivity, and sustainability practices are the major factors influencing Nike’s customer satisfaction, retention and loyalty (Reshmidilova et al., 2024). 
Based on the observations thus made, it was suggested that Nike could enhance inclusivity in its loyalty programs, balance personalisation and sustainability with transparency, expand emotional branding beyond major issues and product customisation options for accessibility, and strengthen community engagement through digital platforms.


Contents
Abstract	3
Chapter 1: Introduction	8
1.1 Introduction	8
1.2 Background of the research study	8
1.3 Rationale for the Study	9
1.4 Research Aim and Objectives	9
1.5 Research Questions	10
1.6 Research Significance	10
1.7 Research methodology	11
1.9 Summary	12
Chapter 2: Literature Review	14
2.1 Introduction	14
2.2 An overview of relationship marketing	14
2.2.1 Empirical studies on relationship marketing and models of relationship marketing	15
2.2.2 Key strategies in relationship marketing.	16
2.3 Nike’s relationship marketing strategies	17
2.4 Factors influencing customer satisfaction, retention, and loyalty	19
2.5 Impact of relationship marketing strategies on Nike’s customer satisfaction, retention, and loyalty.	20
2.6 Theoretical framework	21
2.7 Research gaps in the literature	23
2.8 Conceptual Framework	23
2.9 Conclusion	24
Chapter 3: Research Methodology	25
3.1 Research philosophy and approach	25
3.2 Research design	26
3.3 Data Collection	29
3.4 Thematic Analysis	30
3.5 Ethical Considerations	31
3.6 Summary	32
Chapter 4: Findings	33
4.1 Introduction	33
4.2 Data Sources	33
4.3 Thematic Analysis	33
4.3.1 Theme Creation	33
4.4 Findings	35
4.4.1 Theme 1: The Relationship Marketing Strategies of Nike	35
4.4.2 Theme 2: The factors influencing customer satisfaction, retention and loyalty	38
4.4.3 Theme 3: The impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty	41
4.5 Discussion	43
4.6 Summary	49
Chapter 5: Conclusions	50
5.1 Introduction	50
5.2 Conclusions	50
5.2.1 Objective 1: To find relationship marketing strategies of Nike	50
5.2.2 Objective 2: To examine the factors influencing customer satisfaction, retention and loyalty	51
5.2.3 Objective 3: To assess the impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty	52
5.3 Limitations of the Current Research	52
Chapter 6: Recommendations	54
6.1 Introduction	54
6.2 Recommendations to enhance Nike's relationship marketing strategies	54
6.3 Recommendations for future research	56
Critical Reflection	58
Step 1: Description	58
Step 2: Feelings	58
Step 3: Evaluation	59
Step 4: Analysis	59
Step 5: Conclusion	59
Step 6: Action Plan	59
References	61



List of Figures and Tables
Figure 2.1: Overview of RM (Relationship Marketing)	14
Figure 2.2: Major Determinants of Relationship Marketing	14
Figure 2.3: Key strategies in RM (Relational marketing)	15
Figure 2.4: Nike Brand Value Worldwide from 2016 to 2024	16
Figure 2.5: Important social exchange theory principles	21
Figure 2.6: Customer loyalty framework	22
Table 2.1: Conceptual framework	23
Table 4.1: The collected data sources	31
Figure 4.1: Created Theme	32
Figure 7.1: Gibb’s reflective cycle	56


[bookmark: _Toc179741514]Chapter 1: Introduction 
[bookmark: _Toc175235123][bookmark: _Toc179741515]1.1 Introduction
The present introduction chapter gives an in-depth outline of the research study on Nike's relationship marketing strategies. Besides, the chapter explains the research study's emphasis on comprehending the way these strategies affect customer loyalty, satisfaction, and retention within the sportswear sector. It comprehensively explores the research study's aims, objectives, and most significant questions. Besides that, the chapter evaluates the study background and rationale for elucidating the current research study topic. In the end, the chapter covers the various methodologies applied to conduct the research study and also describes the structure of the dissertation.
[bookmark: _Toc175235124][bookmark: _Toc179741516]1.2 Background of the research study    
According to Gao et al. (2022), the development of long-term customer relationships is necessary for sustainable development and success in highly competitive business atmosphere.  Besides, Steinhoff and Palmatier (2021) noted that organisations place a high priority on relationship marketing, which emphasise on creating and fostering sustainable relationships with their customers instead of executing numerous transactions (Kanapathipillai and Kumaran, 2022). Park et al. (2022) mentioned that by utilising relationship marketing organisations can maximise customer loyalty, retention, and satisfaction, which are vital for a company's long-term development and obtaining a competitive edge in the marketplace. Eyada (2020) mentioned that Nike, a renowned international sportswear giant, depicts effective and adequate relationship marketing. Further, Nike has built a whole system that emphasises consumer involvement rather than just marketing of products. Lee and Johnson (2019) noted that the company's marketing approach is mainly relies on establishing profound emotional connections with their customers, which generates repeat business and brand loyalty.  From the view of Silva et al. (2020), the most prominent instances of relationship marketing strategy are Nike's Plus membership program. Li et al. (2022) pointed out that the Plus membership program delivers members personalised services that encompass early exposure to novel goods, exclusive content, and tailored training plans. Nike provides these customised experiences not merely to meet the particular requirements of its customers, however also to foster an emotion of community and belonging (Park et al., 2022). Moreover, Nike's dedication to foster innovation is essential for their relationship marketing strategy (Steinhoff, and Palmatier, 2021). The company's continual launch of innovative products, which include the Nike Air series, aligns with the needs of customers and raises satisfaction among consumers. As per Eyada (2020), Nike boosts their consumer relationship by continually offering innovation and value, which promotes long-term commitment. While plenty of research study has been carried out on relationship marketing across sectors, there is an apparent lack of specific research studies on how these strategies affect Nike in particular. Lee and Johnson (2019) opined that Nike's considerable market presence and unique marketing strategies, evaluating the impact of its relationship marketing initiatives on customer outcomes is vital.  The present research study intends to address this gap by assessing the impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty, therefore offering vital insights and understanding into the efficacy of these strategies in the sportswear sector.
[bookmark: _Toc175235125][bookmark: _Toc179741517]1.3 Rationale for the Study         
In today's highly competitive corporate environment, relationship marketing has evolved as a vital strategy for maintaining long-term customer relationships. Since customer needs alter and marketplaces grow more crowded, firms like Nike must develop novel strategies not only to draw but also maintain loyal customers. From the view of Eyada (2020), traditional marketing strategies are no longer effective in maintaining a competitive advantage; instead of companies need to attract customers through value-driven experiences and tailored interactions. The rationale for adopting Nike as the organisation is because the company promotes a wide range of initiatives, which comprises community development and reward programs, which fall under the category of relationship marketing. Existing research studies has mainly emphasised on the relationship strategies employed by several different sectors. However, research on Nike's relationship marketing strategies is extremely limited. In order to fill the existing gap and acquire a comprehensive understanding and knowledge of Nike's relationship marketing strategies, the present research study assess the impact of Nike's relationship marketing strategies on customer loyalty, satisfaction, and retention.
[bookmark: _Toc175235126][bookmark: _Toc179741518]1.4 Research Aim and Objectives
Aim
The study aims to analyse the impact of relationship marketing strategies of Nike on customer loyalty, satisfaction, and retention.

Objectives 
· To find relationship marketing strategies of Nike
· To examine the factors influencing customer satisfaction, retention and loyalty. 
· To assess the impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty.
· To offer recommendations to enhance Nike's relationship marketing strategies. 
[bookmark: _Toc175235127][bookmark: _Toc179741519]1.5 Research Questions 
· What are the relationship marketing strategies employed by Nike?
· What are the factors influencing customer satisfaction, retention and loyalty?
· What are the effects of Nike's relationship marketing strategies on customer satisfaction, retention and loyalty?
· How can Nike enhance its relationship marketing strategies to achieve a competitive advantage?
[bookmark: _Toc175235128][bookmark: _Toc179741520]1.6 Research Significance
The significance of the present research study arises from the potential it has to improve the understandings and knowledge of how relationship marketing strategies impact customer loyalty, satisfaction, and retention in the sportswear sector. Further, the research study focusses on Nike, and provides beneficial insights and information regarding effective and productive strategies that may be implemented in similar marketplaces. The research study findings will give Nike specific suggestions for refining its initiatives, which might lead to more intense relationships with customers and gaining a competitive edge in the marketplace. The research study also contributes to the more academic discussion on relationship marketing by addressing the gap in the existing literature about its implementation in the sportswear industry. The research study's findings may also aid several other organisations that are looking for ways to enhance customer satisfaction and foster long-term economic success.
[bookmark: _Toc175235129][bookmark: _Toc179741521]1.7 Research methodology         
For this research study, the researcher chosen the interpretivism research philosophy, which primarily focusses on subjective experiences (Winit-Watjana, 2016). The interpretivism philosophy holds that reality is subjective and that the possibility of numerous realities exists. The primary aspect of this philosophy is the incorporation of interrogation and observation to explore research issues. Further, the interpretivism philosophy enables the researcher to evaluate data and information based on their own experience with data and information gathering and data analysis. Besides, an inductive method is utilised in the present research study that adhere to the interpretivism philosophy and obtain qualitative data and information.  In inductive method, theories emerge as the research study progresses.  Further, the case study strategy explores a real-life instance. This method is primarily employed in qualitative research studies. Therefore, in the current research study the researcher employed case study method, and this strategy effective for assessing the impact of Nike's relationship marketing strategies on customer satisfaction, loyalty, and retention. 
Moreover, the present study opted secondary data collection method, which include existing datasets that have been obtained by other researchers to complete their research studies (Sutton and Austin, 2015). The secondary data gathered from various sources include government reports, media reports, corporate reports, books, and websites. For this research, the researcher acquires pertinent data and information from sources including Osiris, government publications, UN statistics, and others. The researcher scans the databases for data and information using keyword combinations comprising "relationship marketing strategies," "Nike relationship marketing strategies,"   "apparel industry," "customer satisfaction," and "retention". This vast secondary data collection allows researchers comprehend more thoroughly the impact of Nike's relationship marketing strategies on customer happiness, retention, and loyalty. In addition, in order to obtain meaning from the qualitative data collected, the present study applied thematic analysis as a data analytic method.
1.8 Research Structure  
	Chapter 1
Introduction
	The dissertation's first chapter is the Introduction, gives an overview of the research study topic. In the present chapter, the researcher provides comprehensive background information on the research study issue by emphasising new ideas, concepts, and gaps. Further, the researcher gives a rationale for the research, as well as its aim, objectives, and scope.

	Chapter 2
Literature Review
	Literature Review The researcher performs a literature review in the second chapter of the dissertation in order to acquire a thorough understanding of the ideas and concepts connected to the topic of research study. It assists the researcher in becoming familiar with a large number of past studies on the study issue. 

	Chapter 3
Methodology
	Methodology The third chapter of the dissertation is research design and methodology, addresses the research study's philosophical basis. This chapter emphasises the methods used to carry out the research study, which includes the philosophy, design, strategy, approach, data collection, and analytic methods. 


	Chapter 4
Data Analysis and Interpretation
	Data Analysis and Interpretation The fourth chapter entails the 'Data Analysis and Interpretation' explains the significance of the data and information through interpretation. The interpretation is carried out after the data and information has been analysed utilising data analysis methods. 

	Chapter 5
Conclusions and Recommendations
	Conclusions and Recommendations The last chapter, 'Conclusions and Recommendations', summarises the dissertation's key insights. It addresses the research study's major findings. 



[bookmark: _Toc175235130][bookmark: _Toc179741522]1.9 Summary 
This introduction chapter discussed an in-depth outline of the research study on the review of Nike's relationship marketing strategies. The chapter comprehensively explored the research study background and rationale for analysing the way in which these methods influence customer loyalty, satisfaction, and retention. Further, it thoroughly outlined the research study's aim and objectives, which determines the research's path.  The chapter also comprises major research questions with the intention of accomplishing the research study's objectives. Moreover, the chapter the study's significance discussed in the present chapter. The research methodology briefly outlined, detailing the methods taken for data collection and analysis. In addition, the chapter illustrated the research's structure and leads the reader throughout the study process.


[bookmark: _Toc179741523]Chapter 2: Literature Review
[bookmark: _Toc179741524]2.1 Introduction
The analysis of the literature examines how relationship marketing and customer metrics specifically, loyalty, satisfaction, and retention intersect, with an emphasis on Nike. This analysis examines Nike's use of relationship marketing tactics to build brand equity and customer base, focusing on long-lasting relationships and personalised interactions. These tactics include rewards systems, customized services, and community involvement (Johanesová and Vaňová, 2020). 
This review examines Nike's relationship marketing program, focusing on factors like product quality, brand reputation, customer service efficiency, and emotional connection. It explores how Nike's strategies affect customer loyalty, satisfaction, and retention, using research and theoretical frameworks like Social Exchange Theory and Customer Loyalty Framework. The review also points up gaps in the literature, which supports the necessity for a concentrated investigation of the efficacy of Nike's relationship marketing tactics. The next inquiry into the practical implementation and results of Nike's marketing strategy will be guided by this basic study.
[bookmark: _Toc179741525]2.2 An overview of relationship marketing
Relationship marketing refers to the marketing strategy of cultivating more meaningful relationships with customers to ensure long-term satisfaction and brand loyalty. Relationship marketing isn’t about short-term wins or sales transactions instead, it focuses on delighting customers for the long haul (Johanesová and Vaňová, 2020). Relationship marketing has evolved significantly over time, initially focusing on short-term interactions to acquire clients and increase revenue, but as customer demands increased and marketplaces became more competitive, firms began adopting more relational strategies. In its early stages, relationship marketing placed a strong emphasis on customer assistance and service as essential elements of relationship growth. To encourage loyalty, businesses concentrate on delivering satisfying experiences and attending to client issues (Sleiman, et al., 2021). An enormous change came with the introduction of digital technology. Businesses are now able to gather and analyse client data more efficiently, leading to more focused and personalised marketing campaigns to the integration of client Relationship Management (CRM) systems (Buttle and Maklan, 2019). Recent advancements in relationship marketing have come from the emergence of social media, smartphone apps, and big data analytics. Real-time client engagement, personalised content and offers, and enhanced consumer behaviour analytics have all been made possible by these technologies for organisations (Shah et al., 2024).
[image: What Is Relationship Marketing? | Definition from TechTarget]
[bookmark: _Toc178348846]Figure 2.1: Overview of RM (Relationship Marketing)
Source: Johanesová and Vaňová (2020).
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[bookmark: _Toc178348847]Figure 2.2: Major Determinants of Relationship Marketing
Source: Created by the author
[bookmark: _Toc179741526]2.2.1 Empirical studies on relationship marketing and models of relationship marketing
Research shows that integrating digital technologies like social media and CRM systems enable personalized communication, enhancing customer satisfaction and building stronger, longer-lasting connections, as demonstrated by Trainor et al. (2015). Hollebeek, Srivastava, and Chen (2019) highlighted the significant role of digital platforms in enhancing consumer involvement, highlighting the positive impact of social media and mobile applications on brand interactions and customer loyalty. 
By including relationship marketing into the larger customer experience, Lemon and Verhoef (2016) improved upon the idea of relationship marketing even more. Numerous studies have repeatedly demonstrated that personalised interactions whether in-person or through membership-only loyalty programs greatly increase consumer satisfaction and loyalty (Lu et al., 2020). 
[bookmark: _Toc179741527]2.2.2 Key strategies in relationship marketing.
A relationship marketing strategy is a mix of tactics used by organisations to build a strong relationship with consumers and usually includes methods to improve or develop consumers experiences. There are some key factors of relationship marketing that help to build a better relationship marketing strategy in a organisation.
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[bookmark: _Toc178348848]Figure 2.3: Key strategies in RM (Relational marketing)
Source: Khan et al (2022)
By providing advantages like discounts, points, and special offers, reward programs aim to foster client loyalty and encourage recurring purchases. By offering real benefits for their loyalty, these initiatives entice consumers to interact with the business more regularly and come back. Different kinds of reward schemes exist, such as cash-back incentives, tiered memberships, and point-based systems. Businesses may improve customer retention and foster a feeling of value and gratitude among their clientele by identifying and rewarding repeat business (Khan et al.,2022). 
Personalised marketing builds closer relationships between the company and its customers by catering to their individual requirements and interests. It also improves the overall customer experience (Haudi et al., 2022). Brands may interact directly with consumers and get their input using social media platforms like Facebook, Instagram, and Twitter, which enable community development and real-time communication (Steinhoff et al., 2019). By using these channels, businesses may establish more engaging and dynamic connections with their clientele, which will boost engagement and loyalty (Arora et al.,2021). 
[bookmark: _Toc179741528]2.3 Nike’s relationship marketing strategies
Nike (Nike, Inc.) is an American multinational organisation that design, develops, manufactures, and markets footwear, accessories, apparel, equipment, and services globally. It is regarded as one of the largest athletic apparel firms. began with the objective of "supplying motivation and creativity to all athletes worldwide". The company was started in 1964 by Bill Bowerman and Phil Knight, a previous pupil. Nike, Inc. is a company that is headquartered in Beaverton, Oregon, and is responsible for various brands, including Converse, Jordan, and Nike.  In the realm of sports, Nike is a big player (Li, 2023). Nike, a global sports company, employed 83,700 people in 2023 and generated sales of $51.6 billion. Its brand is expected to be worth $30 billion in 2024, making it the most valuable in the sports sector. In 2018, Nike ranked 89 on the Fortune 500 list, holding a 38.23% market share (Wu, 2024). 
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[bookmark: _Toc178348849]Figure 2.4: Nike Brand Value Worldwide from 2016 to 2024
Source: Statista. (2024)
Nike has found success with relationship marketing by concentrating on client interaction, creating appealing new items based on consumer requirements and expectations, and keeping a positive connection with customers via ongoing cooperation and communication. Nike uses marketing, customer interaction, and the development of new products to influence consumer behaviour (Yan et al., 2022). Nike establishes strong consumer relationships through social media and the Nike+ website, collaborates with external entities like Google to create captivating advertisements, and creates distinct social media profiles for each of its brands to cater to diverse customer interests. Nike collaborates with athletes to create innovative technology and continuously improves its products, fostering consumer loyalty and establishing lasting relationships through relationship marketing methods, aiming to anticipate consumer needs (Zheng, 2022). Nike's success is largely attributed to its effective marketing strategy, which has made it a global leader in the sports footwear and clothing sector. Nike's marketing strategy is based on product innovation, emotional branding, and market segmentation targeting. The company's success is attributed to its extensive use of marketing techniques, which have been strategically employed to build a loyal customer base, rather than chance (Zheng, 2022). 
Nike’s success didn’t happen by accident, by using certain techniques, they put much effort into building a foundation of devoted customers (Yan et al., 2022).The “Nike By You” aspect from Nike spotlight the personalisation criteria and encourages the customer purchase and also increase their interest in the brand products (Zheng, 2022). Nike further sets itself apart by encouraging a healthy lifestyle with ads such as Running Free, which not only increased product awareness but also elevated running to a fashion statement (Yan et al., 2022). The company’s position in the market is strengthened by its high brand equity, which is based on a strong identity and the recognisable swoosh emblem (Ebrahim, 2020). The Just Do It campaign of Nike indicate emotionally charged advertising as the slogan push athletes to pursue their dreams fearless. The advertising thus develops a longer effect on customers and enhance the brand loyalty (Li, 2023). Furthermore, Nike’s client base and brand value have grown dramatically as a result of its smart use of endorsements such as its collaborations with Michael Jordan and Tiger Woods (Gao et al., 2022). Nike’s product strategy is still heavily reliant on innovation, with the company consistently providing better products to meet the demands and trends of its customers. Nike is becoming a major player in the worldwide retail industry because to e-retailing and social media marketing. Together, these initiatives have helped Nike maintain its competitive advantage in the market and grow a loyal consumer base (Yan et al., 2022).
[bookmark: _Toc179741529]2.4 Factors influencing customer satisfaction, retention, and loyalty
In the context of relationship marketing, several critical elements are crucial in determining client happiness, loyalty, and retention. Businesses hoping to establish successful, long-lasting connections with their clients must recognise and take steps to solve these problems (Silva et al., 2020). The main elements that have a big influence on these aspects are as follows:
· Brand image: Brand reputation is crucial for client retention and loyalty, as it enhances customer trust through moral behaviour, reliable quality, and satisfying experiences (Azizan and Yusr, 2019).  
· Customisation: Customising goods, services, and messages to each individual consumer's specific requirements and preferences is known as personalisation. Brands may help consumers feel appreciated and understood by providing individualised experiences (Silva et al., 2020).
· Quality of products: The foundation of customer pleasure is frequently product quality. Recurring business is facilitated by providing high-quality items that fulfill or beyond client expectations and build trust. Client loyalty to a brand is higher when they believe that the product continuously lives up to expectations in terms of performance, durability or design (Maryoso et al., 2023).
· An emotional bond with customers: Customer loyalty may be strongly impacted by an emotional bond with a brand. Consumers are more inclined to stick with a brand when they have an emotional connection to it, especially in the face of rival options (Azizan and Yusr, 2019). 
· Providing better customer services: Managing client happiness and promoting recurring business need prompt and efficient customer service. In particular, when they experience problems with goods or services, customers anticipate prompt and accommodating support (Azizan and Yusr, 2019).  
Nike's reputation-building strategy is built on delivering high-performing products, setting industry standards, and promoting social responsibility, innovation, and sponsorships (Pallant et al., 2020). The brand's active participation in community activities and socially conscious stance attracts customers (Azizan and Yusr, 2019). Nike's customer care includes dedicated support staff, online chat services, and FAQs. The company is a leader in customization with programs like Nike by You and Nike Plus membership, providing early access to items and personalized suggestions. Nike's emotional ties with customers are fostered through impactful narratives, motivational marketing campaigns, and partnerships with top athletes (Pallant et al., 2020). Nike's strategy focuses on meeting customer expectations and fostering loyalty through R&D, ethical practices, consistent branding, and CSR activities. The company supports social issues and cultural trends, offering personalized experiences through digital tools like Nike Plus and Nike By You (Abbas et al.,2023). Nike also emphasizes emotional storytelling and brand values to connect with its audience, ensuring a deep emotional connection that aligns with consumer goals. This holistic approach to customer satisfaction and brand reputation contributes to Nike's global image (Shah et al., 2024).
Hence it is relevant to note that, for a successful business every company takes a complete approach to relationship marketing, considering all of the major variables that affect customer pleasure, loyalty, and retention. The company’s success is fuelled by its emphasis on product quality, brand reputation, efficient customer service, personalisation, and emotional connection. 
[bookmark: _Toc179741530]2.5 Impact of relationship marketing strategies on Nike’s customer satisfaction, retention, and loyalty.
Developing and expanding market space under buyer's market circumstances is a key objective of relationship marketing strategies for businesses (Sarlab et al., 2020). Companies that implement effective marketing strategies may help sports firms take advantage of specific market opportunities and grow their impact in a sector that is becoming more and more competitive (Alkitbi et al.,2020). Marketing plays a crucial role in the growth of sports firms, as advancements in technology and socioeconomic development have led to increased interest in sports items and health-related concerns (Akoglu and Özbek, 2022). This has made the sports goods business more competitive. To stay competitive, sports businesses must use relationship marketing strategies to increase rivalry, support development efforts, boost profits, and strengthen the market structure. A sports enterprise's marketing plan is essential for continuous refinement of ideas and methods, resulting in effective corporate growth strategies. Marketing also provides a range of competitive strategies and advises on creating competitive advantages (Alkitbi et al.,2020). Business research is crucial for meeting customer needs, creating unique brand attributes, and securing market position. As the world economy grows, national marketing strategies evolve. Sports businesses are adopting new approaches to marketing, considering status, connotation, service, and product packaging to increase competitiveness. Marketing initiatives are crucial for overall growth and establishing a reputation in the global sports market (Sarlab et al., 2020).
As per Akoglu and Özbek, (2022), Nike's relationship marketing tactics have significantly increased elements like consumer satisfaction, retention, and loyalty. The company's Nike Plus membership program, which provides early access to new products, tailored exercise advice, and member-only events, strengthens the emotional bond with loyal customers, leading to increased recurring purchases and support for the company (Li,2023).  Akoglu and Özbek, (2022) further note that Nike's brand culture and Just Do It campaign focuses on dimensions like empowerment, innovation, and athletic achievement. In addition, the process fosters customer loyalty through commercials and partnerships with athletes. Nike's personalization and customization of services, such as the Nike Air and Freestyle series, have increased satisfaction (Darmayasa and Yasa, 2021). The company also innovates its product lines and integrates digital channels, allowing customers to track fitness progress and receive personalized product recommendations. Nike's focus on sustainability and social responsibility, particularly among the younger generation, has also increased retention rates, particularly among those who value ethical consumerism (Khan et al., 2022). Nike faces challenges in its relationship marketing strategies, including maintaining exclusivity and personalization, providing customized experiences, and facing intense competition in the sportswear sector (Lin,2023). Innovation and uniqueness are needed, as Nike's dependence on digital channels raises security and privacy concerns. However, its relationship marketing tactics have improved customer retention, satisfaction, and loyalty by emphasizing digital interaction, loyalty programs, and personalized experiences. To maintain its position as the industry leader, Nike must continue to innovate and find solutions for competition, data privacy, and personalization at scale (Gan,2023).
[bookmark: _Toc179741531]2.6 Theoretical framework 
The analysis of relationship marketing strategies and their effects on consumer metrics like loyalty, satisfaction, and retention is the main goal of the framework for this literature study (Wang et al., 2019). The definition and history of relationship marketing are covered first, then significant strategies including incentive systems, targeted advertising, and consumer interaction with digital platforms are examined. The efficacy of these strategies in various businesses is evaluated by reviewing empirical research. the analysis of how Nike used these tactics and how they affected consumer metrics.
· Social exchange theory
According to George C. Homans' Social Exchange Theory, social behaviour results from an exchange process in which people try to maximise advantages and minimise costs in interpersonal interactions. According to the notion, partnerships last as long as mutual pleasure and continuing engagement occur and the perceived benefits outweigh the perceived costs (Wang et al., 2019).
Applying this specific principle, we may look at how Nike strikes a balance between the expenses and perceived advantages for their customers. To some extent, Nike has improved consumer happiness through relationship marketing techniques including community service and high-quality items. The explanation of customer retention and brand loyalty can be aided by the use of social exchange theory (Nazir et al., 2018). 
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[bookmark: _Toc178348850]Figure 2.5: Important social exchange theory principles
Source: Nazir et al (2018)
· Customer loyalty framework
The Customer Loyalty Framework, created in 1994 by Dick and Basu, looks at the ways in which behavioural and attitudinal elements affect a customer's loyalty. According to this theory, genuine brand loyalty develops when consumers regularly make repeat purchases and have a good attitude towards the brand because they are satisfied, trusting, and emotionally connected (Narvanen et al., 2020). It will be possible to examine how Nike's innovation and customisation promote consumer loyalty and retention by using the theory in the study.
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[bookmark: _Toc178348851]Figure 2.6: Customer loyalty framework
Source: Narvanen et al (2020)
[bookmark: _Toc179741532]2.7 Research gaps in the literature
There are still a number of gaps in the body of knowledge on relationship marketing, despite substantial study in the field. Relationship marketing tactics in the global sportswear industry, especially for well-known companies like Nike, are not extensively explored in the majority of research, which mostly concentrate on certain industries like retail or banking (Khan et al., 2022). Furthermore, the views of Yan et al., (2022) and Zheng, 2022 noted that research on digital engagement is common, however little is known about how cutting-edge technologies like artificial intelligence (AI) and big data may be used to further customise client experiences. Moreover, Wang et al., (2019) noted that there aren't many cross-cultural research, which limits the knowledge of how relationship marketing should be modified for various cultural situations. These gaps offer chances for more study to improve relationship marketing tactics.
[bookmark: _Toc179741533]2.8 Conceptual Framework
	Elements of the study
	Key concepts
	Strategies /models
	Expected impact

	Relationship marketing
	Building long term customer relationships
	Reward programs, Personalised marketing, Digital engagement
	Increased customer loyalty, Satisfaction and retension

	Theoretical framework
	Social exchange theory
	Balancing perceived benefits and costs
	Enhanced customer satisfaction and retention

	
	Customer loyalty framework
	Innovation and personalisation efforts
	Promoted Behavioural and Attitude Loyalty


	Empirical studies
	Role of digital platforms in RM
	Connecting CRM system with social media
	Improved customer engagement and relationship quality

	
	Personalised communication
	Customised information and communication
	Higher customer loyalty and retention

	Nike’s application
	Nike plus programs, product innovation
	Exclusive offers, customisation, community engagement
	Strengthened customer loyalty and brand affinity

	Research gaps
	Industry specific knowledge
	Lack of studies in the global sportwear sector
	Opportunities for further research

	
	Advanced technologies in RM
	AI and big data analytics
	Enhanced personalisation and customer experience

	
	Cross- cultural adaptions
	Adapting RM strategies to different cultures
	Improved knowledge of cultural backgrounds


[bookmark: _Toc178348852]Table 2.1: Conceptual framework
Source: Created by the author
[bookmark: _Toc179741534]2.9 Conclusion 
In conclusion, developing long-term customer satisfaction, loyalty, and retention requires relationship marketing. Deep, emotional ties with clients have been greatly facilitated by Nike's smart use of reward programs, personalised marketing, and digital interaction. As the company grows, it will need to adjust as well, increasing community involvement, improving data-driven personalisation, and incorporating sustainability into marketing campaigns. The company's future success relies on innovations like social media marketing and direct-to-consumer business models. If the company invests in e-commerce in developing nations and collaborates with famous personalities, it can expand its reach, securing its top position through successful marketing techniques. Nike can maintain its competitive edge, strengthen client relationships, and ensure long-term success in a rapidly evolving market by consistently refining its relationship marketing strategies.
[bookmark: _Toc179741535]Chapter 3: Research Methodology
[bookmark: _Toc179741536]3.1 Research philosophy and approach
In this present study, the research uses the application of the interpretivism approach. Interpretivism is a philosophy based on the fact that subjective interpretation is an appropriate means of explaining social phenomena (Pulla and Carter, 2018). By explaining social phenomena, it incorporates meaning and experiences created by individuals or groups for different behaviours, actions, and events. Therefore, the study of the relationship marketing strategies of Nike from an interpretive perspective aims to explain the marketing activities of the brand from the perspective of consumers, stakeholders, and the internal marketing function of Nike (Malhotra and Agarwal, 2002).
The critique of positivism philosophy made the foundation of interpretivism paradigm development. The process has also provided precedence for qualitative information and analysis over quantitative. In the present case, the research could utilise qualitative approaches like interviews (primary data) or secondary data collection methods. The study, however, utilises the secondary data sources and computes a thematic analysis for understanding the implications of relationship marketing strategies of Nike in building long-term relationships rather than transactional relationships (Rich, 2000). The interpretivism research on the other hand focuses on understanding how Nike customers interpret the brand's relationship marketing tactics, rather than the sales or market share as a measure of success in marketing (Fournier, 1998). This could comprise consumers' attitudes toward the brand's values, interactions with Nike's personalized approaches to marketing strategies, and connectedness or identification with the brand (Gan, 2023). These insights are not only observed in data but also from stories, points of view, and personal experiences (Ramaswamy, 2008).
The relationship marketing strategies of Nike are based on social and cultural backgrounds and an interpretive perspective aids in understanding the subjective meaning and experiences on the research issue (Oly Ndubisi, 2004). On the other hand, the use of interpretivism and its subjective nature indicate the potential for prejudice, especially when using primary methods (Eyada, 2020). The process further underpins the use of secondary methods in the present research as the availability of secondary information of Nike relationship strategies and its effect on satisfaction ad loyalty metrics of customers could be easily gathered.
Finally, interpretivism can give a deep and flexible analysis of marketing strategies. The research is flexible to accommodate new findings as it proceeds, studying unplanned topics that emerge in the process. This flexibility is required when dealing with a vibrant brand like Nike, which is ever-changing its marketing strategies due to fluctuating market conditions, consumers, and social issues. With the following interpretivism approach, the study uses an inductive approach (Ali and Birley, 1999). Inductive methods are also one of the ways to collect data about a topic of interest where no prior hypotheses are made (Eirich, 2020). The inductive research approach is a process that starts by working from specific data or observations toward the articulation of more general theories, conclusions, or generalisations. 
The interpretive approach employs a theoretical strategy where the cases are selected on the basis of theoretical considerations. The process indicates consideration of theoretical values when accumulating information on Nike’s relationship marketing for bettering customer loyalty, satisfaction and retention. The use of interpretivism philosophy spotlights the role of the researcher and has greater involvement in the research process and understanding of the phenomenon such as the various relationship marketing efforts by Nike and their impact on customer loyalty, satisfaction and retention. Exploration of reasons regarding Nike’s relationship marketing strategies could be better assessed and understood using the approach along with the inductive paradigm which further aids in understanding inter relationship of such strategies with customer satisfaction and loyalty.  
[bookmark: _Toc179741537]3.2 Research design 
Qualitative methods, which entail interviews, focus groups, and case studies, may reveal ways in which consumers of different cultural, ethnic, and socioeconomic backgrounds view Nike's relational building efforts. The secondary qualitative method is mentioned as a powerful process for gaining insights into research issue (Christy, Oliver, and Penn, 1996). In the present case, the study looks to gain insights into the relationship marketing of Nike and its natural relationship towards dimensions like customer loyalty satisfaction and retention. Considering the research issues the use of interpretivism in the current context provides the option for cross-examination of studies, especially when utilising the secondary data and producing a detailed result (Pels and Saren, 2006). With this approach, the researcher could examine the development within the customers in terms of understanding Nike's marketing messages, interpreting their role in the relationship as being a brand advocate or passive buyer-and how such an understanding fosters changes in Nike's marketing strategy based on consumer feedback (Rich, 2000; Avery, 2020).
Concerning an analysis of relationship marketing strategies adopted by Nike, the secondary qualitative design could aid in accumulating extensive data collection. The process further displays what Nike does and then deciphers patterns and trends in them to come up with a conclusion about the effectiveness of such strategies (Areeb Ur Rehman, 2024). The lack of continuity and connection between primary research indicates difficulty in combining such literature. evading the complexity of employing interviews and the complexity in approaching and acquiring reliable information from the participants considering a generalised result can be challenging for the researcher in the current context. Hence the secondary qualitative design inclusion indicates better practical possibilities (Milner and Furnham, 2017). A starting point will be to first consider how Nike engages in social media, email marketing, influencer relationships, local community programs, or direct engagement through the Nike app.
The researcher in such contexts would focus on how Nike communicates with customers for customer retention and brand building using activities that help the brand generate long-term relationships. The aim would be to obtain information from a wide array of sources to have an overall understanding of the functions of Nike (Thaichon and Quach, 2015). In the qualitative design, the distinction between data analysis and methodology is evident and involves the collection and analysis of secondary online and offline data from multiple sources. Using the approach, the researcher further looks to acquire details on Nike’s personalised advertising and their advertising based on a customer's browsing history which further aids in recommending similar products (Yan, Brown, and Greenleaf, 2022). 
Considering the intent to achieve wide array of data in the present research, the secondary qualitative information collection might be more suitable and probable (Saini et al., 2022). The process can be used to acquire aspects like diversity marketing and social causes such as Campaigns focused on driving diversity, sustainability, and equality forward strike a chord with many Nike customers. The researcher can categorize them into themes such as "personalisation," "brand values," and "customer engagement." These recurring themes provide a basis for further investigation, where theories about Nike's relationship marketing strategies are developed (Luo and Zheng, 2023; Hollebeek, 2011).
It is understood from the earlier discussion on use of interpretivism and its link with qualitative methods that the present study uses a qualitative approach with depends on the information collection. Qualitative research is one of the methodologies applied to gain depth in understanding human behaviour and experiences, and the motives behind such behaviour (Mistry, 2012). Qualitative research, as opposed to quantitative, incorporates an analysis of data that is non-numeric to make sense of certain phenomena for underlying reasons rather than mere numeric data statistical analysis (Wolff et al., 2019). Qualitative research is helpful in relationship marketing in that it aids in understanding such areas as emotions, perceptions, motivations, and experiences that are quite vital in marketing strategies. As per Baker (2016) the qualitative research involves methods of data collection such as interviews, focus groups, content analysis, and observational studies. However in the present study the secondary data collection method such as a case study is used.  
The technique allows the researcher to draw more substantial information that reveals the basic functions of marketing strategies, consumer behaviours, and brand relationships (Trim and Lee, 2006). For instance, customer interviews might reveal how customers perceive Nike's relationship marketing strategies to build loyalty through customized interactions, and how Nike's brand values are in line with the customers' individual beliefs. Qualitative research allows the process to be iterative and it allows adjustment to focus as new data is collected (Wallace, 1984). In the Nike case study, marketing strategies are studied and then proceed to measure consumer involvement in community programs whenever data collection begins to take shape (Manivel, 2024). Because of its adaptability, qualitative research can grasp the intricacy of actual scenarios, such as customer loyalty and satisfaction, in marketing.
The present study indicates the use of the case study method in a qualitative approach, which underpins the explanation of using secondary information in the earlier discussion. The case study method involves deep research on a single subject, event, organization, or phenomenon in its natural environment (Burns, 2019). In qualitative studies, the case study method becomes important in situations requiring an in-depth inquiry into complex issues that cannot be satisfactorily understood through the use of surveys or experiments (Baker, 2016). In the case study on the relationship marketing strategies of Nike, it would be outlined that a researcher can evaluate how the company develops long-term customer relationships, establishes loyalty, and determines the most effective methods for preventing customer losses (Voss and Giraud Voss, 1997; Lo, 2012). The case study approach covers various sources for data collection, such as company reports, marketing materials, and other secondary sources like books, articles etc. (Joseph and Gupta, 2021). 
Such a multi-source approach to research would mean that the range of aspects regarding Nike's marketing strategies is fulfilled. In this case, the researcher can compare the perspectives of Nike's marketing group and its customers regarding how they perceive the success of Nike's loyalty programs and personalized marketing campaigns. Moreover, case studies make for an in-depth look at complex systems, a necessity in researching a topic as multifaceted as relationship marketing (Stavros and Westberg, 2009). The case study method would allow the researcher to appraise the respective contributions of technology, brand values, customer interaction, and market conditions toward Nike's objective of earning customer loyalty and satisfaction (C.M., 2017). This provides ideas that other companies might want to replicate under similar strategies.
[bookmark: _Toc179741538]3.3 Data Collection 
The collection of secondary data is the compilation of already existing data in the hands of individuals, groups, or organizations that have collected such information for one purpose or another (Schutt, 2007). As such, this research on Nike's relationship marketing strategies depends on secondary data, which the researcher has collected from various credited sources like government reports, corporate documents, media reports, books, Osiris, and UN statistics, among others (McGuire, James and Papadopoulos, 2012); (Gkatziaki et al., 2017). Most of these materials have supplied information regarding industry trends, market behaviour, and consumer satisfaction, which proves necessary for understanding the impacts of Nike's marketing campaigns (Zheng, 2022).
This fact is based on the premise that one would expect to retrieve valuable information from databases should the researcher know what keywords to use in a search, such as "Nike relationship marketing strategies", "apparel industry", and "customer satisfaction". The other advantage associated with this approach is that a researcher can source voluminous data without the irritant of time consumption associated with conventional methods of data sourcing, such as questionnaires or interviews, which may be rather time-consuming (Dunn et al., 2015). The huge quantity of secondary data from reliable sources enabled the researcher to delve deeply into the customer relationship strategy of Nike and how it is considerably affecting customer loyalty, retention, and satisfaction (Seturi, 2024). It also keeps in view how Nike's marketing approach stacks up against that of the whole apparel industry.
The reasons why secondary data can be justified in the study are varied. First, the secondary data facilitates much lower costs and quicker methods of information gathering in significant volumes (Kelly, Martin-Peters, and Jessica Strohm Farber, 2024);(Doolan and Froelicher, 2009). By using sources of data already available, the researcher can capture considerable volumes of information relating to the marketing strategies as well as customer satisfaction with Nike without actually having to embark on resource-consuming and expensive primary research (Udokwu et al., 2020); (Yao, 2023). Also, Nike being an international brand would make the secondary data of immense magnitude because of its presence, thus making it a bigger and richer source for this analysis.
Additionally, secondary data provides a wider context (Bishop, 2006). Governmental and international organizations may provide statistics, like United Nations statistics, or government reports that are even more objective and reliable for industrial trends and consumer behaviours. Lastly, customer retention and loyalty should also be measured since these are areas that may be beyond the company's control, like fluctuations in the market and consumer behaviour trends. The use of secondary data provides the researcher with the capability to compare information that has been collected from various sources (Olabode, Bakare, Olateju, 2018); (Windle, 2010). Such would make the findings reliable and valid. From these various sets of data, it would be possible for the researcher to come up with concrete insights about whether or not Nike's relationship marketing tactics have been successful.
[bookmark: _Toc179741539]3.4 Thematic Analysis
Thematic analysis is the method of qualitative data analysis by which patterns or themes in data are identified, studied, and explained (Clarke and Braun, 2017). Hence, this study examined qualitative data to understand Nike's strategies in relationship marketing through thematic analysis. These were determined through key themes that signified customer satisfaction, loyalty, and retention. It has also been useful in the investigation of complex issues about Nike's relationship with its customers, their perceptions about the values of the brand, and which elements shape their loyalty (Ateeq Ur Rehman et al., 2024).
In the thematic analysis, the researcher has to get familiarized with qualitative data through readings and multiple rereads of media reports, corporate releases, and customer responses (Naeem et al., 2024). The second stage involves classifying data by the researcher based on keywords or key phrases such as "personalized marketing," "brand loyalty," and "customer engagement" regarding Nike's marketing strategies. From this classification, the researcher identifies related codes that are developed further into higher-level themes (Klemeš et al., 2017). Possible themes identified from the analysis of Nike's marketing strategies include "building customer loyalty with personalized contacts" and "leveraging sustainability for loyalty (Nadar and Mamatha D'souza, 2024)." Each of these concepts will be elaborated in a later stage to effectively define the results. Finally, these themes will be illustrated in such a way that there will be a discovery of their importance in enhancing Nike's customer satisfaction, retention, and loyalty.
Thematic analysis was done in a way that can ensure the credibility of the data. one uses valid and reliable sources of data such as Osiris, government publications, and corporate reports by the researcher (Guest, Macqueen, and Namey, 2012). Triangulation of data dictates that any finding has to be validated from different sources (Richards and Hemphill, 2018). Bias from one source is removed, and a clear critical analysis of Nike's marketing plan is allowed. Moreover, the systematic coding procedure is carried out whereby the researcher reviews and refines the themes to check for their appropriateness with the data. (Khokhar et al., 2020) Also, the coding and themes have been cross-checked by a colleague to allow an appropriate and objective analysis of data through peer debriefing. These measures ensured the credibility of the findings of the study as well as the overall quality of the research itself.
[bookmark: _Toc179741540]3.5 Ethical Considerations
The current study made use of secondary data for finding the answers to the research questions exclusively from existing sources and the main ethical issues could come up from the said choice of data. 
Firstly, one of the prominent ethical issues would be the chances of plagiarism within the research (Mohan et al., 2020). In order to prevent the said issue, the researcher ensured that all the collected information was appropriately paraphrased and written in a unique way, thereby ensuring the study is valid and authentic. Similarly, another ethical issue that could have come up would be the unethical usage of data from previous authors, since the information used in the current study is secondary in nature (Meiden et al., 2024). As part of mitigating the said issue, the researcher ensured that every observation made from the sources are appropriately cited and references throughout the dissertation. Moreover, the researcher also followed the guidelines associated with ethical and responsible usage of data provided by Data Protection Act 2018, thereby ensuring that the research is authentic and valid (Sharpe, 2019).
[bookmark: _Toc179741541]3.6 Summary
The current chapter detailed the methods that were adopted to gather the information required to find the answers to the research question efficiently. The researcher chose the interpretivism research philosophy, inductive research approach, exploratory approach, case study research strategy and secondary data collection for the current study. Similarly, since the collected information was supposed to be qualitative and secondary in nature, the thematic analysis was adopted for evaluating the collected information efficiently. Moreover, the researcher also explored the chances of ethical issues affecting the research outcomes and adopted necessary mitigation strategies. 


[bookmark: _Toc179741542]Chapter 4: Findings
[bookmark: _Toc179741543]4.1 Introduction
The current chapter evaluates the qualitative data gathered by the researcher for the current study that aims to explore the impact of Nike’s relationship marketing strategies on customer loyalty, satisfaction, and retention. Since the researcher chose the thematic analysis for the said process, the current chapter first identifies the themes from the collected information. After evaluating the data according to each theme, the current chapter also carries out a discussion of findings and cross-compare them with the literature discussed in the previous chapter which is a key process of finding the conclusions for the current study. 
[bookmark: _Toc179741544]4.2 Data Sources
For collecting data for the current study, the researcher made use of keywords such as “relationship marketing”, “relationship marketing strategies”, “Nike”, “customer loyalty”, “customer satisfaction”, and “customer retention” to filter out relevant sources of journal articles, books, company websites and online articles. 
	Type of Data Source
	Total number of collected materials

	Journal articles
	40

	Books
	3

	Company websites
	5

	Online articles
	13


[bookmark: _Toc178348853]Table 4.1: The collected data sources
Source: Created by the researcher
[bookmark: _Toc179741545]4.3 Thematic Analysis
[bookmark: _Toc179741546]4.3.1 Theme Creation
The collected 61 sources of data, comprising of 40 journal articles, 3 books, 5 company websites and 13 online articles were analysed in detail first, from which several first-order categories were identified. 
[image: ]
[bookmark: _Toc178348854]Figure 4.1: Created Theme
Source: Created by the researcher
Figure 4.1 depicts the identified first-order categories from the collected data, which are then linked to the formed second-order themes, and then to the main themes. The said first-order categories were first segregated into the three main common second-order themes. However, it could be observed from Figure 4.1 that the second-order themes of relationship marketing strategies of Nike and the impact of the said strategies in customer satisfaction, retention and loyalty are both connected to the identified strategies. The said segregation is made as such because the impact of the identified strategies was only explored in the current study as it is the main aim projected at the beginning of the research. It could also be noted from Figure 4.1 that the themes identified are same as the projected research objectives of the current study, thereby emphasising that the data collection was a success, as the information is focused. 
[bookmark: _Toc179741547]4.4 Findings
[bookmark: _Toc179741548]4.4.1 Theme 1: The Relationship Marketing Strategies of Nike
Customer-centric personalisation through Digital Platforms
One of Nike's most significant relationship marketing strategies would be its use of digital platforms, such as mobile apps Nike Run Club and Nike Training Club (Nike, 2024a). The said apps provide users with personalised workouts, track their fitness goals, and integrate with Nike's product offerings by recommending the gear based on a user’s activity level. Barseghian (2019) emphasised that Nike also collects user data, such as fitness routines and purchasing behaviour, to further customise marketing efforts. The effectiveness of the mentioned strategy lies in Nike’s ability to maintain continuous engagement with users. Bu (2023) argues that by integrating product offerings with lifestyle activities and integrating itself into the daily lives of its consumers, companies could develop a deeper emotional connection with them.
However, Curryer (2024) argue that Nike’s heavy dependence on data collection could pose privacy risks, as even though customers appreciate personalised experiences, there could be issues with the extent to which their personal information is tracked and used. Similarly, Pasupulati et al. (2024) argue that digital engagement could not be as effective for customers who are not very friendly with technology, thereby limiting the inclusiveness of the strategy.
Brand Loyalty Programs
According to Rubio et al. (2021), Nike’s loyalty program, NikePlus, would be another prominent relationship marketing strategy of Nike, which rewards repeat customers with exclusive products, personalised offers, and early access to new releases. NikePlus members also receive invitations to special events and access to content that is not available to non-members. Tran et al. (2023) argue that by rewarding brand loyalty, Nike promotes repeat purchases and creates a large community of loyal customers who receive an added incentive for engaging with the brand.
Kumar (2020) further argues that the loyalty program has been widely appreciated for its success and offering exclusive perks, which encourage customers who participate in them to spend more than non-members. Similarly, Rathore (2019) emphasise that the program takes advantage of Nike’s iconic status to create excitement associated with new releases, thereby increasing engagement and anticipation.
However, Virvilaitė and Dovalienė (2021) argue that the NikePlus program mainly benefits already loyal customers while offering little to new or rare shoppers. The exclusivity of certain products or events could isolate potential customers who may feel that Nike’s focus is unequally aimed at customers who spend more. Moreover, Hu (2023) argued that the promotional content sent out to loyalty members frequently could lead to fatigue, potentially resulting in a reduction in returns.
Emotional Branding and Social Advocacy
As per the observation of Kammerer et al. (2021), Nike is known for taking advantage of emotional branding in its campaigns, which go beyond mere product promotion and focus on broader social issues. Similarly, Tayade (2023) observed that the company's "Just Do It" campaign could be a major example of emotional marketing, encouraging consumers to push beyond their limits. Nike has also excelled in causes such as racial equality, women’s empowerment, and sustainability, with high-profile collaborations with athletes like Colin Kaepernick and Serena Williams (Guardian Sport, 2019).
Brooks et al. (2020) provide insight into the fact that the emotional appeal and advocacy for social issues have resonated with younger consumers, who have higher chances to align with brands that take a stand on important issues. Nike’s bold messaging has strengthened its image as a brand with purpose, leading to increased brand loyalty, which could be why the Kaepernick “Dream Crazy” campaign alone resulted in a significant boost in sales, with Nike’s brand value increasing by billions of dollars after the campaign (Guardian Sport, 2019).
However, Danziger (2024) argued that while Nike’s emotional branding has attracted a loyal customer base, it has created controversy as well, as the “Winning Isn’t For Everyone” ad led to backlash from specific segments of the population, with some consumers boycotting the brand. Similarly, there have been accusations against Nike of “woke-washing,” using social causes as a marketing tool without fully committing to those principles internally (CBC Radio, 2019).
Collaborative Product Creation and Development
According to Shan (2024), another aspect of Nike’s relationship marketing strategy would be its emphasis on collaboration when it comes to product creation and development, as the company frequently partners with celebrities, athletes, and designers to develop limited-edition products that attract attention and offer exclusivity. Collaborations with individuals like Michael Jordan (Air Jordans) and designer Virgil Abloh (Off-White x Nike) would be some of the most notable examples (Hindustan Times, 2023; Hendricks, 2023). Mathews (2024) observed that Nike also engages consumers in product co-creation through its Nike By You platform, where customers could design their own shoes wherein they could select everything from the colour to the material. The said customisation option enables improved customer engagement and emotional investment in the product.
However, Hou (2023) argued that limited-edition products and collaborations could create an atmosphere of exclusivity that isolates the average consumer as many of these products are sold at premium pricing, making them inaccessible to a large portion of Nike’s customer base. Similarly, Mackenzie Wright (2023) argued that the hype culture surrounding the mentioned type of collaborations could lead to over-commercialisation, where the focus shifts from quality to superficial brand association.
Sustainability Initiatives
Nike’s commitment to sustainability would be another crucial aspect of its relationship marketing. Cook (2020) observed that through its “Move to Zero” campaign, Nike promised to reduce its carbon emissions and waste by attaining zero carbon and zero waste across its supply chain. The company has also introduced eco-friendly product lines like the Space Hippie collection, made from recycled materials, and could come in handy in situations where materials are scarce (Nike, 2024b).
However, Telling and Bryan (2023) argue that Nike has faced criticism for its labour practices as the company’s sustainability claims are in contradiction with its dependence on low-wage labour in developing countries. The mentioned contradiction between marketing and corporate practice raises concerns about the brand’s authenticity and could limit the long-term effectiveness of its relationship marketing focused on sustainability.
Based on the above observations, it could be noted that Nike’s relationship marketing strategies emphasise that a company is innovative and deeply aligned to the desires and values of its customer base.
[bookmark: _Toc179741549]4.4.2 Theme 2: The factors influencing customer satisfaction, retention and loyalty
Product Quality and Innovation
Nike’s commitment to high-quality products, along with continuous innovation, would be two of the most significant factors driving customer satisfaction and loyalty (Nike, 2024c). The company uses advanced materials, latest technology, and product testing to ensure its footwear, apparel, and gear consistently meet the expectations of its consumers. Nike’s signature technologies, Air Max cushioning, Flyknit fabric, and React foam, have differentiated its products and kept customers loyal to the brand (Nike, 2024c).
Gaurav et al. (2020) argue that product quality has a direct impact on customer satisfaction, and Nike’s focus on innovation ensures that customers have access to the latest features, such as comfort, durability, and improved performance, which enhances brand loyalty. Similarly, Kshetri (2023) argued that high-quality products also reduce return rates and complaints, which converts into higher customer retention as satisfied customers have more chances to repurchase from brands that consistently offer superior product quality.
However, Li (2023) argues that Nike’s premium pricing, often linked to its technological innovations, could be an issue for price-sensitive consumers, making the company’s top products inaccessible to them and prompt them to opt for cheaper alternatives.
Brand Image and Emotional Connection
Nike’s brand image plays a significant role in enhancing its customer loyalty, as it ensures that the brand is perceived as a leader in athletic performance and as a cultural icon (Nike, 2024c). Similarly, Tayade (2023) stated that Nike’s powerful marketing campaigns, such as the "Just Do It" slogan and partnerships with renowned athletes like Michael Jordan, LeBron James, and Serena Williams, create a deep emotional connection with consumers. 
Similarly, Pourazad et al. (2020) argued that the emotional attachment to Nike’s brand image significantly influences customer loyalty, and clients often stick with Nike because it symbolises personal achievement, empowerment, and social responsibility. Moreover, Kim and Sullivan (2019) state that emotional branding strengthens the psychological bond between Nike and its customers, making them less likely to switch to competitors or its cheap alternatives, thereby retaining customers for longer periods.
However, Nike’s strong focus on emotional branding could also have issues, as while some consumers appreciate Nike’s stand on social issues, others could feel isolated. For example, the Colin Kaepernick ad campaign generated significant backlash from customers who opposed Nike’s position, leading to boycotts from non-white sections of society (Olson, 2019). Moreover, over-dependence on emotional branding could also fail to notice practical considerations for some consumers, such as product functionality and pricing, which could potentially weaken the chances of their retention (Li, 2023; Hou, 2023).
Customer Service and Support
Another significant factor that influences customer satisfaction and loyalty is the quality of customer service and support, and Nike has invested in developing its customer service channels, including digital tools and artificial intelligence, for this purpose (Barseghian, 2019). Similarly, Danziger (2021) stated that the Nike App also promotes smoother communication between customers and the company, thereby assisting in quick problem resolution and personalised product recommendations.
According to Xia (2023), excellent customer service positively affects satisfaction and enhances the overall customer experience, as when customers feel valued, and their concerns are addressed promptly, they have a higher chance to remain loyal to the brand. Nike’s return policy, which offers a 30-day trial for products purchased both online and in-store, further strengthens trust in the brand (Nike, 2024d). 
However, Cocco and De-Juan-Vigaray (2022) argued that despite Nike’s investments, some customers report delayed responses or difficulties in returning items. With rising expectations for around-the-clock support, especially from e-commerce customers, any issues in service delivery could weaken retention efforts and overshadow positive experiences, prompting dissatisfied customers to switch to alternatives (Sharma and Aggarwal, 2019).
Community Engagement and Customer Involvement
Nike has promoted a strong sense of community among its customers through various digital and physical initiatives, such as the Nike Run Club and Nike Training Club, which offer customers a platform to engage with each other while integrating Nike products into their fitness routines (Nike, 2024a). Nike also encourages customer participation through customisation options like Nike By You, which allows customers to design their own sneakers, thereby elevating engagement levels (Mathews, 2024). Moreover, Wu (2023) states that customer participation in brand-related activities could lead to higher retention rates as the customers feel a sense of belonging.
However, Martschukat (2021) argued that the heavy focus on fitness programs could appeal mainly to specific customer segments, such as athletes or fitness enthusiasts, and not to casual consumers, thereby ignoring certain demographics and limiting the brand’s appeal. 
Price Sensitivity and Perceived Value
Nike positions itself as a premium brand and has a pricing strategy, with many of its products being priced higher than those of competitors (Nike, 2024c). As far as loyal Nike customers are concerned, the perceived value of the brand’s products could encourage them to pay a premium because they believe the company offers higher quality and style. Similarly, Hou (2023) argues that Nike’s pricing strategy aligns with its brand image as a leader in the athletic and lifestyle segments, emphasising the perception that Nike is a premium choice. 
However, Bailey and Milligan (2019) argue that while customers often associate high price with high quality, price sensitivity could still be a concern, especially among budget-conscious consumers. Nike’s premium pricing could drive some customers to switch to more affordable alternatives, especially when brands like Adidas offer similar products at lower prices (Zhu, 2022). 
Sustainability and Ethical Practices
Nike has introduced the “Move to Zero” initiative, aimed at reducing carbon emissions and promoting sustainable practices throughout its supply chain (Nike, 2024e). Eco-friendly products, such as those made from recycled materials, have also become a significant part of Nike’s product range. Diandra and Aprilianty (2024) argue that sustainability initiatives are increasingly important in influencing customer loyalty as more consumers prioritise environmental responsibility when making purchasing decisions. 
However, Telling and Bryan (2023) argue that some customers feel that Nike’s environmental efforts are overshadowed by its history of using low-wage labour in developing countries. 
Based on the above observations, it could be noted that Nike’s ability to enhance customer satisfaction, retention, and loyalty is influenced by multiple factors, including product quality, brand image, customer service, and pricing strategy.
[bookmark: _Toc179741550]4.4.3 Theme 3: The impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty
Customer-centric Personalisation through Digital Platforms
Impact on Customer Satisfaction: By offering products and services customised to individual requirements, Nike addresses the unique preferences of each customer, increasing the chances of them being satisfied with the brand’s products (Reshmidilova et al., 2024). 
Impact on Retention: Jacobides et al. (2024) state that digital platforms enable continuous interaction between Nike and its users, ensuring that customers remain engaged with the brand over the long term. The regular updates, personalised notifications, and suggestions reinforce Nike’s presence in the lives of its customers and promoting their retention (Connolly, 2020).
Impact on Loyalty: Cevher (2024) argued that the emotional connection promoted through Nike’s digital platforms is designed to become a part of consumers' daily routines, encouraging a sense of commitment to the brand. 
Brand Loyalty Programs
Impact on Customer Satisfaction: Exclusive access to products and events could play a significant role in making NikePlus members feel appreciated and recognised for their loyalty, which enhances their overall satisfaction with the brand (Virvilaitė and Dovalienė, 2021). 
Impact on Retention: Chylinski and Heller (2022) state that loyalty programs like NikePlus are specifically designed to promote customer retention by offering rewards, incentives and quantifiable benefits to customers, encouraging them to continue engaging with the brand over time and stay committed to the brand.
Impact on Loyalty: As per the observation of Tran et al. (2023), NikePlus strengthens brand loyalty by creating a sense of community and belonging among its members by making them feel part of an exclusive group. The ongoing rewards and incentives offered by the loyalty program reinforce the said connection, thereby elevating the chances of customers continuing to choose Nike over its alternatives or competitors (Dziawgo, 2023). 
Emotional Branding and Social Advocacy
Impact on Customer Satisfaction: Kim and Sullivan (2019) observed that Nike’s emotional branding appeals to consumers’ values and beliefs, thereby enhancing their satisfaction by making them feel that their purchasing decisions contribute to a noble cause. Similarly, Wei (2024) argued that the brand’s focus on empowerment and overcoming challenges strengthens the positive image, further increasing customer satisfaction.
Impact on Retention: According to Doran (2023), consumers would be more likely to remain loyal to brands that align with their personal values, and Nike’s emotional branding and advocacy for social issues help to create a strong emotional bond between the brand and its customers, thereby promoting long-term retention. The mentioned alignment of values creates a sense of loyalty that could be tough to break, as customers view Nike as more than just a company and instead as a brand with purpose.
Impact on Loyalty: As per the observation of Kammerer et al. (2021), Nike’s emotional branding could further help to create a loyal customer base that relates to the brand’s values. By taking a stand on social issues, Nike positions itself as a brand with integrity, which could influence consumers who value corporate responsibility. Eyada (2020) agreed with the observation and further emphasised that the said kind of loyalty would be harder to break than normal brand loyalty, as customers could feel a deep sense of commitment to the brand’s mission and values.
Collaborative Product Creation and Development
Impact on Customer Satisfaction: The observation of Nani et al. (2022) state that the ability to participate in product creation through customisation enhances customer satisfaction by allowing consumers to express their personal style and preferences. Nike By You enables customers to design products that are uniquely theirs, making them feel more connected to the brand (Mathews, 2024). The said sense of ownership could further elevate customer satisfaction, as customers feel that the product they receive is customised to their individual tastes. 
Impact on Retention: Product customisation also encourages repeat purchases, as customers would have more chances of returning to Nike for future customisation opportunities (Singh et al., 2022). The collaborative product development approach thereby promotes customer retention by keeping the brand’s product range fresh and appealing. 
Impact on Loyalty: Nike’s collaborative product development fosters a sense of exclusivity that strengthens brand loyalty (Glebova, 2024). Customers who own limited-edition products or who have customised their own items would have a higher chance of feeling a deeper emotional connection to the brand (Moreau et al., 2020). The mentioned exclusivity could creates a sense of attachment, making customers more likely to remain loyal to Nike. 
Sustainability Initiatives
Impact on Customer Satisfaction: Sustainability would be an important factor in consumer satisfaction, as customers who are environmentally conscious would have higher chances of being satisfied with brands that take meaningful steps to reduce their carbon footprint (Diandra and Aprilianty, 2024). Nike’s commitment to sustainability through its product lines and campaigns enhances satisfaction among these consumers, as they feel that their purchases are contributing to a larger cause (Nike, 2024e). The transparency and responsibility associated with Nike’s sustainability efforts also build trust, which is a key component of customer satisfaction.
Impact on Retention: Nica et al. (2021) argue that sustainability initiatives could significantly improve customer retention, as consumers are more likely to remain loyal to brands that align with their ethical values. Since Nike continuously improve its sustainability practices, it has a higher chance of retaining customers who prioritise eco-friendly products. 
Impact on Loyalty: Gautam et al. (2023) argue that customer loyalty can be strengthened when clients believe that a brand shares their values. Nike’s sustainability initiatives relate to environmentally conscious consumers, who are more likely to remain loyal to brands that take meaningful action to protect the planet. The brand’s focus on reducing waste and carbon emissions creates a sense of shared responsibility between Nike and its customers, fostering deeper loyalty (Nike, 2024e). 
Based on the above observations, it could be noted that Nike’s relationship marketing strategies have a significant impact on customer satisfaction, retention, and loyalty.
[bookmark: _Toc179741551]4.5 Discussion
The Relationship Marketing Strategies of Nike
The findings from the current chapter highlight Nike’s effective use of digital platforms like Nike Run Club and Nike Training Club, which offer personalised fitness experiences and product recommendations. The said findings aligns with the literature, which emphasises how digital platforms enhance personalised consumer engagement and how personalised digital marketing improves customer satisfaction and loyalty (Trainor et al., 2015; Hollebeek et al., 2019). 
However, the findings also identified the concerns about privacy linked to data collection, which is a topic less explored in the literature. Similarly, the findings also highlighted that Nike’s approach could exclude non-tech-friendly consumers, which is another point not explored by the literature, which tends to focus on the positive aspects of digital engagement and not its exclusive nature or privacy risks. This reveals a gap in the research regarding the potential isolation of certain consumer demographics.
The findings highlighted that NikePlus plays a significant role in enhancing loyalty by encouraging repeated purchases through exclusive offers and early access. The literature aligns with this, emphasising that loyalty programs enhance customer retention by rewarding regular customers (Li, 2023). This aligns with the Social Exchange Theory as well, which emphasises that perceived benefits, like rewards, enhance loyalty by balancing costs and advantages (Nazir et al., 2018).
However, the findings point out that NikePlus mainly benefits regular customers, potentially isolating new or rare shoppers. The said exclusivity effect is underexplored in the literature, which focuses on the broad benefits of loyalty programs without critically examining how such exclusivity could create negative emotions among less frequent shoppers (Lu et al., 2020). This highlights the differences between Nike’s strategy and the expectation of inclusivity in relationship marketing.
The findings further explored Nike’s emotional branding through campaigns like “Just Do It” and its advocacy for social issues, which aligns with the literature, which emphasised that emotional branding strengthens customer loyalty by connecting with consumers' values (Zheng, 2022). 
However, the findings also identified the accusations of “woke-washing,” where Nike’s advocacy is seen as a marketing strategy and not as a genuine commitment. This criticism is not explored in the literature, which focuses on the benefits of emotional branding without exploring the potential backlash from segments of the population that disagree with the company’s attitude (Gao et al., 2022). This suggests a gap in the literature on how emotional branding could build loyalty as well as isolate customers.
The findings further noted that Nike’s collaborations with athletes and designers, along with platforms like Nike By You, could be key strategies for building exclusivity and promoting emotional connections with customers. The literature supports the said observation, emphasising that customisation fosters loyalty and retention (Silva et al., 2020).
However, the findings also suggested that the exclusivity of limited-edition products may create an elitist culture, isolating price-sensitive customers. This aspect is less explored in the literature, which highlighted the positive outcomes of customisation without addressing the isolating effects of premium pricing (Darmayasa and Yasa, 2021). This highlights a limitation in existing research, as it fails to fully consider how exclusivity could reduce Nike’s inclusivity.
Moreover, the findings highlighted that Nike’s Move to Zero campaign plays a significant role in shaping customer perceptions of brand responsibility. The literature aligns with this, stating that sustainability initiatives increase customer satisfaction and loyalty, especially among environmentally conscious consumers (Khan et al., 2022).
However, the findings also introduce a critical perspective by highlighting Nike’s dependence on low-wage labour, which could contradict the firm’s sustainability claims. The mentioned discrepancies between marketing efforts and corporate practices are less explored in the literature, which mainly focuses on the positive impacts of sustainability on loyalty (Khan et al.,2022). The findings thereby reveal a potential source of consumer doubts, revealing a gap in the research regarding the authenticity of Nike’s sustainability efforts.
Factors Influencing Customer Satisfaction, Retention, and Loyalty
The findings emphasised that Nike’s continuous innovation, such as the use of advanced materials and technologies like Air Max and Flyknit, significantly impact customer satisfaction and loyalty. This aligns with the literature, which highlighted that product quality is a primary driver of customer loyalty (Maryoso et al., 2023). Both the findings and the literature agree that consistent product innovation helps maintain brand loyalty by meeting evolving customer needs (Zheng, 2022).
However, while the literature explored Nike’s innovations, the findings revealed the idea that premium pricing could isolate price-sensitive customers. The said discrepancy in affordability is not addressed in the literature adequately, which tends to focus on the benefits of innovation without considering how high prices could limit accessibility to a broader consumer base. The said aspect creates a gap between the perception of value in premium products and the reality of the exclusion for price-conscious consumers (Zheng, 2022).
An aspect that was observed was Nike's focus on customer service as a key factor in influencing loyalty and retention. Nike’s investment in digital tools and artificial intelligence (AI) to improve customer service has been identified in the findings as a positive contributor to customer satisfaction (Barseghian, 2019). 
Yadav and Seranmadevi (2024) support this emphasis on customer service and how the integration of technologies to improve it could benefit the company significantly and thereby work on enhancing satisfaction and brand loyalty by making customers feel valued and understood. Similarly, Yu and Kim (2019) argued that well-executed customer service could significantly improve customer retention by improving trust. This aligns with Nike’s approach of offering extended return policies and integrating AI to deliver personalised responses, thereby ensuring that customers feel supported throughout their purchasing experiences.
However, the findings also highlight areas where Nike’s customer service could be improved. For example, some customers reported delays in receiving responses or faced difficulties in returning items, which is especially problematic in the e-commerce market. The observations of Raman (2021) align with the said findings as it emphasise that the competition in the e-commerce sector demands excellent customer service, potentially around the clock, to attain an advantage in the market. However, Foo et al. (2020) argued that omni-channel customer service solutions could be more beneficial to ensure consistency in support across different platforms and integrate real-time chat support on digital platforms.
The findings also highlighted Nike’s efforts to build a strong sense of community through initiatives like the Nike Run Club and Nike Training Club, which promote fitness and create a space for customers to engage with one another, promoting a sense of belonging. The observation of Alagarsamy et al. (2021) stated that the said kind of community engagement has been identified to have a positive influence on customer retention, as customers who feel part of a community would have a higher chance to remain loyal to the brand. Setiawan et al. (2024) agreed with the said observation and further argued that brands that build a community around their products could promote deeper emotional bonds with consumers, thereby elevating the chances of longer-term loyalty. 
However, the findings suggest that Nike’s focus on fitness-centric community engagement could limit its appeal to specific demographics, especially those who are less active or who are not fitness enthusiasts, which could be a challenge for the company, as community-building efforts may not resonate equally with all customer segments. The observation of Johnson et al. (2023) highlighted the same and stated that diversifying the nature of community engagement beyond fitness could attract a broader customer base.
Another area that the findings explored in detail was the impact of premium pricing on Nike’s customer base, wherein it was observed that while Nike’s innovations, such as Air Max and Flyknit technologies, are highly valued by customers, the premium pricing associated with them could isolate price-sensitive consumers. Doyran (2020) agreed with the finding and argued that while customers are willing to pay a premium for quality, high prices could still prevent budget-conscious customers from remaining loyal to a brand.
The findings justified the said aspect further by suggesting that while Nike's high prices support its brand image as a market leader, it could also limit the brand’s reach, especially in emerging markets where disposable income is lower. The observation of Lopes et al. (2024) emphasised that brands could ensure that their products justify the premium price tag in the eyes of consumers. However, Tabassum and Ahmed (2020) argued that it could be beneficial for brands to consider introducing more affordable product lines or offering discounts on premium products to appeal to a broader customer base without affecting their brand image.
Similarly, sustainability was identified to be a key factor in the findings, with Nike’s Move to Zero initiative being recognised for its positive impact on customer perceptions. The findings also indicated that environmentally conscious consumers would have higher chances to remain loyal to Nike due to its commitment to reducing carbon emissions and promoting eco-friendly products. The literature by Chi et al. (2021) emphasised the said aspect and stated that sustainability could positively influence customers who are concerned about their carbon footprint to choose a specific brand over another purely because of the ethical practices followed by the former. 
However, the findings also revealed a crucial issue associated with Nike’s sustainability efforts, especially its dependence on low-wage labour in developing countries, which essentially contradicts its sustainability claims. The said finding presents a contradiction as while Nike promotes environmental sustainability, its labour practices reduce the validity of the claims, especially among ethical customers. The observations of Hashem. (2023) argued that greenwashing or false claims of sustainability could have an even bigger negative impact on a brand than not practising strong sustainability efforts. On the other hand, Jestratijevic et al. (2022) emphasised that brands increasing the transparency regarding their supply chain practices, such as through third-party certifications, could improve the accountability of brands significantly and enhance customer trust remarkably. 
The Impact of Nike’s Relationship Marketing on Customer Satisfaction, Retention, and Loyalty
The findings highlight that personalised digital experiences, such as those offered by Nike’s apps, significantly enhance customer satisfaction and retention by promoting continuous interaction with customers. This aligns with the literature, which emphasises that digital platforms promote personalised engagement and enhance loyalty (Srivastava and Chen, 2019; Hollebeek et al., 2019; Trainor et al., 2015). 
Similarly, the findings revealed that NikePlus enhances satisfaction and loyalty by offering exclusive benefits such as early access and personalised offers. The literature supports this observation, emphasising that loyalty programs encourage repeat purchases and strengthen loyalty (Lu et al., 2020). Dick and Basu’s Customer Loyalty Framework (1994) also emphasised that loyalty programs promote both behavioural and attitudinal loyalty (Narvanen et al., 2020).
However, the findings also mention that the exclusivity of NikePlus could segregate new or occasional customers, an aspect potentially ignored in the literature. The research explored the success of loyalty programs without considering how they could create barriers to entry or cause customer fatigue (Lu et al., 2020). This highlights a gap in the literature regarding the negative effects of exclusivity on customer inclusivity.
The findings further emphasised Nike’s success in using emotional branding to build loyalty, especially through its socially conscious campaigns, which is strongly supported by the literature which emphasises emotional connections promote deeper customer loyalty (Azizan and Yusr, 2019). However, the findings also addressed the potential risks of emotional branding, especially the backlash from customers who disagree with Nike’s socio-political aspects. The literature does not adequately address the said risks, focusing instead on the positive outcomes of emotional branding, which suggests that a more balanced analysis is required.
[bookmark: _Toc179741552]4.6 Summary
It could thereby be deduced that while the findings generally align with the literature on the positive impacts of Nike’s relationship marketing strategies, they introduce issues such as privacy concerns, the potential isolation of certain customer segments, and questions regarding the authenticity of Nike’s sustainability claims. Similarly, the findings also emphasised that addressing concerns related to customer service, price sensitivity, and labour practices would be crucial for maintaining long-term customer loyalty.


[bookmark: _Toc179741553]Chapter 5: Conclusions
[bookmark: _Toc179741554]5.1 Introduction
The current chapter details the conclusions obtained from the analysis of the data collected for the current study that aimed to analyse the impact of relationship marketing strategies of Nike on customer loyalty, satisfaction, and retention. For the said purpose, the chapter uses the research objectives set at the beginning of the current research and forms conclusions for it through the findings obtained from the thematic analysis carried out in the previous chapter. Then, the chapter also details the limitations of the current study which could be key to forming strategies for future research in the area. 
[bookmark: _Toc179741555]5.2 Conclusions
[bookmark: _Toc179741556]5.2.1 Objective 1: To find relationship marketing strategies of Nike
The analysis of Nike’s relationship marketing strategies reveals a complex approach aimed at promoting deeper customer engagement and loyalty. Identified key strategies include customer-centric personalisation through digital platforms, loyalty programs, emotional branding, collaborative product development and sustainability initiatives.
It was deduced that Nike’s digital platforms, such as the Nike Run Club and Training Club, integrate the brand into users' daily routines, offering personalised fitness experiences and product recommendations. The mentioned strategy was observed to align with present-day marketing practices that emphasise personalisation and continuous customer interaction. However, while the said approach significantly enhances engagement and loyalty, it raises privacy concerns as well (Curryer, 2024). 
The NikePlus loyalty program was identified to be another key strategy that encourages repeat purchases by offering exclusive benefits, including early access to products and personalised offers for regular customers. While this rewards frequent customers, it was also observed to risk separating or isolating new or occasional shoppers, who could feel excluded (Virvilaitė and Dovalienė, 2021). 
Moreover, emotional branding, as observed in campaigns such as “Just Do It,” was identified to be significant to Nike’s relationship marketing. By aligning the brand with social causes such as racial equality and women’s empowerment, Nike promotes emotional connections with consumers (Guardian Sport, 2019). However, the said strategy was also observed to be controversial due to the accusations of “woke-washing,” where social causes are perceived as a mere marketing tool instead of a genuine commitment, which could diminish consumer trust (CBC Radio, 2019).
Furthermore, collaborative product development through platforms like Nike By You was observed to further enhance customer engagement by offering personalised products, which strengthens emotional investment (Mathews, 2024). 
Based on the observations thus made, it was concluded that Nike’s relationship marketing strategies are effective in driving customer engagement and loyalty, even though challenges related to inclusivity and privacy would have to be addressed to ensure long-term success.
[bookmark: _Toc179741557]5.2.2 Objective 2: To examine the factors influencing customer satisfaction, retention and loyalty
Nike’s customer satisfaction, retention, and loyalty were observed to be significantly influenced by a combination of factors, including product quality, brand image, customer service, community engagement, pricing strategy, and sustainability initiatives, which play a crucial role in moulding consumer perceptions and behaviours.
Product quality was identified to be key to Nike’s success, wherein the brand’s continuous innovation through technologies such as Air Max and Flyknit ensures that customers are provided with products that meet high standards of comfort, durability, and performance (Nike, 2024c). It was deduced that the alignment of product innovation with customer expectations ensures high customer satisfaction and contributes to long-term loyalty. 
Similarly, it was noted that brand image, along with Nike’s status and emotional branding, significantly impacts loyalty. Campaigns that promote personal achievement and social responsibility work well with consumers, especially among younger and socially conscious individuals (Diandra and Aprilianty, 2024). The emotional attachment to the brand strengthens loyalty, making customers less likely to switch to competitors. 
Customer service and support were also identified to be additional factors that influence satisfaction and retention and Nike’s investment in digital tools and artificial intelligence for customer service has been enhancing the customer experience, enabling personalised assistance and problem resolution (Barseghian, 2019). 
Nike’s commitment to sustainability through initiatives like the Move to Zero campaign was also observed to influence consumer loyalty, especially among environmentally conscious consumers (Nike, 2024e). 
[bookmark: _Toc179741558]5.2.3 Objective 3: To assess the impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty
The identified relationship marketing strategies of Nike were observed to have a significant impact on customer satisfaction, retention, and loyalty and have effectively helped cultivate a loyal customer base that remains engaged with the brand over time. Personalised digital experiences offered by Nike’s mobile apps were observed to significantly enhance customer satisfaction and engagement, which promotes retention by embedding Nike into the daily lives of its customers (Reshmidilova et al., 2024). 
NikePlus, the brand’s loyalty program, plays a significant role in promoting both retention and loyalty by offering exclusive benefits such as early access to products and special event invitations. Moreover, emotional branding through campaigns like “Just Do It” influences consumers’ aspirations, creating emotional connections that foster deeper brand loyalty, while sustainability initiatives enhance Nike’s relationship with environmentally conscious consumers (Zheng, 2022). 
[bookmark: _Toc179741559]5.3 Limitations of the Current Research
The current research has several limitations, mainly due to its dependence on secondary data. The use of previously published journal articles, books, and online sources limits the scope for new and original data collection, resulting in the findings not fully capturing the most current consumer perceptions or recent developments in Nike’s relationship marketing strategies. The absence of primary data collection, such as customer surveys or interviews, limits the ability of the research to evaluate real-time, up-to-date data to obtain research findings. The said aspect could thereby render the research findings of the current study to be older for implementation in the highly changing sportswear market. 
Similarly, the study’s focus on Nike as a singular case limits its generalisability, as even though the company’s strategies provide valuable insights into relationship marketing, the findings may not be applicable to other brands, especially those in different markets or with different demographics. The research also focuses heavily on developed markets, where most of Nike’s marketing efforts and customer base are concentrated. The said geographical focus limits the ability to evaluate how Nike’s relationship marketing strategies could work in other cultural or economic environments, such as emerging markets. 


[bookmark: _Toc179741560]Chapter 6: Recommendations
[bookmark: _Toc179741561]6.1 Introduction
The previous chapter identified all the key relationship marketing strategies implemented by Nike and the key issues associated with them, which necessitates improvements to ensure long-term success in improving the firm’s customer loyalty, satisfaction, and retention. In the current chapter, the recommendations for the same would be stated in detail, essentially improving the strategies for the company. Similarly, the current chapter also provides insight into the recommendations for future research in the area, which would potentially mitigate the limitations of the current study and thereby make the research outcomes more valid and valuable for implementation. 
[bookmark: _Toc179741562]6.2 Recommendations to enhance Nike's relationship marketing strategies
Enhance Inclusivity in Loyalty Programs
While NikePlus has been a successful loyalty program by offering exclusive benefits to frequent customers, improvements could be made to make it more inclusive for new or occasional shoppers, who could currently feel excluded from the benefits enjoyed by frequent customers.
Nike could consider implementing a tiered loyalty program that caters to different customer segments, wherein different tiers of membership based on spending levels or engagement could allow less frequent shoppers to access benefits customised to their needs, such as discounts on first purchases or access to beginner benefits (Janiszewski and Laran, 2024). The said suggestion would make the program more inclusive and encourage a broader range of customers to engage with Nike and make the program more appealing to a wider audience.
Moreover, to combat the issue of boredom and irritation from excessive promotional content, Nike could personalise the frequency of communications based on customer preferences and allow customers to set their own communication preferences, thereby enhancing satisfaction (Obhan and Singh, 2019).
Balance Personalisation with Privacy Transparency
Even though Nike’s use of digital platforms for personalised engagement has been an effective relationship marketing strategy, the heavy dependence on data collection raises significant privacy concerns as customers are becoming aware of how their data is being used, resulting in a growing demand for transparency in data usage.
To mitigate the said issue, Nike could focus on increasing transparency on how customer data is collected, stored, and used by providing clear data usage disclosures within its apps and website, along with regular updates on how the collected data is used to improving their personalised experience (Seete, 2022). Similarly, the company could also offer customers the option to opt in or out of data tracking features, thereby giving them higher control thereby promoting trust and loyalty (Yesiloglu and Costello, 2024).
Expand Emotional Branding
Even though Nike’s emotional branding strategy has been highly effective in fostering loyalty among younger, socially conscious consumers, it also led to backlash and boycotts from certain segments of the population. 
One recommendation to mitigate the above issue would be for Nike to expand its emotional branding to include common themes of empowerment that resonate across different cultural and socio-political societies, such as sustainability, inclusivity, and personal growth, instead of focusing solely on sensitive issues (Hassan and Wang, 2024). These causes could still boost Nike’s brand values while avoiding potential retaliation from customers, promoting a more inclusive emotional connection with them.
Broaden Product Customisation Options for Accessibility
Even though Nike’s emphasis on product customisation has successfully enhanced customer engagement and satisfaction, the premium pricing of these customised products limits accessibility, especially for price-conscious customers. 
To mitigate the above issue, Nike could consider offering more affordable customisation options with fewer premium features to make the experience more accessible to a broader audience and cater to consumers who value personalisation but are unable to afford fully customised premium-priced products (Vuruşkan, 2019). 
Strengthen Community Engagement through Digital Platforms
Even though Nike has successfully integrated its products into the daily lives of consumers through its digital platforms, they mainly cater to active users and individuals focused on fitnss, which could limit their appeal to a broader audience.
To mitigate the above issue, Nike could expand its digital community offerings to include a wider variety of interests and fitness levels, such as initiatives focused on wellness, mental health, and recreational sports, allowing less active customers to engage with the brand (Chhabra et al., 2023). 
Enhance Sustainability Practices with Greater Transparency
Moreover, even though Nike’s commitment to sustainability has resonated with environmentally conscious consumers, it still faces criticism for contradictions between its sustainability messaging and its dependence on low-wage labour in developing countries. 
To mitigate the above issue, Nike could adopt more transparent and accountable sustainability practices, including certifications and third-party audits to verify its sustainability claims and labour practices (Öndoğan et al., 2022). Providing customers with clear, verifiable information about the environmental and ethical impact of its products could help enhance trust and loyalty. Furthermore, expanding the use of eco-friendly materials across all product lines instead of just premium ranges could display Nike’s genuine commitment to sustainability (Roy et al., 2024).
[bookmark: _Toc179741563]6.3 Recommendations for future research
One of the main recommendations to improve future research that explores relationship marketing strategies would be to incorporate primary data collection methods such as customer surveys and interviews. The mentioned methods would enable researchers to gather real-time insights directly from the company’s customers, gathering current perceptions, preferences, and reactions to relationship marketing strategies. Similarly, the mentioned methods would also provide a more up-to-date and topic-specific understanding of how marketing efforts impact customer satisfaction, retention, and loyalty, especially in the fast-evolving sportswear market.
Moreover, future research could expand beyond Nike as a single case study and include comparative analyses with other major brands in the sector, which would enhance the generalisability of the findings and offer a broader understanding of relationship marketing strategies of different companies and their effectiveness levels.
Furthermore, researchers could broaden the geographical locations of the study by focusing on emerging markets and regions with different cultural and economic environments. The said process would offer a more detailed view of how Nike’s relationship marketing strategies resonate with diverse global consumers and identify differences in customer behaviour in different markets. The said approach would provide conclusions and recommendations that could be applied globally to other international sportswear brands as well.


[bookmark: _Toc179741564]Critical Reflection
The current section uses the six different steps of Gibb’s reflective cycle, depicted in Figure 7.1, to reflect on my experience of conducting the current study. 
[image: ]
[bookmark: _Toc178348855]Figure 7.1: Gibb’s reflective cycle
Source: Adapted from Adeani et al. (2020)
[bookmark: _Toc179741565]Step 1: Description
During the process of conducting the current study on Nike's relationship marketing strategies, I got to experience the different stages of the research process, which required a list of my skills. The research required analysing secondary sources and compiling a detailed discussion on customer satisfaction, retention, and loyalty and how they are influenced by the company’s strategies. During the experience, I had to deal with multiple data sources, manage and study the data, and ensure that I adhered to deadlines. Although the research was completed successfully, there were significant moments which was insightful into my abilities in the process.
[bookmark: _Toc179741566]Step 2: Feelings
At the start of the research, I felt motivated and confident about the whole process, although as I progressed, I began to feel overwhelmed by the immense volume of secondary data and the complexity of obtaining insights from different sources. There were times when I found it difficult to decide which pieces of information were most relevant, which led to frustration. I also felt pressured to manage time, especially as deadlines approached, which often caused anxiety about completing the work effectively. 
[bookmark: _Toc179741567]Step 3: Evaluation
I could identify both positive and negative aspects of my experience, wherein, on the positive side, I successfully gathered and synthesised data to meet the research objectives. However, the negatives included my inability to make decisions regarding the prioritisation of data, which delayed my progress. Similarly, I also observed that poor time management led to rushed writing during the final stages, as I often underestimated the time required to complete certain tasks, which affected the overall speed and added to the stress.
[bookmark: _Toc179741568]Step 4: Analysis
I was able to deduce that I faced issues when it came to decision-making, which stemmed from a lack of clear prioritisation as I was trying to include too much information without narrowing down on what truly mattered.  Similarly, in terms of time management, my failure to allocate adequate time for certain stages was due to a lack of effective scheduling, and I failed to anticipate the time needed for thorough analysis, which impacted my final output. The said aspect indicates a need to improve my decision-making and time-management skills.
[bookmark: _Toc179741569]Step 5: Conclusion
While I did have strong researching skills, my decision-making and time management could be further improved.
[bookmark: _Toc179741570]Step 6: Action Plan
	Purpose
	Time Required
	Available Sources
	Justification

	To improve decision-making skill.
	4 to 6 months
	Books
Scholarly Journals
Online Classes
Online Workshops
	While using books and scholarly journals could provide theoretical knowledge, online classes and workshops offer practical opportunities to develop the skill. 

	To improve time management skills.
	3 to 4 months
	Books
Scholarly Journals
Scheduling Applications
Online Classes
	Books and scholarly journals could offer theoretical knowledge, while online classes offer practical knowledge and scheduling applications could offer a platform to schedule tasks. 
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