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[bookmark: _8qonbyno04iw]1. Introduction
[bookmark: _pra4feqztkik]1.1 Background of The Research
In the case of the modern digital scenario, social marketing has become a strong component for structuring company viewpoints and influencing client involvement globally. Worldwide companies highly depend on media like Instagram, TikTok, and others to convey their identity, values, and provide to a huge audience. The communicative and real-life environment of social media helps all companies to influence emotional alignments, increase visibility, and give power to company loyalty (Perdana and Roostika, 2023). In the context of multinational organisations such as Nike, online platforms cater as a crucial platform to manage its ranking as a famous worldwide sportswear company while attracting the latest generations of digitally proactive clients. 
The marketing approaches of Nike highly combine social media to spread invention, inclusivity, and empowerment with the support of campaigns such as “Just Do It” and partnerships with various athletes and influencers (Nike.com, 2025). All these attempts not only influence company awareness but also increase client trust, perceived quality, and total company equity. This specific study evaluates the connection between social media marketing operations like involvement, content standard, influencer collaborations, and client communication, and the worldwide company equity determinants of Nike, which include company awareness, company associations, brand loyalty, and others (Wannarak et al. 2024). By examining how the company accelerates online media to sustain the worldwide reputation of the company, the research contributes to an in-depth identification of the strategic character of online platforms in brand management. 
[bookmark: _ekcyh3m5x0rl]1.2 Problem Statement
In the current digital era, social media marketing plays a vital character in structuring client viewpoints and fostering shopping decisions. Additionally, in spite of the rigid worldwide apperance of the company and significant spending on social media campaigns, there stays a restricted identification of how all these attempts straightly affect the worldwide company equity of the company. While the marketing programs of the company sometimes gain high visibility and involvement, it is unclear to digital communications increase major company equity elements like company consciousness, loyalty, and perceived quality across categorised markets (Neupane, 2022). Moreover, the dynamic nature of all the algorithms of social media and upgrading client natures represents issues in managing regular company messaging globally. The study looks to highlight the gap by examining the calculable effect of the social media marketing approaches of Nike on the worldwide company equity. The research aims to offer empirical determinants that can support describing digital marketing strategies for sustaining company strength in a highly ruthless and digitalised marketplace. 
[bookmark: _oz9nxax18oyc]1.3 Rationale of The Research
The major motive to conduct the study is to discover how social media marketing fosters worldwide company equity, utilising the brand as a famous instance of online company success. In the case of the contemporary marketplace, social media has evolunised how all the clients communicate with companies keeping it crucial to identify its strategic character in establishing consciousness, loyalty, and positive company associations. The research is increasingly inspired to discover how the social media campaigns of Nike, featuring storytelling, influencer partnerships, and societal involvement, contribute to giving strength to its company perception worldwide (Menon, 2021). The other reason for performing this research is to understand whether increasing involvement in online media translates into tangible rectifications in company equity. Therefore, it is crucial to examine how efficiently social media operations influence client loyalty and long-term community value. And the research will address this factor by offering proof-based determinants suitable for both marketing practitioners and academic researchers in the case of digital branding. 
[bookmark: _17hot9yjgj0w]1.4 Research aim and objectives
Aim
The major aim of the study is to briefly evaluate how social media marketing fosters the major determinants of the worldwide company equity of Nike.
Objectives
· To examine the effect of social media marketing on the main determinants of the worldwide company equity of Nike.
· To evaluate how storytelling, influencer partnerships, and client-enabled content increase company consciousness and associations, and trust.
· To investigate possible issues and challenges of social media marketing on company image and equity.
· To offer strategic suggestions for rectifying the digital marketing strategies of Nike to give strength and sustain worldwide equity.
[bookmark: _m32006dho1te]1.5 Questions of The Research
· How does social media marketing foster the major determinants of the worldwide company equity of Nike?
· In what ways do storytelling, influencer partnerships, and client-enabled content affect company consciousness, associations, and trust?
· What issues does Nike encounter in managing company equity with the help of social media?
· What approaches can increase the online company performance of Nike globally?
[bookmark: _p7tq6gsq0nuv]1.6 Significance of The Research
The research is important as it discovers the enhancing influence of social media marketing on worldwide company equity utilising Nike as a famous instance. In an era where online involvement influences client viewpoints, identifying how social media operations translate into company value is vital for sustaining ruthless advantage. The research offers determinants regarding how storytelling, influencer collaborations, and client-enabled content contribute to client loyalty, trust, and emotional alignment with a worldwide company. It also addresses possible issues with long-term equity (Nia, 2023). All the findings will facilitate marketing professionals by providing practical approaches for accelerating social media more efficiently to establish company equity. Academically, the research contributes to the revolving literature regarding digital branding and client involvement, offering a foundation for future study on the huge connection between social media marketing, and worldwide company growth. 
[bookmark: _mp9vvn63efu6]2. Literature Review
[bookmark: _6huom9ckn2ss]2.1. Defining Social Media Marketing (SMM)
As per Rachmad (2022), social media marketing as a strategic method os building and distributing value-dependent content to involve all the stakeholders and achieve company objectives. Conversely, Jamil et al. (2022) said that social media marketing is mainly regarding the functional establishment tasks of social media that are identity, conversations, sharing, and connections rather than strategic inherent alone. While both viewpoints address various factors, this research justifies integrating all these perceptions, identifying SMM as both a strategic and communicative method that combines involvement, value creation, and society building. 
[bookmark: _l3ds9grx0nd8]2.2. The Multidimensional Construct of Brand Equity
Oliveira et al. (2023), declared that company equity is a set of assets that include company consciousness, loyalty, perceived standard, and associations that include value to a product and service. In contrast, Kumail et al. (2022) stated that the company resonance with the support of the client-based company equity structure. While Oliveira et al. (2023) are concerned about tangible company assets, the Kumail et al. (2022) highlight client psychology. This research justifies combining both viewpoints, observing company equity as a multidimensional construct integrating cognitive and experiential client aspects. 
[bookmark: _xnl0296xwlrw]2.3 The Impact of Social Media Marketing on Brand Equity Dimensions
According to Almestarihi et al. (2021), social media marketing mainly increases company consciousness and client involvement by generating interaction. Additionally, Malarvizhi et al. (2022) argue that its effect extends over consciousness, fostering all determinants of company equity associated with perceived quality and trust with the help of peer-to-peer foster and digital word-of-mouth. While Almestarihi et al. (2021) highlight exposure and communication, Malarvizhi et al. (2022) address relational value. This research justifies acquiring the latter view, identifying SMM as a comprehensive influencer of multidimensional company equity enhancement. 
[bookmark: _uvsxhb324pfp]2.4 Storytelling, Influencer Collaborations, and User-Generated Content as Drivers of Brand Engagement
Ali (2024) stated that storytelling builds emotional alignments that give more power to client involvement by humanising the company narrative. However, Chirica et al. (2024) argues that influencer partnerships are more efficient as meaning is transferred from credible personalities to the company, increasing loyalty and perceived authenticity. While storytelling creates emotional resonance, influencer marketing accelerates social credibility. This research justifies combining both strategies, identifying that narrative-influenced influencer and client-enabled content collectively increase company involvement and trust. 
[bookmark: _hfr6sfxrxwd8]2.5 Risks and Challenges of Social Media Marketing on Brand Reputation and Equity
According to Perera et al. (2023), negative online publicity, misinformation, and firestorms can regularly ruin company equity and client trust. In contrast, Almestarihi et al. (2021) recommend that timely, clear interaction and trust-based connections can protect companies from reputational harm at times of scarcity. While the author highlights vulnerability, the other author addresses dependence with the support of efficient response approaches. This research justified acquiring a compared view acknowledging both the possible issues and the significance of active reputation management in preserving company equity.
[bookmark: _bfnsl3343cmo]2.6 Strategic Approaches to Strengthen and Sustain Global Brand Equity through social media
Bari et al. (2025) declared that information-influenced approaches and regular digital branding are crucial for managing worldwide company equity across huge markets. Conversely, the authors argue that co-creation and client participation play a more important character in sustaining long-term company connections. While Goradiya et al. (2025) highlights strategic regularity and analytics, the other authors are concerned about collaborative involvement. This research justifies combining both views, proposing that sustainable company equity needs a comparison between strategic management and client co-creation. 
[bookmark: _pkdzcti2k5n9]2.7 Theoretical Framework
2.7.1 The brand storytelling theory
The brand storytelling theory is essential to this study as it defines how emotional narratives design the client viewpoint, memory, and loyalty. By connecting storytelling to company involvement, the framework guides identifying how the campaigns of Nike build determined associations, increase authenticity, and give strength to the worldwide company equity with the help of regular and dependable digital narratives (Huang et al. 2022). 
2.7.2 The theory of network effects
The theory of network effects is important to this study as it describes how the value of the social media appearance of Nike increases with client participation. As more clients are involved, share, and communicate with content, company visibility and consciousness enhance exponentially, influencing the worldwide company equity with the support of amplified online reach and influence (Gregory et al. 2022). 
[bookmark: _8uq93jqvqsaa]3. Methodology
The research onion elaborates the designed layers of study design, associated with philosophy, strategy, approach, methodological preferences and others supporting systematic and coherent study growth. 
[image: ]
Figure: Research Onion
(Source: Saunders, 2019)
[bookmark: _odc9yi762g3k]3.1 Research philosophy
Interpretivism research philosophy will be used in this study, which highlights the identification of social phenomena with the help of the subjective determinants that individuals provide to them. The importance of the philosophy in this study depends on discovering the client’s viewpoints on the SMM of Nike and its effect on the company's equity. Benefits are associated with detailed, context-rich determinations and identifying difficult human natures (Ikram and Kenayathulla, 2022). Moreover, complexities in generalising all the findings, and dependence on subjective elaboration rather than calculable information. 
[bookmark: _ul3dmaokj3cu]3.2 Research approach
Inductive approaches will be associated with this study. It engages in creating frameworks dependent on observations and information re-examination rather than examining available theories (Kumar and Ujire, 2024). Its importance in the research is understanding the apparent connections between social media marketing and company equity. Benefits are associated with durability and exploration of the latest determinants, while restrictions engage time consumption and restricted generalisability of findings. 
[bookmark: _bjwuatyldv1u]3.3 Research choice
The study will use a mono-method research choice, which engages utilising an individual information collection process and corresponding examination method, either qualitative or quantitative (Hossain and Hakobyan, 2022). Its importance in this study relies in managing reliability when examining secondary information regarding the social media marketing of Nike. The facilities are associated with simplicity, transparency, and others, while restrictions include limited viewpoints and scarcity of information triangulation.
[bookmark: _r3jcztu8kaqc]3.4 Research strategy
A case study will be implemented here, which supports a detailed investigation an individual case and a few cases within their real-world context. Its importance in this study depends on examining the social media marketing of Nike to identify its effect on worldwide company equity (Manso-Burgos et al. 2022). Facilities are associated with in-depth determinants, while drawbacks involve the restricted capability of generalising findings over the particular case. 
[bookmark: _ods1t0y928w]3.5 Data collection 
Secondary information collection will be implemented here. It engages by utilising existing data gathered by others, like academic journals, reports, and others. The importance of the data collection technique is that this study depends on examining credible resources regarding the social media marketing of Nike (Mazhar et al. 2021). benefits include price-efficiency and accessibility, while restrictions involve information relevance, accuracy, and others. 
[bookmark: _odbkw9jceiem]3.6 Data analysis
The qualitative content examination will be used in the research. It is a systematic process for elaborating textual information by understanding patterns and others. The importance of the data analysis method lies in examining literature regarding the company’s social media approaches (Van Zyl et al. 2021). Facilities are associated with depth and durability, while drawbacks are associated with subjectivity, time-consuming elaboration, and others. 
[bookmark: _1xpfkkwknyix]3.7 Ethical consideration
This particular study follows strong ethical guidelines, confirming information integrity, clarity, and compliance with information protection principles like the UK Data Protection Act (2018) and the General Data Protection Regulation (Vlahou et al. 2021). All the crucial secondary information is resourced from credible sources, managing confidentiality and neglecting misutilisation of data. Appropriate citation eliminates plagiarism, while the objectivity of the researcher confirms unbiased elaboration. The research influences academic integrity and ethical responsibility, confirming that all data is managed properly and utilised closely for academic objectives.
[bookmark: _2gi5r590ot1t]4. Expected findings
The study is expected to expose that social media marketing importantly increases the worldwide company equity by giving more power to the company's consciousness, associations, perceived quality, and trust. Storytelling, influencer partnerships, and client-enabled content are articulated to appear as major influencers of client involvement and emotional alignment. The findings may also display that efficient management of social media communications influences long-term loyalty (Waymer and Logan, 2021). Moreover, possible issues like misinformation and negative publicity could undermine the company's image if not properly maintained, ultimately the research possibly elaborates on the strategic, genuine, and other regular social media approaches to sustain the company's equity worldwide. 
[bookmark: _feydg9vahdrh]5. Limitations
This particular study is restricted by its dependence on secondary information, which may limit the depth of main determinants regarding client viewpoints and company communications. The utilisation of qualitative examination may also increase researcher subjectivity and restrict the generalisability of findings; moreover, information resources may vary in credibility, publication date, and other factors, possibly impacting accuracy. The research concerns proprietary data about Nike, which may not reflect all worldwide companies. Moreover, the regular upgrading environment of social media mediums and algorithms represents issues regarding acquiring recent trends keeping it complex to utilise conclusions universally and forecast future company dynamics. 
[bookmark: _4a2j9uyzbbl9]6. Timeframe
This Gantt chart outlines the study schedule over twelve months. It starts with creating the study idea and setting aims and objectives, followed by information collection and literature review. Midway information examination and presentation occur, resulting in understanding research gaps. The final months are concern about the review and submission of the whole study within time. 
[image: ]
Figure: Project Timeline
(Source: Self-Developed)
[bookmark: _3oj600kqi6q]7. Conclusion 
Ultimately, this specific study addresses the essential character of social media marketing in structuring and increasing the worldwide company equity of Nike. By accelerating storytelling, influencer partnerships, and client-generated content, Nike efficiently establishes company consciousness, loyalty, and emotional involvement. The research suggests that social media is not totally a promotional component but a strategic influencer of long-term company value. Moreover, maintaining issues like misinformation and damage to reputation stays crucial. Ultimately, the findings highlight that regular, genuine, and communicative online approaches are crucial for sustaining company equity and giving power to the client connections in the increasingly ruthless worldwide marketplace. 
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