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[bookmark: _Toc90131775]Introduction 
This report evaluates a quotation that organizations have long emphasized touchpoints to maximize the satisfaction of their customers, but it can distract the companies’ attention from the more significant problems: the customer’s end-to-end journey (Kevin Neher, 2016). The chosen organization for this report is Nike Inc. and all the required points have been discussed in the context of Nike. The study narrates how Nike can create innovative marketing strategies to increase awareness of their brand and manage and access the customer journey across a variety of communication channels to ensure that the expectations of existing and future stakeholders are fulfilled. Various organizations emphasize customer experience and for this purpose, they use touchpoints that help to analyze the individual transactions through which customers interact with the company and its different offerings. No doubt, having these touchpoints assist the companies in improving their customer services but they can neglect the most important issue of the customer’s end-to-end journey. Companies use different models and strategies to improve customer satisfaction but sometimes those strategies imposed unnecessary inconvenience and nervousness on customers.    
[bookmark: _Toc90131776]Background of the Company 
Nike was established by Bill Bowerman and Phil Knight on January 25, 1964. In the beginning, the name of the company was Blue Ribbon Sports, then in May 1971 owner decided to replace the name and the new name (Nike Inc.) was taken from the “Greek goddess of victory”. It is a US-based multinational corporation and more than 45% of total income of Nike came from America. It has become one of the biggest suppliers of athletic footwear, clothing, and sports equipment in the world. In 2020, 76,750 people were employed by Nike worldwide. At the end of 2020, the value of the company was $32bn, making Nike the most valued company of sports manufacturing company (Fortune, 2021). According to the data of May 2021, the company has 1048 retail stores across the world, in 2020 the number of stores was 1096 this decrease occurs due to pandemic situation (Statista , 2021).  The company’s mission is to bring inspiration and modernization to every athlete in the world (the company assumes if anyone has a body, he/she is an athlete) (NIKE, 2021). The vision statement of the company is to stay the most authentic, connected, and distinctive brand in the athletic footwear and clothing industry. Nike has various sub-brands including Nike Grind, Nike Shox, Nike Golf, Nike+, Air Force 1, Nike Dunk, Nike CR7, Foamposite, and Nike Pro, etc. Jordan and Converse are two famous subsidiaries of Nike. Nike has the acquisition of Colo Hann, Umbro, and Hurley international. Besides the sports goods and equipment, Nike operates a retail store called Niketown. The company sponsors various high-profile athletes around the world that help to increase the loyal customers of the company.
[bookmark: _Toc90131777]Communication
Communication is basically a process of transferring information from an individual, place, or group to another. It is a two-way process that involves sending and receiving information through verbal and non-verbal means. The communication process refers to the act of sending, receiving, and sharing information with other (Vangelisti, 2016). Every communication requires at least one sender and one recipient. This communication process may sound simple but it is a very complex subject. The communication process is affected by various factors that make it a complicated matter and those factors include emotions, cultural differences, the situation around us, language barrier, ways of communication, and even the location. Good communication skills are required everywhere because without proper communication different complications can occur. Managers cannot influence their subordinates without effective communication and even brands cannot retain or increase their customers without sharing the mission and purpose of brand existence. 
[bookmark: _Toc90131778]Berlo’s Communication Model 
It is a famous communication model which focuses on the relationship between the individual sending the message and the receiver. David Berlo introduced this model in 1960 by expanding the Shannon and weaver linear models (Stead, 2017). It is a linear model of communication which is divided into four steps: Source, Message, Channel, and Receiver (SMCR). Berlo’s model explains some factors that impact the communication process between two people such as communication skills, consciousness level, cultural and social system. 
[image: A table with a definition of Berlo's model and four columns. The first column reads 'source' and lists communication skills, attitudes, knowledge, social systems, and culture as sources. The next is medium and it reads content, elements, treatment, structure and code as mediums. Next is channels which include hearing, seeing, touching, smelling and tasting. Last is receiver which includes communication skills, attitude, knowledge, social system, and culture.]
Figure 1: Berlo's CMSR model of communication
[bookmark: _Toc90131779]Source - S
The source is basically the sender of the message from whom the thoughts originate. The source is the one who sends the information to the receiver. The sender always takes care of attitude, social system, and culture while transferring a message. The sender should have effective communication skills and knowledge (clarity of information which the sender wants to convey) for sending a message to the receiver so that he/she can perceive the message according to the sender. 
[bookmark: _Toc90131780]Message – M
This step is about the conversion of thoughts into words. This process is also known as encoding where the sender converts his thoughts into words that the receiver would be able to understand (Stead, 2017). For the conversion of views and feelings into words, the sender should have clear content because he/she cannot show grey matter to others to let him understand what he/she is thinking. Different elements (hand movements, posture, body movements, et.) should be used to make the message attractive. The structure of the message should be effective and consists of the right codes. 
[bookmark: _Toc90131781]Channel – C
Channel is a medium of transferring messages to the receiver. Communication occurs through different channels including hearing, seeing, touching, smelling, and testing. All these channels can be used according to the situation as a communication channel. 
[bookmark: _Toc90131782]Receiver – R 
When the receiver gets the message, he/she tries to understand what the sender actually wants to share and then respond accordingly (Juneja, 2015). This process is also known as decoding because receiver tries to understand all the codes of sender. For the better understanding of the message, the receiver should be from the same social and cultural background just the sender.
[bookmark: _Toc90131783]Integrated Marketing Communication
Integrated marketing communication refers to an approach to sending a message to targeted audience through different strategies that work collaboratively and reinforce each other (Lake, 2019). It is an approach used by organizations to create a unified brand experience for their customers across channels. For instance, a company may promote its slogan, logo, business offerings or practices through integrated marketing communication strategy by using television, social networks, discount offers, training sessions, or print media. It shows that the ways of communication or mediums of promoting message may vary from each other but they all send the same message to audience and increase brand awareness among the targeted audience. The process of integrated marketing communication is divided into different steps that involve identifying a targeted audience, decide the message that brand want to share with its audience, select the approaches to send message to the audience, measuring the results or customer response, etc. 
[bookmark: _Toc90131784]New promotional strategies 
Nike operates in an ever-changing industry. It is essential for Nike and its rivals to make their innovation process fasts keep themselves up to date with customers’ taste in the dynamic fashion industry. In 2018, Nike collaborated with high-end fashion brands including Off-White ad Raf Simons to increase recognition of their brand in those markets (Salim, 2018). It was a good strategy to increase brand recognition in new markets so, Nike should also collaborate with other famous brands in emerging markets to increase its market share and worldwide recognition. Nike have strong brand image and it should use its brand power to engage with other high-end brands to enter in new markets. It should also utilize the opportunity to enter in new sectors of fashion industry by engaging with other brands because trends in fashion industry are changing rapidly and customer demand change so, it has become necessary to enter in new fashion sectors to retain existing customers and attract other potential customers of different product line. No doubt, Nike has an excellent marketing strategy and has become the pioneer for its industry, but in this era of digital marketing Nike need to improve its digital marketing strategy. During the 4th quarter of 2020, online sale of Nike increased by 74% (Arcieri, 2020). Nike can further increase its online sales by improving e-commerce services. In the US, the e-commerce services of Nike are good but in other countries it still need to improve its online services that can progress by ensuring timely delivery of products and improving digital marketing strategy. Besides this, Nike should publicly announce its new products and designs and should presenting them in an interactive and lavish way as well as making them available for live streaming across the world on the website and Facebook page of Nike. It will rapidly educate the potential customers and increase the same kind of demand. Apple is using same marketing strategy and enjoying the same kind of demand for its iPhone, iPad and Mac products. Nike should enhance its product range and increase its marketing communication ways i.e. social media marketing (Hina Brohi, 2016). It can team up with Apple Inc. for integrating technology in terms of Golf and gamepads. Online video training sessions with sponsored athletes will increase the brand awareness of Nike. 
[bookmark: _Toc90131785]Branding 
Branding is a market approach of energetically shaping a brand. A brand is a name, expression, sign, or any other feature that helps to recognize the goods or services of a seller different from the other sellers in the industry (American Marketing Association, 2021). Branding is the power of a brand to deliver products and services. It is basically an idea or image about the products, activities, or service of a specific seller that people have in mind. It may be in both practical (i.e. “the show is comfortable”) and emotional way (i.e. “Just do it”).  Branding turns the first-time buyer into loyal customer and transform the uninterested audience into brand evangelists (Sabin Mindrut, 2015). Branding shapes an idea of a specific product, service or a seller in the mind of consumers and give them a reason to chose that brand. It creates difference between the product and services of a specific brand and its competitors. 
[bookmark: _Toc90131786]Brand Equity 
In marketing, brand equity describes a value premium that a brand creates from a product with an identifiable name when relate to a generic equivalent (Hayes, 2021). It is the level of influence and supremacy that a brand name has in the mind of customers and make it recognizable in market and industry. Organizations can develop brand equity by differentiating their products from the competitors, making them memorable, and superior in quality and features.  Integrated marketing campaigns also helps to create brand equity. Companies provide loyalty incentives to customers in form of discounts and free products so that they continue to purchase from their brand rather than moving to rivals. 
[bookmark: _Toc90131787]Keller’s Brand Equity Model 
Keller’s brand equity model is also known as the Customer-Based Brand Equity (CBBE) model. It was introduced by Kevin Lane Keller in 1993 (Kuhn, 2008). He was a marketing professor and he introduced this model in his book known as “Strategic Brand Management”. The purpose of Keller’s model is to build a strong brand and analyze what customer think and feel about the products and services of a brand. It explains that we need to shape the right type of experiences around our brand so that consumers can perceive right thoughts, feelings, and beliefs about our brand. If a brand has strong brand equity, customers will buy more from it and will also recommend the brand to others. A strong brand equity increases customer loyalty and decrease the chances to lose customers. The Keller’s brand equity model is divided into four steps shown in the figure below:
[image: The Customer-Based Brand Equity Model]
Figure 2: Keller's Brand Equity Model
We are applying Keller’s brand equity model for analyzing the brand presence of Nike Inc. This model helps to clarify salience, performance, brand image, and response of customers about Nike. 
[bookmark: _Toc90131788]Brand Salience (Brand Identity of Nike)
This step focuses on brand identity and awareness of who a brand is. From the last few decades, Nike Inc. has become a champion of the sporting world and a part of the daily lives of billions of people around the world. It is a US based multinational corporations that has become one of the biggest suppliers of athletic footwear, clothing, and sports equipment in the world.  It designs unique and high-quality products for the consumers. It considered every person that has body is an athlete so, it provides products and services to all fitness lovers and athletes. In the beginning, the name of the company was Blue Ribbon Sports, then in May 1971 owner decided to replace the name and new name (Nike Inc.) was taken from the “Greek goddess of victory”.
[bookmark: _Toc90131789]Brand meaning (what is brand)
This step of Keller’s model defines what a brand is. It is basically divided into two part including brand image and performance. Nike is consistently leading in the industry of sporty products, with a brand value of $30.44 billion in 2021, that was a decrease of over four billion dollars from 2020 due to pandemic situation.  
[bookmark: _Toc90131790]Performance 
The performance stage explains that how well the offerings of a brand are meeting customers’ needs. Nike is performing very well. it provides quality products to its customers. according to the latest report of Brand Finance, Nike has successfully maintained its position as the most valuable apparel brand of the world (Brand Finance, 2019).   
[bookmark: _Toc90131791]Imagery 
The imagery explains how well a brand meets the needs of its customers on a social and psychological level. It is a way how people perceive a brand and its products. Nike fulfills the need for apparel, footwear, and other sporty products of fitness lovers and athletes. The logo of Nike embraced a brand that shows the facets that various individuals strive for in their lives: sovereignty, legitimacy, modernization, winning, and performance. The slogan (Just Do IT) of Nike develops such an image in the mind of consumers that they actually feel strong and confident by using its products. 
[bookmark: _Toc90131792]Judgement & Feelings (What people think and feel about Nike)
This phase is about what people think about the brand. Brand judgment and feelings can understand by dividing it into four classes:    
[bookmark: _Toc90131793]Quality 
People judge Nike’s products based on their actual and perceived quality. They like the unique designs and high-quality products of Nike. 
[bookmark: _Toc90131794]Credibility 
Customers assess the credibility of Nike using three dimensions including innovation, trustworthiness, and likability. Nike is considered a credible brand in all dimensions. It has best quality products with innovative designs and feature that customers really like. 
[bookmark: _Toc90131795]Consideration 
Customers consider the products of Nike relevant to their unique needs. 
[bookmark: _Toc90131796]Superiority 
Nike has developed a superior brand image by hiring celebrity sponsors (i.e. Michael Jordan) to represent their brand. By entrenching a celebrity image in the mind of customers, Nike insert a lavish brand image that make its products more superior and desirable. 
[bookmark: _Toc90131797]Brand Resonance of Nike 
Brand resonance lies at the top of the Keller’s brand equity pyramid and it is the most complex and desirable stage. Brands achieve this step when customers feel a deep psychological bond with brands. The branding strategy of Nike influence its targeted audience emotionally that build a strong relation between brand its customers (Lin, 2017). Nike attracts the sports and fitness lovers by sponsoring high-profile athlete that create a strong relation with customers.  
[bookmark: _Toc90131798]Advantages of Keller’s Brand Equity Model
· Keller’s brand equity model helps to improve perception of product performance. 
· Increase brand awareness and loyalty
· Brands can use this model to gain leverage when introducing new products 
· It makes the brand recognizable and differentiate from competitors. 
· It focuses on building deep psychological bond with the customers so that they continue to purchase from their brand rather than moving to rivals
[bookmark: _Toc90131799]Disadvantages of Keller’s Brand Equity Model 
· Keller’s brand equity model does not focus as much on recognition as Aaker’s model does.
· It provides support for brand association and loyalty but not sufficient for perceived quality and recognition. 
· Managers face various issues during implementing the theoretic stages practically in branding.
· Market share of brand can decrease dur to new competitor but Keller’s model considers it the part of performance deficiency of brand.
[bookmark: _Toc90131800]Customer Journey & Customer Touchpoints in Nike 
Customers embark on a journey towards buying a product or service. A customer journey is the complete set of interactions that a customer goes through to achieve a goal with a specific brand. Nike has achieved a successful customer journey by providing a more powerful, relevant, and empathetic customer experience. The customer journey map with five stages is given below: 
[image: Learn Customer Journey Mapping… in 7 Bookmarks | by Mark Visser | Medium]
Figure 3: customer journey map
[bookmark: _Toc90131801]Awareness
During awareness stage, Nike faced various controversies to know that how people talking about their brand (Peng, 2018). It has a long brand awareness history and Nike did various outdoor and digital campaigns for creating awareness about its products and services.
· Action-oriented messaging
· Unique designs of sports products
· Hire celebrities for marketing to aspire targeted audience
Nike does not come about by accident, instead it did complete research about the highs, lows, fears, and frustration that every athlete goes through.
[bookmark: _Toc90131802]Consideration 
Customers can recognize notable differences between the products of Nike and its rivals. Nike provide high-quality unique products to the athletes and fitness lovers. Pleasant physical stores and e-stores of Nike increase its consideration among customers. Nike shows celebrities including models and athletes in its marketing campaigns that make its products more lavish and modern. 
[bookmark: _Toc90131803]Purchase 
[bookmark: _GoBack]Continuous digital reinvention and e-commerce strategy of Nike results in a personalized and unified experience for customers as they move through the consideration to purchase stage. Convenience, uniqueness & quality of products, customer service, urgency, and return policy of Nike make it easy for customers to make a purchase decision. 
[bookmark: _Toc90131804]Retention 
The retention stage refers to the loyalty of customers and Nike makes its first-time buying customer a loyal customer by meeting the considerations and objectives of customers associated with the product he/she purchased. A high level of satisfaction with the product makes its customers loyal. 
[bookmark: _Toc90131805]Advocacy
Nike’s customers use word of mouth and social media networks to express their satisfaction with Nike’s products. Nike also raises the awareness of its products by aligning itself with celebrity icons who also use its products and sponsoring sports events. 
[bookmark: _Toc90131806]Touchpoints Used by Nike
A brand touchpoint refers to the interaction or communication between a brand and its customers. Brands normally crafted and constructed touchpoints to involve their customers and to give them the best brand experience they could probably have. These are the actions taken by brands to touch their customers in some way at different points of the customer journey (Naylor, 2018). Nike uses various touchpoints in branding that are assisted by the huge advertising budget. The brand has grand-slammed all areas to magnificently hit touch the ground running with their customers. The advertisement strategy of Nike is truly harmonized with the brand’s slogan (Just Do It) that explores how powerful their products make a user (Hardy, 2020). Nike uses different touchpoints to engage its audience that including social media, online advertisements, digital marketing content, company evens, point of sale, product feedback surveys, subscription renewals, sponsorship of sports events and high-profile athletes, and customer loyalty programs. The online service of Nike really is helpful for the loyal and potential customers and e-commerce has become a strong touchpoint of Nike during the recent pandemic and it touch their customers in some way at different points of the customer journey. 
[bookmark: _Toc90131807]Conclusion 
Branding plays a vital role in the business world that takes care of the communication with customers, opinions of product users, point of differentiation, rivalry, obtaining and retaining loyal customers. This study explains the concept of branding, brand equity, communication, integrated marketing communication, and Berlo’s communication model. It is a linear model of communication which is divided into four steps: Source, Message, Channel, and Receiver (SMCR). No doubt that Nike has a powerful brand strategy but by using given recommendations it can further improve its products, services, and business operations. It is essential for Nike and its rivals to make their innovation process fasts keep themselves up to date with customers’ tastes in dynamic fashion industry. Besides this, the study also explains Keller’s brand equity model with the help of Nike’s example. The purpose of Keller’s brand equity model is to build a strong brand and analyze what customers think and feel about the products and services of a brand. Different touchpoints used by Nike to involve its customers and customers’ journey at Nike also has been discussed. 
















Works Cited
American Marketing Association, 2021. Branding. [Online] 
Available at: https://www.ama.org/topics/branding/
[Accessed 07 December 2021].
Arcieri, K., 2020. Nike levels up digital game in wake of coronavirus hit. [Online] 
Available at: https://www.spglobal.com/marketintelligence/en/news-insights/latest-news-headlines/nike-levels-up-digital-game-in-wake-of-coronavirus-hit-59265634
[Accessed 01 December 2021].
Brand Finance, 2019. Nike Just Did It Again as World’s Most Valuable Apparel Brand. [Online] 
Available at: https://brandfinance.com/press-releases/nike-just-did-it-again-as-worlds-most-valuable-apparel-brand
[Accessed 07 December 2021].
Hardy, T., 2020. How to Define Brand Touchpoints for a Winning Customer Experience (Updated: Oct 2020). [Online] 
Available at: https://www.canny-creative.com/how-to-define-brand-touchpoints-for-a-winning-customer-experience/
[Accessed 11 December 2021].
Hayes, A., 2021. Brand Equity. [Online] 
Available at: https://www.investopedia.com/terms/b/brandequity.asp
[Accessed 07 December 2021].
Hina Brohi, R. R. A., 2016. Strategic Marketing Plan of Nike, s.l.: ResearchGate .
Juneja, P., 2015. Berlo’s Model of Communication. [Online] 
Available at: https://www.managementstudyguide.com/berlo-model-of-communication.htm
[Accessed 11 December 2021].
Kevin Neher, N. M., 2016. From touchpoints to journeys: Seeing the world as customers do. [Online] 
Available at: https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/from-touchpoints-to-journeys-seeing-the-world-as-customers-do
[Accessed 06 December 2021].
Kuhn, K. L., 2008. An application of Keller's brand equity model in a B2B context. Qualitative Market Research , 11(1), pp. 3-5.
Lake, L., 2019. About Integrated Marketing Communications. [Online] 
Available at: https://www.thebalancesmb.com/integrated-marketing-communication-imc-2295501
[Accessed 07 December 2021].
Lin, X., 2017. The Brand Equity of Nike, what makes it the best sports brand ever?. [Online] 
Available at: https://medium.com/@xlin6/the-brand-equity-of-nike-what-makes-it-the-best-sports-brand-ever-561a24fd296e
[Accessed 08 December 2021].
Naylor, T. J., 2018. 5 Great Examples of What Branding Looks Like in 2018. [Online] 
Available at: https://www.socialmediatoday.com/news/5-great-examples-of-what-branding-looks-like-in-2018/515728/
[Accessed 11 December 2021].
NIKE, 2021. WHAT IS NIKE'S MISSION?. [Online] 
Available at: https://www.nike.com/help/a/nikeinc-mission
[Accessed 07 December 2021].
Peng, C., 2018. What are customer journeys, and why does your business need them?. [Online] 
Available at: https://blog.alphawhale.com.au/what-is-a-customer-journey-and-why-does-your-business-need-them
[Accessed 11 December 2021].
Sabin Mindrut, A. M. C. T. R., 2015. Building Brands Identity. Procedia Economics and Finance, 20(11), pp. 393-396.
Salim, A., 2018. Nike’s Marketing Strategies. [Online] 
Available at: https://medium.com/@arshy__/nikes-marketing-strategies-386f35d59622
[Accessed 07 December 2021].
Statista , 2021. Total Nike retail stores worldwide from 2009 to 2021. [Online] 
Available at: https://www.statista.com/statistics/250287/total-number-of-nike-retail-stores-worldwide/
[Accessed 07 December 2021].
Stead, B. A., 2017. Berlo's Communication Process Model as Applied to the Behavioral Theories of Maslow, Herzberg, and McGregor. Academy of Management Journal, 15(3).
Vangelisti, A. L., 2016. On the Importance of Communication Research. Communication Education, Volume 65, pp. 1-3.



image3.png
Awareness Consideration Retention Advocacy
Product Product Product
Awareness Research Product Receipt

Positive Experience

Negative Experience




image2.jpeg
4. Relationships
‘What About You and Me?

2. Meaning
What Are You?

. dentity
Who Are You?





image1.jpeg
Berlo’s S-M-C-R Model

Summary: Sees communication as occurring in four steps. There are
several factors in each step that will impact the outcome of
communication.

Communication Contant Hearin Communication
skills g skills

Attitude Elements Seeing Attitude

Knowledge Treatment Touching Knowledge

Social System Structure Smelling Social System

Culture Code Tasting Culture

HelpfulProfessor.com




