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The Impact of Nike's Colin Kaepernick Marketing Campaign on Consumer Split
[bookmark: _Toc33733303]1.Project Aim
According to research conducted by Sherman (2018), Nike recently a marketing or public relation (P.R.), Colin Kaepernick campaign, move that has elicited controversies with President Trump lead and Nike's old customers (whites). These group of conservatives are complaining about, a former 23- year old quarterback, terming him a non-patriotic American after taking a knee while singing the national anthem. Nike remained steadfast in its repositioning of the brand, even if it means losing old customers. Therefore, this project aims to provide a consultancy to Nike based on the basement of impacts of Nike's Colin Kaepernick campaign on brand image.
[bookmark: _Toc33733304]2.Project Objectives
 The objectives provide a specific framework of outcomes or results expected at the end of the project. The main objective of this project was to the impacts of Nike's Colin Kaepernick Campaign on customers' split. This primary objective was arrived at by considering the following sub-objectives of the projects.
To determine customers' responses to Nike's Colin Kaepernick ad on media platforms
 To find out how customers of different age and ethnicity responded to Nike's Colin Kaepernick campaign
[bookmark: _Toc33733305]3.Benefits of the project
Several people, especially the conservatives speculated that the Nike would damage its brand image in after Kaepernick campaign. The branding ignited national conversation concerning race, sporting and interpretation of patriotism (Jennings, 2018). Using Kaepernick to promote brand had been considered as lack of respect to the state and the army; President Trump asserted that the move would damage Nike's brand image just like NFL suffered damage of brand image. However, the argument should not be made without rationale. According to Expert commentator (2019), controversies can showcase a positive brand attitude towards political and societal issues without backlash.  
The mindset of customers has evolved, and businesses are presently dealing with more conscious customers, who concentrate on products being purchased and the brand they are buying from than ever before. A good number of comers think that brands have more responsibility to society; thus, they should no longer depend on offering cheap products and having a well-performing product. Other than these responsibilities, the brand also needs to showcase attitudes towards society as they market a product. A research conducted by Expert commentator (2019) resolves that while controversies remarkably attract attention, businesses should also note that it is easier to do even without causing controversy and disrupting the status quo. Earlier in 2019, companies hit the headlines with good and bad reasons for handling society-based issues. This project would help Nike to ascertain whether handling societal issues that n in a manner that is opposed to status-quo can damage the brand image or not. 
[bookmark: _Toc33733306]4. Project Justification
This project is justified by the impacts of Nike's Colin Kaepernick campaign on customers' split. Even though the implications of Nike's Colin Kaepernick campaign is already indicating more of positive impacts on the Company's sale and branding position, it is essential to consider such implication within a short-term framework. What is more, the Company should understand government can create a hostile environment that would not favor the operation of the Company in long-run, especially if the two parties differ in ideologies. It is important to study the possible effects of government influence that can come in the long-run rather than just focusing on the future. Moreover, it is important for the Company to consider the implication of an increasing number of conservative customers neglecting the Company in the long-run. The reason for conducting this study is to put together long-term challenges which are likely to arise either within the legal-political framework or low sales as a result of constant withdrawal of support from conservative customers. It is worth noting that Nike's Colin Kaepernick campaign created both praise and criticism, but a belief-driven buyer can change their buying behavior depending on brand stance. Expert commentator (2019) illustrates the case using SeaWorld Company, which had a massive backlash after releasing a documentary Blackfish. This ad negatively impacted the Company's reputation, thus, registering a drop in net quarter income by 84% (Expert commentator, 2019). 
[bookmark: _Toc33733307]5.Research Methodology 
 Every consultancy project utilizes either qualitative or quantitative methods of research, depending on research purposes. Qualitative research methodology involves an in-depth and subjective analysis of respondents' information. This project is tailored to collecting explanatory outcomes to establish the impacts of Nike's Colin Kaepernick campaign on customers' split. This research applied a quantitative research method because it is closed-ended and very objective in terms of considering the findings.
The project resorted to the presentation of theoretical justification of the impacts Nike's Colin Kaepernick campaign on Consumers' split. The available pieces of literature on the effect of Nike's Colin Kaepernick campaign on Consumer split were established using the search term "Nike's Colin Kaepernick campaign." Charts and graphs drawn pieces of literature are included to support the illustration of the study topic.
[bookmark: _Toc33733308][bookmark: _GoBack]5.1Analysis of Nike's Colin Kaepernick Campaign Case
Nike Inc. is a private multinational corporation founded in America chief executive management, Mark Parker. Nike Inc. deals in designing, developing, manufacturing, and global marketing and sale of apparel, footwear, equipment, services and accessories (Oberoi, 2019). The Company headquarter is located near Beaverton, Oregon, within the Portland metropolitan area of the USA. The Company was founded in the year 1964 Nike Inc. is one of the world's largest suppliers of apparel and athletic, and the primary manufacturer of sporting equipment, having an estimated revenue of $ 39.1 billion by the fourth quarter of 2019 fiscal year (ending 2019, May 31). By the fiscal financial year ending May 21, 2018, the net profit of the Company was $ 1.93 billion. The ticker symbol for the Company is NKE. Nike has the most valuable brand among sporting businesses; the brand is valued slightly above $ 19 billion.

In modern business environments, brands are advised to take risks in their marketing, either through placement or messaging. Nike's Colin Kaepernick ad campaign stands out due to its capacity to a breakthrough in a big way, featuring a controversial brand ambassador. Today, marketing is faced by many challenges including figuring out how to engage young consumers and cluttering media landscape. A research conducted by Tode (2018) that successful marketing in the past involved turning pop culture into breakthrough advertising by hijacking media platforms. These are the kind of advertising that drives brand results. This paper seeks to analyze the impact of Nike's Colin Kaepernick campaign on consumer's split.
According to Vizard (2019), consumers split are marked by age and ethnic differences. U.K. and U.S. consumers are split over Nike's Colin Kaepernick Campaign impacts younger people. Asian American, African American and younger consumers view the Campaign to be more favorable than white and aged consumers. Based on the data obtained from the YouGov Brand Index, U.K. consumers have shifted more attention. Vizard (2019) states that the attention score, measuring the degree of responsibility towards the brand, changed from +9 before the ad to +28 after that ad had been created.
Another survey conducted amongst U.S. consumers living in Toluma ascertained that consumers are split a result of the Campaign. According to Vizard (2019), the Campaign changed the consumers' views as follows; 33% viewed the brand to be more favorable, 30% less favorable, and 37% no impact after the Campaign. Similarly, customers' probability of buying Nike product was also changed as a result of the Campaign (Vizard, 2019). About 28 % of participants assured that they would by more of Nike products, 26% indicated that they would buy less, whereas 46 % of participants acknowledged that the Campaign would not change their purchase propensity (Vizard, 2019). Thus there is a significant amongst U.S. based consumers of Nike product marked by Nike's Colin Kaepernick campaign.   
The overall reaction of consumers about the impact of the Campaign is determined by demographic elements such as ethnicity and age. 
Vizard (2019) posits that the data from market studies show that Nike's strategic targeting campaign worked effectively. The use of Kaepernick in the Campaign created a positive buzz and had substantial impacts on younger consumers. The Campaign positively impacted on the opinion of customers aged between 18-34 years in both U.K. and U.S. markets (Vizard, 2019). Approximately 50% of younger customers viewed Nike products to be more favorable after the Campaign, whereas only 14% view such products as less desirable after the Campaign (Vizard, 2019). On the same note, the Campaign has also positively impacted the propensity of buying; 49% of the customers buy more compared to 9% that buy less of Nike's products (Vizard, 2019).
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Figure 1: Bar graph showing variation in opinion percentage of viewing Nike Products amongst customers of different age-groups (Vizard, 2019).
 A similar criterion was used to focus on the influence of ethnicity in Nike's U.S. market. Black Americans and Asians c changed their opinion about Nike products after the Campaign. American Africans and American Asians became more positive, viewed Nike as more favorable, and make more purchases of Nike products. Vizard (2019) outlines that for the U.K. market, issues of race determine the positivity or favorability of Nike products is rare. However, young consumers are viewed to be having more positive about Nike after the Campaign.
Nike's Colin Kaepernick Campaign also created variation in impression amongst customers. Based on the YouGov data, the impression is about +45 for customers age group between18-34 years and + 36 for customers in the age range of 56 years and above (Vizard, 2019). Nike's major targeted market is young people. This implies that the Campaign as boosted Nike to speak to its targeted audience. Nike's profile data is already showing that those who shop are persons who had a positive impression of Colin Kaepernick Campaign. According to May 23, 2018, fiscal year, the profits made from sales rose by 15% to about $ 1 billion as a result of the Colin Kaepernick Campaign (Tode, 2018).
 Social media network has infinite possibilities and a far-reaching impact. This implies that there was no literal boundary for Nike's Kaepernick visibility to everyone since Nike heavily relied on social media. The topic sparked controversy resulting in massive engagement online or offline. A social media study conducted by Terry (2018) showed mixed reactions from consumers after Colin Kaepernick Campaign. He had noticed that every customer that was opposed to the Campaign was considered wrong by the Company. The Company has even attempted to weigh on political and social issues, but only established that screams of boycotting there products were many. Despite all these scream, Nike chosen to proceeds with their ad. Terry (2018) highlights that Nike's social media conversation dramatically turned negative after the announcement of Colin Kaepernick ad (September 3, 2018), unlike before the ad when every conversation was positive. Instagram Kaepernick's post had had 76K comments and 1.5 million likes; Kaepernick's tweet had 366k re-tweet; Youtube Video on Nike's channel had 144k likes and 27 million views; Nike's Instagram video had 9 million views and 65k comments (Brandbase Blog, 2019). The numbers show that Nike's Kaepernick Campaign profoundly captured customers' attention, with splits in posts of African American Athletes and white athletes. 
The majority of old customers' comments were negative, while current and future customers' comments were positive (Brandbase Blog, 2019).
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Figure 1: Chart showing tracking of social media comments before and after the creation of the ad (Brandbase Blog, 2019). 
[bookmark: _Toc33733309]6.Conclusion
Colin Kaepernick was best suited for Nike's anniversary marketing campaign. Whether this move was good or bad to a section of customers, the brand image of the Company was only to be effected in the short-run, whereas the Company was focusing on the long-term effect of the Campaign on sales. This Campaign was meant for seeking self-identification and authenticity so that customers can see Niklas, a role model for the greater good. A well-calculated move since the Campaign was later praised by the young millennial generation. According to Christodoulides (2009), marketers must do something bigger and take risks to stay in the mind of consumers who live in a fast-changing environment under the influence of social media. Today, Nike is considered to be on the right track in terms of brand repositioning and scaling of sales because of doing something risky and bigger. Will companies sacrifice and risk building their purpose and get rewarded?
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