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[bookmark: _Toc178951561]Chapter 1: Introduction
[bookmark: _Toc178951562]1.1 Research Background 
From the perspective of Soltani et al. (2018), the introduction of digital technology has undoubtedly led to an evolution and increased participation in customer relationship management (CRM). This outlines a strategic approach of integrating the processes, people, and technology such that it becomes easier to understand the needs of a firm’s customers. It aims towards the act of maintaining long-term and profitable customer relationships through the act of enhancing customer satisfaction and loyalty. However, Charoensukmongkol and Sasatanun (2017) mentioned that in the modern business environment, social media platforms have increasingly started to dominate developing as integral tools for managing customer relationships. Thus, companies have started making use of these platforms in such a way that allows them to engage with customers seamlessly and address their concerns for building brand loyalty. Likewise, it seems that Nike has been at the forefront of utilising social media for CRM and has been a global leader in sportswear and footwear. This particular research study revolves around the case analysis of examining how Nike has used social media platforms to manage client connections and spur commercial expansion. Furthermore, Nike has been active on social media, through the act of demonstrating their practice of providing tailored answers in order to establish a close relationship with the public. 
[bookmark: _Toc178951563]1.2 Research problem
It has been discovered that there are a number of difficulties in integrating social media into CRM, despite the possible advantages. Navigating the intricacies around issues like real-time communication and data privacy concerns is necessary. For instance, reports from LinkedIn (2023) declared that Nike has been publicly criticised for its perceived slow pace of innovation. There have been rumours and concerns that consumers are becoming tired of Nike's familiar designs and lack of new, exciting products. This criticism seemed to have indicated that there is increasing pressure on established brands to stay relevant in a fast-paced, consumer-driven market. From this, Fruchter and Wiszniewska-Matyszkiel (2023) outlined that it has been identified that in today’s market, consumers do not hold higher attention spans and are continuously seeking new and innovative products. The fast pace of technological advancements and fashion trends has made it challenging for Nike as consumers expect the company to frequently introduce fresh and exciting products. This kind of perceived slow innovation has almost led to a decline in consumer interest and loyalty. 
Furthermore, the company has come across data privacy accusations by the California Eastern District Court on behalf of customers as it has indicated several significant issues and potential implications for the company (ALM Global, 2021). The complaint seemed to have accused Nike of using session replay software to monitor and record the activities of website visitors. While this technology seems to be valuable for improving user experience and diagnosing issues it has drawn a major concern over significant privacy concerns if users are unaware of the monitoring. 
According to Hamer (2024), the Nike Olympics ad featuring an athlete, licking a table tennis paddle has indeed sparked outrage in China as it has reflected several complex issues covering cultural sensitivity and brand reputation. It can be stated that Nike is a global brand and any kind of cultural missteps would likely affect its brand image. This has depicted loopholes in the social media marketing strategies of Nike, as the ad has been perceived to be disrespectful leading to backlash and damage to the brand’s reputation. 
These types of problems frequently put Nike at a disadvantage and have an impact on sales. Moreover, these difficulties seemed to have frequently been exacerbated for Nike, a company that has a broad and international consumer base. This has brought attention to the research's issue area, which will be examined here. 
[bookmark: _Toc178951564]1.3 Research rationale
The social media platform has an immense role in the management of customer relationships management of Nike by means of applying the social media strategy to get immense visibility in the complicated landscape of the sportswear industry. The survey conducted in the United States has mentioned that 62% of the respondents are in favour of Nike with its immense popularity in the global market. The report of Statista has confirmed the fact that 52% of the sports and outdoor online shops have registered the fact that social media has an immense influence on the portfolio of Nike (Kunst, 2024). Based on the planning of the improvised strategy the company has maintained real-time communications to get long-term mileage in the competitive landscape. By using social media strategy to get significant visibility in the complex landscape of sportswear business, the social media platform plays a huge part in Nike's customer relationship management. Further, according to Isaieva (2019), both Nike and Adidas have maintained a stable market in the sports industry. Both the company have gathered the market with the choice of the platform of YouTube accounting for about 59% of followers with Adidas outnumbering Nike by 75% in the complicated landscape.
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Figure 1: Revenue progress of Nike
(Sources: Guillén, 2024)
Nike is a leading brand with an impressive strategy and appears to be the global leader in the sportswear industry with revenue of about $ 51 billion in the year 2023 based on the planning of the premium pricing strategy (Guillén, 2024). The global market segmentation is one of the key factors of the company to register impressive growth in the industry. The approach of the company to make the tailor-made preferences of the customer helps to meet the diverse needs of the market based on strong market campaigns and promotions to capture the market in the present scenario. One of the main reasons for the company's remarkable rise in the sector is its segmentation of the global market. Based on aggressive marketing campaigns and promotions to seize market share in the current environment, the company's strategy of creating customised preferences for each consumer helps to meet the wide range of market needs. As cited by Isaieva (2019), with the constant adoption of diversification as a focus the company has been putting in relentless efforts to maintain its position in the competitive market of the sportswear industry. The company's approach to developing personalised preferences for every customer is based on aggressive marketing campaigns and promotions to capture market share in the present climate, which aids in meeting the diverse range of market needs.
The company based on the social media interactions with the implications of the diverse data helps to accumulate the information and the insights of the market to gain momentum in the competitive landscape. The business leverages the implications of different data from social media interactions to gather market insights and information that help it acquire an advantage over competitors in the competitive landscape for gaining a competitive advantage in the sportswear industry. The comprehensive demand of the data frames the success of the company to understand its reach in the global market.
[bookmark: _Toc178951565]1.4 Aim, Objectives and Hypotheses
Aim
The aim of the research is the role of the social media platform in the management of the customer relationship for the company Nike.
Objectives
· To highlight the role of social media for better management of the customer relationships at Nike
· To analyse the challenges of the social media platform in the management of the customer relationship for Nike
· To evaluate the effectiveness of the current social media strategies adopted by Nike in customer relationship management
Hypothesis
H1: The use of personalised social media content by Nike is positively associated with higher Customer satisfaction.
Explanation for Hypothesis 1
The particular hypothesis is concerned with establishing relation between the use of personalised social media content by Nike and its association with the level of customer satisfaction. The frequency of uploading personalised content on social media and the type of personalised posts and messages uploaded by Nike are imperative to understand the way it motivates buying decision. Further the challenges faced during usage of personalised content by Nike is a determining factor for understanding the preference of customer in terms of purchasing Nike products. In respective to collect data to address this hypothesis, respondents will be asked about the type, significance and frequency of personalised posts and messaging posted by Nike along with its effect in motivating them to purchase items from the brand. Furthermore, utilisation of the Likert-scale questions is important to determine the way personalised social media content is influential on the purchase decision as well as the challenges regarding the same. 
H2: The amount of time spent on social media is positively related to consumer satisfaction
Explanation for Hypothesis 2
The hypothesis asserts that the amount of time consumers tends to invest on social media through the direct channels of Nike improves their overall satisfaction while engaging with them and addressing their concerns. It is assumed from this narrative that the increased amount of time spent by customers on social media platforms like Instagram, Facebook, or Twitter of Nike through sharing, commenting, postings, and content consumption leads to consumer loyalty. In order to comprehend this hypothesis, a questionnaire will be given to respondents regarding their respective and individual time spent on social media platforms Nike through post sharing, commenting, purchasing and its likelihood, and recommending products to others. Additionally, the involvement of Likert-scale questions will allow to measure consumer loyalty towards the brand through metrics such as their repeat of purchase, frequency of purchase, and brand advocacy.
H3: There is a positive correlation between the amount of time spent engaging with a brand's social media and the level of brand loyalty exhibited by consumers.
Explanation for Hypothesis 3
The hypothesis mentioned above demonstrates that increased digital connectivity, and reliance on social media platforms by customers helps brands to maintain a strong bond and connection. High-quality content helps a brand to engage with potential customers and develop emotional ties, leading the brand to experience exceptional brand loyalty. The rationale behind this hypothesis is to comprehend the level of presence of Nike on social media and promote meaningful content which helps the customers to invest in their continuous interactions and get improved brand loyalty. In respect to conclude this hypothesis, Survey questions will be facilitated to the participants, related to time spent on the website of Nike. It will also include questions regarding what are the most convenient social media platforms such as Instagram, and Facebook used by customers. In terms of collecting data the questions will be asked to the participants related to what are the future purchase rates involved in their interaction with the brand, and how they are willing to repeat their purchases from Nike. In addition, the measurement of the collected responses will include the utilisation of the Likert scale and matrix questions for assessing brand loyalty-related responses. 
[bookmark: _Toc178951566]1.5 Research Significance
This research will aim to examine the role of social media in managing customer relationships, thus offering some valuable actionable insights for Nike into their current CRM strategies. Through the act of understanding customer interactions and feedback on social media platforms, Nike will get the scope to refine its approach to enhance customer satisfaction and loyalty. This research will assist marketers in gaining a deeper understanding of how social media platforms can deploy to engage with customers and address their needs. This can lead to more personalised and impactful marketing efforts. From an academic perspective, this research will outline and comment on the knowledge of CRM and social media marketing by supporting through the act of providing empirical data and case studies for further research. This research will deliver an understanding of the emerging trends in social media CRM, which will help the company’s future-proof their strategies.
[bookmark: _Toc178951567]1.6 Research Structure
Introduction: This is the first chapter comprises the aims and objectives of the research. 
Literature Review: This is the second chapter of the research that presents the literary sources to be aligned with the research objectives.
Methodology: This is the third chapter of the research that highlights the analysis of the research method employed for the study.
Data Analysis and Results: This is the fourth chapter that focus on the data to align with the objectives of this research.
Conclusions and recommendations: This is the final chapter of the dissertation, which presents conclusion along with future recommendations.


[bookmark: _Toc178951568]Chapter 2: Literature review
[bookmark: _Toc178951569]2.1 Hypothesis 1: The use of personalised social media content by Nike is positively associated with higher Customer satisfaction
[bookmark: _Toc178951570]2.1.1 Definition 
Use of Personalisation
Personalisation services involve tailored information or services based on customer preferences and requirements (Chandra et al., 2022). Use of personalisation refers to the incorporation of specific data of customers in order to create specific interactions and make the customers feel valued and acknowledged.    
Social Media
Social media is defined as a platform where a specific group of people are able to share, interact, and create engaging content (Shahbaznezhad, Dolan and Rashidirad, 2022). Personalisation in social media content is one of the critical aspects that improve customer satisfaction by engaging them with customised experiences that resonate with customers.  According to Jeswani (2023), social media utilises algorithms in order to comprehend the behaviour and interests of the specific customers with a brand and thus help brands produce relevant and valuable services. This allows the brands to establish a deeper bond with the customers by making them feel appreciated, eventually fostering higher customer loyalty.
Customer Satisfaction
Customer Satisfaction is a term which is used to measure the effectiveness of a service facilitated by a brand by meeting the expectations of customers through the services (Vu, 2021). Main edge of increased CS is to get more inclination of customers towards the brand and promote the long-term growth of the brand.  
Purchasing Intention
Customer Satisfaction is linked with purchasing intention which defines the willingness of customers to purchase a product and leverage a service from the same brand, it has incorporated earlier (Agag et al., 2023).  It depends on factors such as personalised service, quality of products, and past experiences. 
   
[bookmark: _Toc178951571]2.1.2 Justification
Personalised advertisement content establishes a positive link to increase the purchase intention of customers. In the case of Nike, the brand is focused on facilitating improved personalised content that aligns with customer demand by leveraging social media platforms. In context with personalised social media content, Nike incorporates tailoring messages and recommendations by leveraging past interaction data of users through using social media algorithms (Barseghian, 2024). This strategy for fostering personalised services increases the future interaction of customers with the brand, as the preferences of individuals are fulfilled. For example, the "Nike A.I.R" event, introduced by Nike in Paris held and meant for the runners to showcase athletic innovation and creativity (Ishmael, 2024). The exhibition was advertised on popular social media platforms, including Instagram, and LinkedIn, and recommended to those, connected with the brand, especially the runners (Instagram, 2024). In this way, it can be stated that Nike, by utilising past customer engagement with the brand on social media applications, promotes effective content and recommends those users, to search for Nike services. 
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Figure 2: Nike’s A.I.R Exhibition
(Source: Instagram, 2024)
On the other hand, despite such positive aspects of personalised social media content on drawing higher customer satisfaction, it also leads to negative sights. As stated by Zanker, Rook and Jannach (2019), brands, to increase their customer engagement, may inadvertently alienate by involving over-personalisation services, causing customers to feel overreaching of the brands as recommendations. It further causes customers to feel manipulated instead of valued. For example, the French government has imposed a fine of a significant amount, €32 million on Amazon, and alleged the brand for engaging in excessive surveillance activities to reach out to customers unlawfully (Gruet, 2024). This signifies that personalised social media content is associated with the incorporation of previous data of customers including browsing, purchasing, commenting, and liking. Thus, it can be stated that facilitating personalised experiences to customers through personalised social media content increases their satisfaction, yet it is equally important to avoid over-personalisation. 
Customers, who have positive experiences with their past purchases are more likely to engage with the brand and tend to remain loyal. However, it requires the brands to promote effective marketing content that can match with services and the demand of customers. The rise of social media platforms for delivering personalised content has changed how brands interact with their potential customers to increase customer satisfaction. According to Dwivedi et al. (2021), in this digital era which produces a highly competitive market, it becomes crucial for brands to offer personalised services to sustain their businesses across the global market. Social media platforms offer the most convenient manner for brands to handle high customer engagement with satisfied experiences. Therefore, to reach out to the distinct demands of customers, social media platforms allow brands to customise their services based on the interaction level of the users, thus helping brands to increase their customer satisfaction. Newman (2023), demonstrated that around 60% of customers with personalised experiences from a brand are more likely to repeat their purchasing intention with the same brand. This underscores the high demand for personalised experiences among the brand. Thus, to reach out to such an extensive population, the incorporation of social media platforms is critically important for fostering personalised content and increasing customer satisfaction. 
In the context of Nike, the brand has adopted various personalisation strategies including promoting effective content on social media and gathering a subsequent amount of customer base. Luo and Zheng (2023), stated that Nike is involved in reading customer data which includes past purchases, and browsing behaviour to generate ads that establish alignment with customer needs, focusing on specific demographics. This helps the brands to resonate deeply with the target customers, making them feel valued. For example, the campaign, "Just Do It", promoted by Nike, is considered one of the most iconic campaigns in social media (Hoos, 2024). The campaign specifically targeted women and empowered female athletes to achieve their goals. The "Just Do It" campaign was accountable for promoting apparel that consisted the features and designs that focused on feminine style (Nike, 2024c). In this way, Nike by leveraging personalised content with the help of social media interaction, identifies the demands and underscores the empowerment and inclusivity.
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Figure 3: Apparel trending under the Just Do It campaign  
(Source: Nike, 2024c) 
Nike prioritises direct engagement with customers to leverage them with real-time personalisation services. For example, Nike in China has shown increased customer engagement by 80% weekly after the activation of its virtual community on digital platforms to assist its customers with customised solutions (Briedis, 2020). In this way, adoption of AI-driven chatbots, embedded in the social media accounts of the brand, Nike can resolve the queries of its followers. According to Li and Zhang (2023), chatbots are the prominent tools, backed by AI to meet customer needs on a real-time basis. Incorporation of AI chatbots embedded in social media platforms, helps brands to offer one-on-one communication and manage the ongoing demand of the customers. Nike allows its customers to interact with the brands through the social media message application, increasing the human-to-machine interaction in order to capture their interest which assists the brand in promoting personalisation services and enhancing customer satisfaction (Barseghian, 2024). In this way, AI-driven Chatbots allow Nike to increase customer experience by underscoring their current demand and making them sense esteemed. In addition, the incorporation of AI-driven tools including chatbots, allows Nike to offer personalised recommendations. Visual Assistance of Nike, embedded on the platform including Facebook messengers, enables the brand to read out the customer data and provide them with customised recommendations (Raghunath, 2019). The tool allows customers to experience tailored services based on past preferences and endeavours to meet customer demands, ultimately increasing customer satisfaction. 
In driving effective personalisation through using social media platforms, Nike adopts strategies of collaboration, personalised email campaigns, and continuous engagement in uploading Instagram stories. For example, Nike continuously posts fitness-related campaigns and quotes in order to motivate their potential followers to engage with the brand (Forbes, 2024). This helps Nike to deliver informative information to its potential followers and maintain its customer base. The continuously engaging with effective social media content marketing to provide personalization services, Nike has increased its fan following base, numbering 3,452,109, becoming the most popular brand in winning the Instagram application (O'Connor, 2014). This further helps the brand to reach out to extensive customers and improve their services in context with personalization. 
[image: ]
Figure 4: Empowering post by Nike on Instagram 
(Source: Instagram, 2024)
Despite such expensive opportunities for the incorporation of social media applications to facilitate personalization, challenges regarding over-saturation and authentication of personal data are major concerns. According to Kemp (2020), brands in the race for competition entail doing excessive surveillance on customer data, in order to provide personalised content, deteriorating the privacy of customers. This gives pushback to the brands and can meet with legal implications, diminishing their return value. However, Nike has maintained its limits on overreaching customers by penetrating customer data by using social media platforms and ensuring a positive customer with its personalised services. In this way, it can be stated that by leveraging social media applications, Nike is able to promote its personalisation content to target its customers and positively associate with higher customer satisfaction.  In this way, it can be stated that brands such as Nike are required to facilitate engaging content in order to optimise the interaction of users to social media accounts of the brand, demonstrating higher customer engagement. 
[bookmark: _Toc178951572]2.2 Hypothesis 2: The amount of time spent on social media is positively related to consumer satisfaction
[bookmark: _Toc178951573]2.2.1 Definition
Time spent on social media
Time spent on social media refers to the amount of time an individual drained while using social media applications including Facebook, Twitter, Instagram, and YouTube (Foubister et al., 2023). Individuals used to spend their time on social media doing activities like browsing content, liking posts, gathering information, commenting on specific content, and engaging in conversations. 
[bookmark: _Toc178951574]2.2.2 Justification:
The orientation of brand engagement with social media platforms tends to induce a positive trust and credibility of the brand within the customer base, thereby resulting in increased traffic and engagement. According to the view of Haddad et al. (2022), the B2B marketplace has driven the consumers' engagement, positive emotions along trust among the consumers. This has further demonstrated the role of social media in positively contributing to market engagements on a relevant scale. According to the view of Czarnecka et al. (2022), there is an effective relationship between social media usage in terms of time investment along consumers' engagement and brand loyalty. For example, it has been articulated in Latterly (2024) that the comprehensive digital marketing strategy of Puma has developed advertising strategies, and digital marketing initiatives leveraging social media dominance along with influencing the collaboration. They have improved their channel through Instagram, Facebook, Twitter, and TikTok by maintaining strong connections with diverse ranges of audiences. This has further demonstrated the role of social media associations of businesses in contributing to the increased brand connectivity with customers for better accountability and engagement. Thus, the extent of social media use in terms of the time investment of the consumers has positively related to the consumers' engagement along with brand loyalty in the sportswear industry globally.
The orientation of social media engagement tends to invoke businesses with the opportunity to indulge in influencer marketing, which is another aspect contributing to extensive customer engagement and satisfaction. The study of Sajjad and Zaman (2020), stresses the impact of influencer marketing in providing organisations with the ability to develop spring relationships with customer base, thereby, leveraging desired levels of engagement. The orientation of influencer marketing through social media associations enables brands to channel a stable fanbase of particular influencers. This further supports businesses in attracting customers to opt for specific products, thereby gaining perceived engagement. For example, Nike has collaborated with Shakes Drayton, a professional retired athlete through segregating posts and campaigns on Instagram to promote its product lineup (Norton, 2020). This has further signified the role of social media in enhancing customer engagement by targeting the fan bases of celebrities, thereby leading to the attainment of desired engagement margins. The rise in the customer engagement margins has further led to increased sales margins of Nike by approximately 1% in the current year (Nike, 2024). The rising slide margins have further denoted the role of social media platforms in impacting customer engagement. Hence, it can be stated that social media's extensive time investment is positively related to customer engagement. 
The presence of effective social media associations provides organisations with the ability to foster direct communication with the perceived customer base, which is a potential contributor to positive margins of audience engagement. The study of Moghadamzadeh et al. (2020), stresses the aspects of social media engagement including influencer marketing, SEO, and analytical decision-making in the advancement of strong customer relationships with brands, posing a positive impact on the rising levels of customer engagement. This has further denoted the role of social media platforms in increasing the overall brand awareness, which further positively impacts the ratios of engagement, through providing awareness to the global population regarding the brands and its offerings. For example, Nike has effectively engaged with its customers through Instagram and Facebook posts and comments, which have enabled it to foster transparent communication, thereby gaining perceived engagement margins (Economic Times, 2024). This has further enabled it to develop positive customer relationships, signifying the role of social media in enhancing the competitive advantage of businesses. Furthermore, engaging with social media platforms has enabled Nike to gain approximate repetitive usage among 51% of the total athleisure users in the UK (Kunst, 2023). Hence, the aforestated aspects have signified the positive relation of social media engagement in enhancing the customer-oriented services of Nike by a significant margin.
The strategic measures of Nike to engage with customers through social media engagement have further positively contributed to the attainment of regular customer feedback, thereby resulting in increased connectivity. The study of Khattak and Yousaf (2021), emphasises the role of effective social media usage in tracking the levels of customer satisfaction and dissatisfaction through reviews and feedback. This has further demonstrated the role of social media engagement in supporting businesses to align their product formulation with the needs and expectations of the customer base. For example, Nike has effectively prioritised product formulation for its sneakers by aligning customer reviews through social media platforms (Kohan, 2022). This has further resulted in it gaining a 16% rise in its sales margins by 16% in 2022 (Kohan, 2022). Hence, it can be mentioned that social media engagement and time investments are positively related to the attainment of customer engagement by a significant margin across global market spheres. Therefore, it can be stated that the higher the amount spent by customers on the social media accounts of the brands, the higher the possibility of obtaining a level of brand loyalty.  
[bookmark: _Toc178951575]2.3 Hypothesis 3: There is a positive correlation between the amount of time spent engaging with a brand's social media and the level of brand loyalty exhibited by consumers.
[bookmark: _Toc178951576]2.3.1 Definition:
Brand Loyalty
Brand Loyalty is defined as the continuous preference and willingness of a particular customer to make their purchase again or show interstate to connect with one particular brand over any other (Kato, 2021). Brand loyalty depends on factors such as trust, and emotive engagement, helping the brand sustain its reputation and maintain its continuous functionality. 
[bookmark: _Toc178951577]2.3.2 Justification:
Active presence across social media platforms in respect of time investment is extremely beneficial for businesses like Nike in promoting brand loyalty in the market. As per the evaluation of Jibril et al. (2019), the power of social media improves engagement and retention of the customers resulting in escalating brand loyalty among the customers in the modern dynamic business marketplace. Additionally, Jeswani (2023), mentioned that the utilisation of social media in a strategic manner helps businesses in building a sense of community and brand awareness among the customers which promotes brand loyalty in the market. Active presence across social media platforms helps brands offer timely customer support, building authentic connections and creating online communities which support boosting brand loyalty in the market.
In such a context, it has been found that Nike is strongly active across several social media platforms like Facebook, Instagram, Twitter and YouTube allowing in tailoring its messages to the specific consumer demographics (Li and Chen, 2023). In addition to that, Nike encourages its followers to share their experiences and stories by using hashtags such as "JustDoIt", "DreamCrazier" and "nikefc" which generate a sense of community among the customers with the brand (Mainwaring, 2019). Apart from that, Nike uses social media platforms to listen to the feedback and perspectives of customers and responds to the comments of the customers in a timely and personalised manner. This approach supports the brand in improving the sense of engagement and belonging among the customer resulting in brand loyalty among the competitors in the marketplace. 
Effective social media engagement supports businesses in building healthy relationships and engagement with the customers which results in promoting brand loyalty. As per the statement of Li and Chen (2023), the key social media strategy of Nike is to build meaningful connections and relationships with consumers by offering inspiration, authenticity and engagement. The company often features real and practical life and stories of athletics and motivates the audience to share their own experiences using Nike products. This approach helps Nike in promoting its customer base, sales rate and community building resulting in brand loyalty in the market. In the view of Santini et al. (2020), the fact can be stated in context to Nike, social media engagement and time investment are related to the huge success of the footwear brand effectively. The author has depicted the fact that social media engagement in the context of Nike in the whole world has been seen as 49% representing the 3.8 billion potentially engaged consumers in social media in the year 2020 (Santini et al. 2020). Thus, it can be inferred that Nike has an active presence and strong position across social media platforms which supports engaging the customers and boosting its brand loyalty.  
The usage of social media accounts and platforms helps businesses in the modern digital era engage with customers through compelling storytelling and attractive content. As identified by Gavoyannis (2020), Nike introduced certain endeavours like Nike Football, Nike Woman, and Nike Training which included simple, powerful slogans along with emotional storytelling as the unique effectiveness in CRM for increasing their number of followers around the world. Therefore, it can comprehend that personalised social media content fosters higher customer engagement and thus generates higher customer satisfaction. This further helps the brand to create robust brand loyalty and promote a stronger connection with the customers. 
As per the analysis of Gautam and Jaitly (2021), engaging and collaborating with popular athletes and social influencers is highly effective in engaging customers and building brand loyalty in the market. For example, Puma features its brand ambassadors like Neymar Junior, Rihanna and Dua Lipa on Instagram which promotes its social media customer base and brand engagement (Malviya, 2024). Similarly, Nike engaged Michael Jordan, Christiano Ronaldo and Colin Kaepernick through social media platforms like Facebook and Instagram, to help the brand engage customers and improve its brand loyalty in the market (Fox, 2020). Apart from that, it has been reported that Nike has used media analytics to track brand sentiment and brand engagement effectively by engaging the consumers in real-time. In addition to that, the brand analyses the feedback and interaction of the customers in accomplishing their concerns which also helps the brand in promoting its rate of loyalty in the market. Thus, it can be inferred that presence in social media aligning with effective time engagement is associated with brand loyalty and the brand engagement of consumers in the footwear industry.
Social media helps companies build emotional connections with customers by offering them to share their personal stories and experiences. It has been informed in Team TBH (2023) that Nike has developed emotional branding along with the marketing strategy by employing storytelling to inspire diverse ranges of people and embracing them in considering the products of the company. It has been also revealed that Nike has developed a "better for it" campaign by motivating women to combat the new challenges. Additionally, in 2018, Nike organised "Dream Crazier" to celebrate female athletes and their determination, resilience and strengths (Hoffmann et al., 2020). The campaign featured the ways female athletes overcome their challenges and achieve their dreams. This approach helps the company gain the loyalty of the customers, specifically women at a significant rate in the competitive business marketplace. 
The active responses to the comments, posts, messages and mentions of customers through social media platforms help Nike to feel the customers engaged and value the brand resulting in promoting brand loyalty in the market. Nike utilises social media in a strategic and timely manner that supports the company in engaging customers and building relationships with them. Thus, it can be inferred that the hypothesis which states that social media usage in terms of time investment is positively associated with brand loyalty is current and justified. 
[bookmark: _Toc178951578]2.4 Theories
[bookmark: _Toc178951579]2.4.1 IDIC model
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Figure 5: IDIC model 
(Source: Lucidchart, 2019)
It has been depicted in Lucidchart (2019) that, the IDIC model stands for the four stages of CRM implementation such as identification, differentiation, interaction along with customise. The first step of the model is about the identification of the consumers for collecting the information along with the data from them. The second stage of the model "differentiate" is the segmenting of the consumers in the context of their lifetime value. The third stage of interaction is about the interaction with the consumers by giving them loyalty benefits along with rewards for encouraging them effectively (Lucidchart, 2019). The last and final stage of the model depicts the ensuring of the goals of the consumers by ensuring the meeting of the expectations of those of the consumers. However, in the current research, this theory has been taken into consideration as it can be easily aligned with the needs of the objectives. Thus, all the steps of this model can be easily aligned with the effectiveness of the role of social media that has the efficiency to meet all these four of the certain points to encourage consumers' engagement towards the products of the sportswear industry. 
Thus, the fact can be stated that the IDIC model in the context of 3 of the hypotheses of the study can be related effectively. In relation to hypothesis one, the IDIC model underscores the importance of the identification of specific demographics to whom services of personalisation are given by Nike. It is addressed through AI-driven such as Virtual Assistance chatbots, and Analytic tools that are accountable for establishing distinctions of consumers based on their preferences and interests. The interaction stage involves Nike delivering its services to the target consumers and gaining their responses, developing increased customer engagement. However, to maintain customer engagement, Nike uses past purchasing data and offers customised solutions for consumers, levelling up customer satisfaction. The interaction and the consumers' engagement or the customisation of the IDIC model can be related to hypothesis 2. The application of the new strategies and customisation of the product has effectiveness in helping consumers’ feedback management, which can be more effective for Nike than that of the other traditional methods (Lucidchart, 2019). The customer interaction step of the IDIC model has the effective in helping consumers to understand their expectations and the business product services. Thus, it can be clearly stated as it is correlated with the hypothesis 3. It can rejuvenate the understanding of the consumers and it will boost social media usage of the consumers as the result of effective consumer engagement and brand loyalty. 
[bookmark: _Toc178951580]2.4.2 Payne's Five Process Model
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[bookmark: _heading=h.3j2qqm3]Figure 6: Payne's Five Process Model
(Source: He et al., 2020)
He et al. (2020) explained that this model is an effective framework that helps in improving the CRM to increase consumer retention rate. This framework consists of several processes. These are the process of strategy development, value creation procedure, multichannel integration procedure, performance assessment procedure, and finally the information management procedure in the CRM. These phases of the framework have allowed the business organisation to manage the consumer relationship for developing the brand image. It allows adapting the multichannel integration to assist the performance of the organisation. 
According to Lucidchart (2019), it can be stated that Payne's Five Process model has two main components a cross-functional CRM process along with the key elements of the CRM implementation. The five forces of the model can be depicted as strategy development, value creation, multichannel integration, informational management along performance assessment. The strategy development of the model depicts the development of the vision for business offerings. The value creation process indicates the involvement of the value of the consumers in understanding the process of the value proposition along with the value assessment effectively (Lucidchart, 2019). The multichannel integration process helps the business to make any market decisions by evaluating both the strategy and value proposition. The next stage, which is the performance assessment process, is the way of understanding the value proposition of the business through the shareholder value along with the consumer engagement scenario. The last and final stage is about collecting, organising and using the information related to the consumers with the insights of consumers' behaviour.
In context to Payne’s Five Process model, there are diverse ranges of steps included in the model and those can be related to the hypothesis in the existing study. The framework defines the integration of the consumers' retention rate as multichannel integration, the information and the analytical process of the model help the business in creating marketing responses, that will not be exceptional in the case of managing the consumers' feedback, and it is associated with social media usage (Lucidchart, 2019). The assistance of the theory will develop the concept of creating brand awareness for Nike. 
[bookmark: _Toc178951581]2.5 Conceptual Framework
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Figure 7: Conceptual Framework
(Source: Created by Author)
From the above conceptual framework, it can be stated that Social Media Strategy is the Independent Variable here while Customer Relationship Management (CRM) is the Dependent Variable. CRM is influenced by the effectiveness of Nike’s social media strategy as the ability to identify consumers through social media data allows Nike to tailor marketing efforts to specific customer groups. Social media is indeed a platform for Multichannel integration. The conceptual framework has effectively illustrated that the role of social media strategy acts as an Independent Variable, which seems to influence CRM outcomes. It can be stated that H1 is supported by the effectiveness of personalised social media content to gain higher customer satisfaction. On the other hand, H2 focuses on the level of time, spent by customers on social media applications, demonstrating a higher customer interaction. Alongside this, H3 seems to have been strengthened by the positive correlation between social media engagement and brand loyalty.
[bookmark: _heading=h.3mkatqm0gb35][bookmark: _Toc178951582]2.6 Literature Gap
From the exiting literature, several valuable insights have been obtained including the strategies of Nike to leverage personalisation in social media applications to attract target customers (Luo and Zheng, 2023). It has been obtained that Nike encourages events such as Nike A.I.R, and Just Do It campaigns in order to give personalisation strengthens to increase their customer involvement (Barseghian, 2024; Hoos, 2024). In addition, it has also been observed that the inclusion of chatbots has provided Nike an opportunity to boost their brand loyalty and increase customer satisfaction rates (Zaman, 2020; Li and Chen, 2023). However, despite gathering such extensive information from the existing studies, limitations have also been identified in terms of underscoring the long-term impact of personalisation on maintaining customer trust. It has been found that risks including over-personalisation is associated with facilitating personalised services to customers and manipulating their purchasing decisions (Kemp, 2020). However, the existing literature shows a lack of information about the ongoing development of measurements that Nike is incorporating to encounter these issues and safeguard the interstate of their valuable customers and placing an ethical business practice. 

[bookmark: _Toc178951583]Chapter 3: Research Methodology 
[bookmark: _Toc178951584]3.1 Introduction 
The subsequent chapter in a study is an imperative component that formulates a specific plan abided throughout the course of research and utilises selective methods to effectively meet with the research objectives. Contextually, this particular section outlines methods chosen along with justifying their relevance and significance to the conduction of research to gain actionable findings. In this aspect, the concentric layers of the Research Onion by Saunders consist of step-by-step methods namely philosophies, approaches, strategies, choices of a research, time horizons and information gathering and interpretation techniques (Saunders et al., 2016). The above-mentioned methods are significant in depicting a pathway for conducting the research and developing comprehensive findings from it. 
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Figure 8: Research onion by Saunders 
(Source: Saunders et al., 2016)
[bookmark: _Toc178951585]3.2 Research Philosophy 
The following research has incorporated positivist philosophy in order to determine the significance of social media platforms in management of the customer relationship for the company Nike. Ikram and Kenayathulla (2022) suggested that positivist philosophy is related with objectivism that is helpful in finding truth by trying several hypotheses. This indicates the nature of positivist research philosophy as objective and gathering understanding from empirical evidence such as human experiences to establish and try hypotheses. On the other hand, Ryan (2018) criticised that positivist research philosophy is predominantly reliant on experience as a valid source and lacks flexibility for its dependence on obtaining results from numerical information. Even with the shortcomings, the positivist method in philosophy has been implemented for highlighting the importance of social media for effective management of customer relations of Nike on the basis of their experience. Further, the chosen method of philosophy has been beneficial in evaluating the challenges pertaining to customer relationship management faced by Nike using social media platforms based on collected empirical data. Lastly, positivism philosophy of the research has enabled in analysing the efficacy of the recurring social media strategies incorporated by Nike for customer relationship management from numerical information on customers. Therefore, the positivist philosophy is an appropriate method for effectively gathering accurate answers of the research questions. 
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Figure 9: Philosophy of research 
(Source: Adapted from Ikram and Kenayathulla, 2022)
[bookmark: _Toc178951586]3.3 Research Approach
A deductive approach has been adopted in this research to analyse the role of the social media platform in the management of the customer relationship for the company Nike. In this account, Bonner et al. (2021), stated that deductive approach is considered to be a structured way in order to test existing theories and hypotheses. On the other hand, Proudfoot (2022), explained that a deductive approach is slight ineffective in drawing expected findings and limited quality and quantity of data tends to restrict the statistical analysis in a proper way. However, Conaty (2021), contradicted and stated that deductive approach relies on the formal rules of inference and also explains complicated and abstract principles. On the contrary, Casula, Rangarajan and Shields (2020), further argued that though deductive approach holds risk of forming inaccurate conclusions, it builds theory, focuses on particular aspects, delivers logical and systematic methods to reach accurate and meaningful deductions.
[image: ] 
Figure 10: Selected research approach
(Source: Adapted from Bonner et al., 2021; Casula, Rangarajan and Shields, 2020)
It indicates that selection of deductive approaches has been ideal for this research due to its structural and systematic process. In this research, the particular research approach has helped this research to conduct deduction of numerical values based on the challenges of the social media platform in the management of the customer relationship for Nike. Moreover, the particular approach has assisted to foster new insights regarding social media platforms in the management of the customer relationship for Nike through new theories and hypothesis building. Thus, it can be stated that deductive approach has been effective in conducting the overall quantitative research. 
[bookmark: _Toc178951587]3.4 Research Choice
In this research, the mono-quantitative method in terms of primary quantitative, has been chosen to focus on collecting quantifiable data for interpreting actual level of connectivity of customers with the Nike brand through social media. However, the incorporation of mono-quantitative research choice poses key drawbacks that have the potential to limit the capability of this research to foster robust research outcomes. According to Ojebode et al. (2020), one of the primary drawbacks of the mono-method quantitative research choice is its limited scope for establishing the cause-effect relation of certain phenomena. This hinders a study from gaining practical insights into the genuine reason for occurrences of certain phenomena, reducing the effectiveness of the result. In this way, this research choice has made this research difficult to capture the motivational or demotivational factors that cause consumers to use social media to connect Nike brand. 
On the other hand, Ojebode et al. (2020), also stated that mono-method quantitative choice is adopted in a research study to focus single approach to gather generalised data measuring variables such as rates, scores, and response time. Therefore, a mono-method quantitative research choice has been used in this research due to its ability to measure customer satisfaction scores and rates that define their engagement with the Nike brand through social media. In addition, the mono-quantitative method is cost and time-effective and thus has helped this research to determine the past pattern of Nike to include social media marketing strategy for attracting potential customers. Thus, it can be stated that Including a Mono-method research choice in terms of primary quantitative has been used to correlate the social media platform and customer base status of Nike. 
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Figure 11: Research Choice
(Source: Adapted from Ojebode et al., 2020)
[bookmark: _Toc178951588]3.5 Research Design
A descriptive research design has been used in this research to gain critical information regarding the way social media platforms influence customers to engage with the Nike brand. However, descriptive research design has also limitations in terms of describing historical data on comprehending the effectiveness of social media strategies in building healthy relationships with customers. It has been supported by Aggarwal and Ranganathan (2019), which argued that descriptive design only focuses ongoing states in describing the prevalence of certain trend. Thus, with descriptive research design, this research has shown limited scope to explain influencing factors that encourage consumers to interact with Nike brand through social media applications. 
Conversely, Aggarwal and Ranganathan (2019), also stated that, descriptive research design facilitates a research study to promote a systematic comparison by analysing the collected data on a primary basis. In this way, this research has enabled its approach to provide detailed analysis of varied aspects including nature of customer interactions, level of customer satisfaction, and response time. These aspects have helped this research to comprehend the significance of social media platforms in gathering a healthy customer base compared to other marketing strategies. In addition, this research has gained an edge to capture current scenarios on the level of usage of social media platforms along with associated risks, and opportunities for Nike. Thus, incorporating to descriptive research design, this research has identified areas of improvement by accessing momentary snapshots on ongoing situations of using social media platform to build customer relationships. 
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Figure 12: Research Design
(Source: Adapted from Aggarwal and Ranganathan, 2019)
[bookmark: _Toc178951589]3.6 Research Strategy 
In this research, a primary quantitative research strategy has been utilised to comprehend the potential challenges and solutions on the basis of a real-time scenario to explore the contribution of social media platforms to Nike for engaging potential customers. Furthermore, Savela (2018), stated that incorporation into a primary quantitative research strategy is unable to capture in-depth information regarding the subject matter as it depends on a questionnaire-based structure to collect data. Therefore, the adoption of a primary quantitative research strategy has the potential to provide an insubstantial research outcome due to its potency to overlook critical details about customer behaviour. 
Despite this limitation, this research has reaped the benefits of a primary quantitative research strategy in terms of gathering objective assessment of the marketing strategy of Nike with social media platforms. Savela (2018), also demonstrated that the primary quantitative research strategy focuses on quantifiable metrics that help research to promote a systematic evaluation and assist in identifying the potential challenges and opportunities of ongoing trends. Therefore, with this particular research strategy, this research has determined the prominent challenges Nike encounters while integrating social media applications to build positive relationships with its customers. Moreover, aligning with this strategy has also helped to provide practical knowledge on the best possible strategies and further opportunities to increase the effectiveness of social media platforms by Nike to gain a competitive edge in the global market. 
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 Figure 13: Research Strategy
 (Source: Adapted from Savela, 2018)
[bookmark: _Toc178951590]3.7 Data Collection Method
Primary data collection through a survey method has been performed in this research in order to collect quantitative data. In this account, Kotronoulas et al. (2023), stated that the data collection through survey facilitates large sample size, cost-effectiveness, accuracy, objectivity, and real-time analysis. As a result, it delivers up-to-date, real-time, and precise information to improve credibility of the gathered data. Thus, it can be stated that the primary quantitative data collection method has been appropriate for this research. In order to conduct a proper survey, at first, an advertisement has been published on LinkedIn and Instagram to target social media users who are Nike consumers. Additionally, contact details of the research team have also been mentioned along with advertised content.
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Figure 14: Data collection method
(Source: Adapted from Kotronoulas et al., 2023; Cheong et al., 2023)
The desired candidates have reached through the given mail id and an information sheet and consent form have been sent to their active and contacted mail id. After getting their consent a questionnaire made with the help of Google Forms carrying 15 close-ended questions regarding the social media platform in the customer relationship management for the company Nike has been sent to them. Moreover, they have also been assigned with a submission deadline which has been 48 hours of submission. The conduct of the survey has helped this research to gather data regarding various aspects like the role of social media in better customer relationship management and the challenges of the social media platform in managing customer relationships. Moreover, it has also considered areas like the effectiveness of the current social media strategies adopted by Nike to overcome challenges related to managing customer relationships. Therefore, it can be stated that the selected data collection method seemed to be right for the effective conduction of this research. 
[bookmark: _Toc178951591]3.8 Sampling technique and sample size 
This research has incorporated convenient sampling for generating particular findings from a target population based on their availability and certain criteria of the research. Jager, Putnick and Bornstein (2017), stated that convenient sampling techniques helps a researcher to simplify the data collection method through facilitating easy access of participants and thus considered as a cost-effective measure. Thus, this research has adopted a convenient sampling method in order to ensure the proximity of participation on less effective time and gather quantifiable data. 
On the contrary, Jager, Putnick and Bornstein (2017), has also introduced potential limitations of the convenient sampling in terms of generating less generalised research outcomes as it lacks the critical criteria for selection of the participation. In this way, adoption of convenient sampling is accountable for accessing the right population to gather relevant information. However, despite such drawbacks, this research has established the alignment with the convenient sampling technique due to ease of access of the wider population to collect large maximum responses in less-effective time. Incorporation to convenient sampling technique, this research addressed potential biases by avoiding inclusion of specific criteria and comprehended the contribution of social media to impact the behaviour of customers towards Nike. Initially, it has been assumed that around 200 responses would be gathered, however, the responses have been limited to 100 for adding more specificity to gathering data. This made the sample size of this research, 100.
[bookmark: _Toc178951592]3.9 Data Analysis Technique
A descriptive analysis technique through SPSS software has been performed in this research which has been based on the graphical charts derived from the survey. In such a context, Aggarwal and Ranganathan (2019), stated that descriptive analysis mostly ensures that the data is gathered accurately. Though descriptive analysis is ineffective for testing hypotheses and to predict the future of the data, it provides a broad view of occurrences and phenomena by utilising several variables (Kaur, Stoltzfus and Yellapu, 2018). As per the investigation of Alabi and Bukola (2023), descriptive analysis tends to deliver robust insights from the wider sample size and recognise outliers.
It signifies that the selected data analysis technique has been significant for the conduction of this research. In this research, descriptive analysis through SPSS software has helped the research to interpret graphics and numerical values about social media for better management of the customer relationships of Nike. Moreover, it has also fostered the predictive outcomes of the current social media strategies adopted by Nike in customer relationship management through SPSS software by conducting tests like coefficient, regression, and ANOVA to prove the hypothesis. Hence, it can be understood that selected data analysis techniques have been effective and supportive for this current research.
[bookmark: _Toc178951593]3.10 Time Horizon
Cross-sectional research has been conducted within this research to complete the assigned milestone of the research. According to Wang and Cheng (2020), cross-sectional research is cost-effective and fast to perform which further aims to analyse multiple variables within the limited period of time. Setia (2019), argued that though cross-sectional research does not capture the progress of the circumstances that happened in a longer period, it tends to emphasise on past, present, and future of the research subject to improve its reliability and credibility. Hence, it can be stated that the chosen time horizon has been easy and effective to conduct. In this study, the particular time horizon has supported the given timeline of the research for each step to process collection, analysis, and interpretation of the research regarding the role of the social media platform in the management of the customer relationship for the company Nike. Thus, it can be understood that cross-sectional research seemed to be ideal and influential for this research.
[bookmark: _Toc178951594]3.11 Research Reliability and Validity 
The reliability and validity of a research typically entails consistency and accuracy throughout the study. According to Rose and Johnson, (2020), reliability in research depicts consistency in the outcomes of a study by collecting the similar results post generation of multiple observations. This indicates the necessity of reliability factor within research for orchestrating a consistent study through generation of numerous observations and compiling similar results together. 
[bookmark: _heading=h.38zgs0rncint]Further, Kamper (2019), specified that validity in research is beneficial in ensuring implementation of appropriate steps pertaining to a study for gathering and interpretation of the information, relevant to the scope of the study. It can be understood the role of validity within research for verifying particular methods for orchestrating the research thereby strengthening the research scope. This way the reliability as well as validity aspects in research facilitates robustness to the results along with upkeep of the integrity of the study. Appropriate gathering of data with the help of surveys has helped in ensuring validity within the research and meticulous choice of sample population, namely social media users who are also customers of Nike has favoured the reliability of the study. 
[bookmark: _Toc178951595]3.12 Ethical Consideration
This research has maintained the utmost of ethical consideration in terms of adhering University guidelines for conducting research and increasing the uprightness of the research outcome. Incorporation into University guidelines, in terms of following the instruction of facilitating consent forms to all the participants, has allowed this research to maintain the integrity of the research while collecting data in a valid manner. Facility of consent forms has enabled its participants to be fully aware of their engagement with the study along with potential risks and opportunities. In this way, this research has avoided potential negative consequences of the research conduction and maintains the safety and well-being of the participants.
On the other hand, this research has also complied with the guidelines of the General Data Protection Regulation to safeguard the interests of all the participants by ensuring data security. According to the Government of UK (2018), introduced by the European Union in 2018, the GDPR law was enacted in order to safeguard privacy and personal data of an individual in their setting with any kind of business or research. Therefore, this research has been mandated to adhere to the GDPR guidelines to ensure stringent data security measures in order to protect the personal information of all the participants. In this way, this research has ensured robust security management such as the incorporation of cloud-based technology to store the collected data. 
[bookmark: _Toc178951596]3.13 Summary
It has been inferred that the research has derived effective methodology pathway from the concentric layers from the Research Onion model of Saunders namely positivist philosophy of research, deductive approach as well as research design as descriptive. Further, it has been observed that the mono-quantitative method along with survey strategy of research has provided with focussed collection of appropriate data and establishing relevant findings based on the aims and areas of the research. In addition, data has been collected with the help of primary quantitative methodology along with using descriptive analysis through SPSS software for attaining variables of research and establishing relationships as per the needs of the findings. It can also be summarised that the research has maintained reliability and validity for enhanced credibility of the research. Lastly, it has been discussed the adherence of the University guidelines and Data Protection Act, 2018 for upkeep of ethical considerations of the study.


[bookmark: _Toc178951597]Chapter 4: Data Analysis
[bookmark: _Toc178951598]4.1 Introduction 
Data analysis is considered one of the significant sections of a research study and entails interpreting collected data in order to produce the most relevant research outcome. In this research, this chapter is going to model the research outcome by collecting and framing relevant information that is accessible to address the gathered responses of the survey outcomes, facilitated by this research. It has analysed carefully all the survey questions based on demographics, and perception of customers regarding the social media activities of Nike. This section has also addressed the effectiveness of the level of incorporation of social media platforms along with potential issues that customers encounter with the brand while engage through social media sites. 
[bookmark: _Toc178951599]4.2 Primary Quantitative Analysis (Survey)
[bookmark: _Toc178951600]4.2.1 Question 1 
[image: Forms response chart. Question title: 1. What is your age?. Number of responses: 100 responses.]
Figure 15: Age range of respondents participated in the survey
Analysis:
Based on the above figure, it has been observed that the majority of the participants belong to the age group of 18-25 years of age followed by 26-35 years old as the second largest age group taking part in the survey. The responses collected from the participants have been helpful in developing an understanding on the efficacy of social media marketing in the context of managing effective customer relationships for Nike. Thus, it can be stated that predominantly the younger generations are aware of Nike and have come across the brand on social media. 
[bookmark: _Toc178951601]4.2.2 Question 2 
[image: Forms response chart. Question title: 2. What is your gender?
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Figure 16: Gender of the participants contributing to the survey
Analysis:
Based on the above figure, it has been determined that most of the participants who have contributed to the study are males, followed by females as a close second. This indicates the interest of male participants towards sports accessories and athleticwear for being interested in Nike as a brand. 
[bookmark: _Toc178951602]4.2.3 Question 3 
[image: Forms response chart. Question title: 3. What kind of work do you do?
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Figure 17: Professional background of the study participants of the survey 
Analysis:
Centred on the above provided findings, it has been interpreted that majority of the study participants are students followed by individuals involved in the service sector. The chosen study participants have witnessed social media interactions done by Nike using customer-generated content. This is supported by a literary source by Li and Chen (2023) suggesting that Nike has incorporated customer-generated content for garnering the attention of social media users. Such content reaches online users for increasing customer engagement and enabling favourable customer relationship management with Nike. This showcases the professional background most of the participants that have observed social media content put up by Nike are students with considerable awareness about the brand. 
[bookmark: _Toc178951603]4.2.4 Question 4 
[image: Forms response chart. Question title: 4. What is the frequency of your interaction including liking posts, sharing content, messaging, and commenting, with the brand on social media platforms?. Number of responses: 100 responses.]
Figure 18: Frequency of customer interactions with Nike on social media platforms 
Analysis: 
From the above shown figure it has been understood that most of the study participants have weekly interactions with Nike with the help of social media platforms. It has also been observed that the second largest consensus have confirmed monthly interactions with Nike using social media platforms. The respondents of the survey have shown to be involved predominantly in weekly interactions on social media with the brand such as through liking posts, sharing content, messaging and commenting. This indicates a sufficient number of interactions of customers utilising online platforms with the athletic brand. 
The weekly and monthly interactions with the brand through social media showcase the effectiveness of the social media strategies implemented by Nike for capturing attention of online users towards the brand. With the help of posts and comments, Nike has influenced increased levels of customer engagement. The consumers of Nike using social media platforms gain curiosity through the images and videos uploaded by the sports brand. The incited curiosity works in favour of the brand leading to exploration of the items shown in the social media posts. It then leads to inquiry on the product thereby purchasing the product.
In addition, the customers who are either excited about the products uploaded or have used the items tend to share the posts featuring the product on social media platforms. This acts as an electronic Word-of-Mouth (eWOM), influencing other social media users to check out the details of the product as well as motivate them enough to purchase the product shown in the shared posts. In this way weekly and monthly interactions of customers with social media posts uploaded by Nike helps in creating a positive reputation regarding the brand, as a result helps in gaining broader customer range through interactions in the social media. Hence, it can be stated that customers mostly interact with Nike on social media platforms on a weekly as well as monthly basis. 
[bookmark: _Toc178951604]4.2.5 Question 5 
[image: Forms response chart. Question title: 5. Has the social media campaign utilised by Nike been significant in motivating you to buy merchandise?
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Figure 19: Significance of social media campaign utilised by Nike to motivating in purchase 
Analysis:
As shown in the findings above, it has been inferred that many of the participants have felt that social media campaigning utilised by Nike is significant to motivate customers to purchase from the brand. Social media campaigns have a favourable impact on influencing buying intention as well as purchase itself among individuals (Traymbak, Misra and Jonathan, 2022). Contextually, social media campaigns utilised by Nike have a remarkable impact on online users motivating them to purchase items from the brand. 
The social media strategies utilised by Nike such as in-application advertisements, endorsement using celebrities, and electronic Word-of-Mouth (e-WOM) helps in attracting the attention of online users while using social media applications (Raval and Reddy, 2023). This has a positive impact on online users during their usage of social media platforms, thereby inciting a sense of intrigue within them and encouraging them to explore the advertisement shown. This exploration of items shown in the social media advertisements and celebrity endorsement leads them to discovering more details regarding the product. 
The alluring social media strategies utilised by Nike have an alluring effect on the social media users who either get motivated by ongoing offers, limited edition releases, co-branding with famous personalities and models (Li and Chen, 2023). This taps into the psychology of customers based on the immediate need of the product displayed in the social media commercials, thereby motivating their buying decision and even ensures a successful purchase. Hence, it has been understood that social media campaigns implemented by Nike have an overall significant impact on social media users for purchase of items from their brand. 
[bookmark: _Toc178951605]4.2.6 Question 6 
[image: Forms response chart. Question title: 6. To what extent do the social media platforms actually help you to provide relevant information regarding Nike?
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Figure 20: Extent of social media platforms in helping customers provide relevant information regarding Nike
Analysis:
From the above chart, it has been determined that social media platforms are evidently helpful for customers in providing relevant information regarding Nike. Social media platforms enable companies to post their products along with adding details about it below, thereby providing essential information on them (Jamil et al., 2022). In this context, the detailed information regarding the product allows social media users to understand the features of Nike products and compare it with their personal expectations and needs. 
Gathering sufficient data pertaining to the products featured in social media posts and advertisements lets customers better understand whether or not what the product provides is of any use to their needs (Anwar and Zhiwei, 2019). This way Nike uses effective social media strategies to portray the specific features depending on the needs of the customers. The customers are drawn to Nike based on either the durability of items or comfort or striking designs or supreme quality or price of the product (Raval and Reddy, 2023). Based on the priority factor within the customers, they would select the products most appropriate in fulfilling their needs and make sound decisions based on the details available on social media platforms. For instance, Nike has released the Kobe 9 Elite High Protro and attached information regarding it on Instagram along with its launch date (Instagram, 2020). This gives in details regarding the product along with inciting feelings of curiosity among the individuals pertaining to the product displayed in the social media platforms. 
Providing more information works in favour for customers to determine their decision regarding its purchase, thereby influencing their action of buying products from Nike. Therefore, it has been understood that social media platforms are helpful in providing relevant information pertaining to the products shown by Nike. 

[bookmark: _Toc178951606]4.2.7 Question 7 
[image: Forms response chart. Question title: 7. Which social media platform do you find more convenient to engage with the activity of the Nike brand?
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Figure 21: Convenience of engagement with the Nike on social media platforms 
Analysis:
Based on the chart provided above, it can be understood that the majority of the participants consider Instagram as a convenient social media platform, followed by Fcaebook in terms of customer engagement with Nike. As stated by Dixon (2024); Statista (2023) Facebook has around 3 billion active users followed by Instagram with 2 billion users on the platform. These two social media have the most active users throughout the world, deeming them effective to reach a wider customer range. 
In this aspect, Nike utilises effective social media marketing approaches such as regularised posts on social media applications Instagram and Facebook, ensuring engagement with social media users (Zheng, 2022). With the help of social media sites, Nike posts abouts newest launches, influencer collaborations that invokes a sense of curiosity within social media users. This in turn enables customers to explore further about the products uploaded on their sites, resulting in buying decisions on the products of their choice. In addition, social media enables interactions via comments sections where customers get to interact with the brand as well with other customers thereby developing a strong consumer community. Further, the influencers' endorsement of Nike merchandise on applications such as Instagram, offer a sense of familiarity with the social media users, inciting a feeling of need to buy the products approved and displayed by them (Kumar, 2024). This in turn, favours the purchase decision of customers due to positive word of mouth from influencers, enabling them to purchase the product. Therefore, Instagram has been found to be most convenient in terms of providing a sense of interactivity of customers with Nike. 
[bookmark: _Toc178951607]4.2.8 Question 8 
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Figure 22: Impact of negative comments on customers 
Based on the above chart, it has been comprehended that more than half of the participants showed their high agreeableness on the fact that negative comments on social media significantly impact consumer behaviour towards Nike. This denotes that the large customer base of the brand is sensitive to unfavourable comments. Furthermore, it has been also observed that a significant portion has supported the significant influences of negative comments on their decision-making process. This denotes that the high potency of negative, and gloomy comments on social media sites affects the perception of consumers regarding a particular brand. On the other hand, it has been found that negligible participants have shown their disagreement with the fact that negative comments impact their perception of Nike. This signifies that a small portion of the customer base of the brand, Nike, holds strong brand loyalty which are not influenced by any gloomy quotes. 
This further signifies that negative comments have the potential to circulate widely. People tend to attract negative comments due to their inner fear. Inner fear within customers while online interaction with certain products defined the gloomy feelings and perception about the limitations of certain things that appear more useful (Park et al., 2021). This makes them believe in negative comments in no time. On the other hand, people are afraid to believe in something that is untouched or not physically seen (Rathee and Rajain, 2019). In such cases, negative comments increase their trust issues which impact their decision-making process. This is also supported by the survey results, which demonstrate the consumer base of Nike is sensitive to negative comments. Social media platforms demonstrate feedback mechanisms, which entail both positive and negative comments. However, due to the nature of negative comments to deny some optimistic trends, it gathers more attention than positive ones. According to Lievonen, Bowden, and Luoma-aho (2022), in this time of digital engagement which facilitates high competition, consumers choose tiny little things to shift their preferences over brands. In such cases, even small negative comments draw their attention to withdraw their interest from the brand. This represents the psychological status of customers that are easily underestimated by the negative or gloomy content and doubt about the reliability and quality of the brand image.
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Figure 23: Review of Unclear recommendation of Nike
Based on the above figure, it has been observed that more than half of the responses have supported the certainty of false or unclear recommendations, promoted by Nike. According to Bleier, De Keyser and Verleye (2017), false or unclear recommendations by brands are caused by a lack of personalization, or difficulties in facilitating full information about the products on social media platforms. This causes customers to experience irrelevant solutions to their specific issues while engaging with the brands through social media applications, disturbing their satisfaction level. Global-based businesses use social media marketing strategies by incorporating social media platforms such as Facebook, Instagram, and YouTube, and use generalised comments and feedback to understand the common and actual demands (Shahbaznezhad, Dolan and Rashidirad, 2022). This helps businesses to relevant and quality content that can address broad audiences. However, this includes the limitation of a customised solution facility. Therefore, businesses are more likely to face the issues of inappropriate recommendations, disturbing the customers to meet their expectations with the brands. Kunst (2023), claimed that, in terms of brand awareness of Nike, it ranks top three across the world under the sportswear sections. In addition, in terms of social media usage, Nike and Adidas are the top two sport apparel companies using social media applications to increase their brand visibility (Richter, 2018). Therefore, Nike uses social media platforms for marketing to increase their reach to a broader audience which also suggests its dilute nature to provide relevant and more customised services to its customers. In addition, the content available on social media has the potential to lead to confusion about the product description (Shahbaznezhad, Dolan and Rashidirad, 2022). This signifies the issues of comprehensive understanding of the consumer expectation, failing to address the consumers effectively about the benefits of the product. Thus, lack of personalisation facilities, and inadequacy to provide detailed information about the product benefits while using social media platforms for marketing results in providing false and unclear recommendations.
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Figure 24: Perception of customers on Sentiment posts of Nike 
Centred on the above diagram, it has been determined that the bulk of responses have said yes to the fact that Nike posts have hurt their sentiments and thus customers have experienced offended feelings. This represents that customers are significantly impacted by posts that carry inappropriate content. In addition, this also denotes that Nike is required to review their advertisement posts before publishing as they contain sensitive messages that hurt its consumers and might be problematic to its future sustainability. Nike is a renowned brand and has significant market dominance, forcing it to indulge social media platforms for marketing purposes, as social media marketing strategy has become one of the critical components in the marketing system in order to stay competitive (Li and Chen, 2023). This signifies that social media marketing requires the incorporation of relevant content that addresses the demands of varied cultural customers, without harming their sentiments, promoting inclusivity. However, it is required to focus on the credibility of content which are well-suited to diverse cultural groups. Billions of people are connected through social media platforms, holding a range of different cultural backgrounds (Clement, 2020). Therefore, this puts pressure on globally present businesses to draw attention to their marketing content, facilitated through social media platforms. A high percentage of the responses to the survey of this research underscored that advertisement posts of the Nike brand disturb their sentiments, which signifies that Nike ads inappropriate content by unintentional means in their posts. This further may lead to negative brand perception among the customers, resulting in difficulties in maintaining a positive brand image on the global level. 
On the other hand, a very small fraction of the participants addressed their responses unclearly. This signifies that they are not sure whether the posts of Nike ever hurt their sentiments or not. This also forms a negative image of the brand, as people might have mixed feelings about their offended experiences with the posts of the Nike brand. Thus, it can be stated that Nike is required to foster more clear communication while engaging social media platforms for marketing purposes to its potential customers. 
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Figure 25: Personal data exposure issues by the Nike 
Centred on the above chart, it has been observed that the majority of the participants responded with their agreeableness that social media activity, promoted by Nike is responsible for personal data exposure. This raises questions regarding effective privacy management of potential customers of the brand and shows acknowledgment of the customers about their data exposures. This eventually degrades the brand image of the businesses on the global level. According to Petrosyan (2024), based on a survey, it has reported that approximately 37% of consumers support transparency on their data usage by the companies. This signifies that customers are more aware of the misuse of data and thus, companies are required to provide transparency in order to build stronger relationships with the consumers. However, in order to facilitate more relevant products and services, Nike uses Google Analytics, and Social Media Analytics and comprehends the consumer behaviour and their shopping pattern (ET, 2024). This helps the company to gain a competitive edge in the global business market. However, Barseghian (2024), reported that Nike includes third-party intervention while analysing customer data, the potential threat of data exposure. Therefore, the occurrence of high responses in terms of very often and sometimes on the fact of extensive data exposure by Nike through social media platform usages, by the participants, denoting to become more transparent while operating their operations. Nike is required to adhere more strictly to the data privacy acts and guidelines and maintain the best practices of sustainability in terms of protecting consumer data. 
On the other hand, a very small fraction of the responses underscored that they hardly felt negative experiences in terms of data exposure issues, promoted by Nike. It can be said that these lower frequency data might represent the consumers of less interacted individuals or have limited knowledge about data privacy issues. 
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Figure 26: Level of satisfaction experienced by Nike consumers from social media content
Based on the above figure, it has been analysed that maximum numbers of Nike consumers experience satisfaction with social media content promoted by Nike brand. Additionally, few have also stated that they are highly satisfied from the type of social media content Nike shares. In the similar context, Nike consumers tend to praise their engaging visuals, timely responses, relatable stories, and capability of facilitating strong community feeling by leading a positive brand perception and loyalty among consumers. Furthermore, it has been also analysed from collected responses that in terms of expressing sentiments, Nike consumers share positive feelings which provides a high reputation score as compared to its opponents. Consumers also stated that Nike shares high-quality visuals, inspiring stories, athlete endorsements, and interactive campaigns in order to capture the attention of the audiences (Willigan, 2022). It indicates that the level of satisfaction Nike consumers hold directs the brand towards long-term, positive, and influential brand growth. It signifies that it strategically incorporates its brand intentions towards consumers in every social media content as a whole to influence the perception of the consumers towards engagement. 
On the other hand it has been also analysed that few have been neutral towards the level of satisfaction they are experiencing with Nike social media content. Nike takes too long to provide response to the customer queries which proves its inefficiency. Additionally, Nike consumers also feel that the price tag Nike published on their social media content is not suitable to attract the general public (Li and Chen, 2023). Consequently, it makes consumers doubtful about the social media content Nike shares on social platforms. Despite all these suspicious existents of Nike brand, a major number of Nike consumers are yet satisfied by the social media content shared by Nike. Thus, it can be stated that Nike customers are satisfied and highly satisfied by Nike social media contents. 
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Figure 27: Significance of social media content promoted by Nike to align with consumer interests 
Centred on the above figure, it has been analysed that most of the participants have strongly agreed that social media content promoted by Nike engages relevant information that aligns with their interest. Nike strategically aligns with consumers by fostering deeper relations with audiences which in turn build brand loyalty. The responses from the participants also state that one of the major reasons behind this positive engagement is Nike social media content always aligns with their core brand values of motivation, athleticism, and empowerment. Nike showcases its relatable stories, promotes inclusivity, highlights lifestyles and activities that aligns with their buyers ultimately drives them to be engaged. It has been also interpreted from the responses that Nike shares inspirational stories, product updates, athlete achievements, empowering messages while connecting with consumer goals and ambitions. Besides this, Nike features such as “Nike by You” enables consumers to customise products along with sharing their designs on social media and improve their satisfaction (Nike, 2023b). 
The mission of Nike is to “bring inspiration and innovation to every athlete* in the world” and Nike also states that “If you have a body, you are an athlete” through its social media content (Nike, 2024d). As a result, it positively convinces its customers to be attracted towards the brand. Nike also uses its tagline as “Just Do It” which has been enough to create an impression and capture the attention of the audiences (Strauss, 2023). As per the responses of participants Nike also opt highlighting their celebrity collaborations along with other social proofs especially for their social media posts. Nike also fostered User-generated content (UGC) which lets their fans express their experiences and provide deep insights to the new users and help them to decide their purchase. Therefore it can be stated that Nike consumers are highly influenced by the type of information shared by Nike through social media contents which also align with their interest.
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Figure 28: Probability of loyal customers with Nike brand
Based on the above statistics, it can be analysed that most of the participants are likely to be loyal to the Nike brand due to their effective engagement on the social media activity. Additionally, few stated that they are most likely to be loyal to the Nike brand. In this account, it has been found that Nike offers loyalty programs to millions of members, which drives consumers to spend three times more than other purchasers (Nike, 2023a). It indicates an effective engagement technique of Nike in order to attract the loyalty of the customers. It has been also interpreted from the given responses of the participants that exclusive benefits like offers, discounts, and seasonal sales which are announced through social media content are the primary causes of their loyalty towards Nike. 
However, it has been further analysed from responses that personalised product recommendations help consumers to decide whether to stay connected or loyal to Nike which also makes them feel valued. In such a context, 54% of the sportswear owners said that they are likely to repeat their purchase from Nike along with 63% usage share of the Nike brand which indicates 86% of the Nike consumers are loyal to the brand (Kunst, 2024). It further indicates that the loyalty of the consumers towards Nike is highly positive. Besides this, the collected responses also stated the interests of the participants towards brand trust and image which are also important for them to be loyal towards a luxury brand like Nike. It indicates that brand trust, image, personalised experience, and exclusive benefits are the major reasons that increase the probability of the loyalty of the customers towards Nike. Therefore, it can be stated that the probability of customer loyalty towards Nike is great due to their effective engagement technique and social media activities. 
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Figure 29: Recommendation from Nike consumers 
Based on the above chart, it can be observed that most of the participants agreed that they would recommend Nike to their peers or friends for their future investments in terms of purchasing. An in-depth analysis of these responses analysed that consumers are highly satisfied with the services and products provided by Nike which makes them recommend these products to others. Additionally, while analysing the psychological facts of the responses, it has also been interpreted that many of the consumers think that by recommending the company to others they are contributing in making a positive brand image of a luxury brand like Nike. In such a context, they tend to use word-of-mouth (WOM) marketing to refer Nike to their friends and families. 
On the other hand, few of the participants have also doubted in referring Nike to others. The analysis of responses from these customers states that Nike shoes are poorly fitted which has risks of causing pain. Nike holds lowered human rights norms to expand its profits and its products are linked to slave wages abuse and forced overtime (Nike, 2024a). Consequently, it creates an ethical concern regarding the process of work that Nike possesses. It also has been the major reason for the consumers for not recommending Nike to others derived from responses. It indicates that though few customers are restricted from recommending Nike to others, larger numbers of customers are fond of recommending the brand due to its product quality and fitting. Thus, it can be stated that Nike consumers are recommending others to purchase Nike products and services.
[bookmark: _Toc178951615]4.3 Conclusion
Based on the above survey analysis, it has been concluded that Nike consumers are fond of weekly and monthly interactions with social media. The consumers think social media campaigns utilised by Nike are highly significant in motivating them to purchase merchandise. Most consumers are highly influenced by the negative comments left by social media users on Nike's official pages. Social media platforms demonstrate feedback mechanisms, which contain both positive and negative comments. In terms of expressing sentiments, Nike consumers share positive feelings which provides a high reputation score compared to its opponents. Nike takes too long to respond to customer queries which proves its inefficiency. Moreover, brand trust and image, personalised experience, and exclusive benefits are the primary reasons that improve the likelihood of the loyalty of customers towards Nike. Wide numbers of customers are likely to recommend the brand due to its product quality and fitting.
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[bookmark: _Toc178951618]Appendix 1: Survey Questionnaire
Section 1: Demographics questions 
1. What is your age?
· 18-25 years
· 26-35 years
· 36-45 years
· 46-60 years
· Above 60 years
2. What is your gender?
· Male
· Female
· Prefer not to say
3. Where do you serve?
· Student
· Service
· Unemployed
· Retired
· Business
Section 2: Personalised social media content by Nike
4. How frequently have you observed personalised content uploaded by Nike on their social media accounts?
· Weekly
· Monthly
· Daily
· Occasionally 
· Never
5. As per the observation, what type of personalised posts and messaging posted by Nike on social media platforms?
· Recommendations on items
· Polls and quizzes on applications
· UGC (User-generated content)
· Promotions based on customisations
6. Has the personalised social media content utilised by Nike been significant in motivating you to buy merchandise?
· Highly significant
· Significant
· Neither insignificant nor insignificant
· Insignificant
· Highly insignificant
7. Based on your experiences, what kind of challenges have you encountered with personalised content sharing of Nike?
· Too much athlete-related content
· Struggling to secure limited-edition
· Struggle to secure limited-edition releases
· Trust issues
· Issues proper customisation
8. According to you, how personalised content of Nike helps you to make purchase decisions?
· Reducing my choice overload
· Improving accuracy
· Building stronger connections
· Make me feel cared and valued
· Inspires loyalty and conversions
9. Which social media platform do you find more convenient to engage with the personalised content of the Nike brand?
· Instagram
· Facebook
· YouTube
· LinkedIn
· WhatsApp 
Section 3: Time investment in social media of Nike relates to customer satisfaction 
10. To what extent has Nike’s social media improved your engagement with the brand?
· Significantly engaging 
· Somewhat engaging
· Neutral
· Insignificantly engaging
11. Do you think social media content, advertised by Nike, engages relevant information that aligns with your interest?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
12. How much time have you spent on an average, exploring through the social media posts uploaded by Nike each day?
· Less than 1 hour
· 1-2 hours
· 2-3 hours
· Over 3 hours
13. Do you think social media recommendations, promoted by Nike, are ambiguous in solving your specific problems?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
Section 4: Time investment in social media of Nike associated with brand loyalty
14. How satisfied are you with the time spent browsing Nike’s social media content?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
15. To what extent has the time spent on social media posts of Nike influenced your loyalty to the brand?
· Highly significant
· Significant
· Neither insignificant nor insignificant
· Insignificant
· Highly insignificant
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