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[bookmark: _Toc181275813]Introduction 
Social media has transformed how brands connect with customers worldwide, and Nike stands at the forefront of this digital revolution. As consumers spend more time on platforms like Instagram, TikTok, and Twitter, the boundaries between markets have blurred. This shift presents both opportunities and challenges for Nike's international marketing strategy.
This research explores how Nike uses social media to reach diverse global audiences. We'll look at how they adapt content for different cultures while keeping their "Just Do It" message consistent. The study covers key areas like influencer partnerships, local content creation, and engagement metrics across major markets. By understanding Nike's social media approach, we can better grasp how global brands can effectively use digital platforms for international marketing.
Rationale of the study
Nike needs to understand how social media shapes its global marketing success. In recent years, platforms like Instagram and TikTok have changed how people discover and connect with sports brands. This research will help Nike make smarter decisions about their social media strategy across different countries. The study addresses how Nike's social media approach varies significantly between markets. What works in the US might fall flat in Japan or Brazil. By analysing how different cultures respond to Nike's social content, the research can guide them toward more effective campaigns. This could save them money and boost sales in key markets.
The research will examine how Nike's competitors use social media globally. This analysis will reveal gaps and opportunities Nike hasn't yet explored. The focus will be on real customer reactions and engagement patterns, not just follower counts or likes. Most importantly, the findings will give Nike practical tools to better connect with young consumers worldwide. As Gen Z and millennials increasingly make purchasing decisions based on social media, this research becomes crucial for Nike's future growth and market leadership.
Research Objective
This research aims to study the role of social media in Nike's international marketing efforts. As the sporting goods industry becomes more globally competitive, understanding international digital strategies is important for growth. Research objective for this study are as follows- 
· The first objective is to determine the current social media approaches used in the fashion sector internationally. 
· The second goal is to investigate challenges and possibilities of implementing social media strategies abroad. (Easterby-Smith et.al, 2021).
· Thirdly, we aim to analyse how social campaigns impact overseas brand perception. 
Through secondary research and primary interviews, we hope to accomplish these objectives. The study will guide Nike on platforms fitting diverse locations and content resonating across demographics. It will also point out pivots leveraging regional trends or influencer partnerships. Comparing strategies to competition will highlight areas for improvement. Ultimately, the learnings will facilitate well-crafted social drives aiding Nike’s equity and sales growth globally over the long run. The research methodology ensures measurable outcomes through both quantitative and qualitative analysis. 


[bookmark: _Toc181275814]Research Question 
This study aims to understand how Nike can enhance its international marketing using social media. To achieve this overall goal, we have developed the following research questions:
1. What social media strategies are currently employed by Nike in overseas markets? 
2. What opportunities and challenges are involved in implementing social media campaigns globally? (Bell, Bryman and Harley, 2022).
3. How does social media engagement influence foreign customers' perceptions of fashion brands?

[bookmark: _Toc181275815]Literature Review 
Social media has become indispensable in marketing strategy for brands globally. Nike has successfully used social media platforms to connect with consumers and boost sales internationally. This literature review aims to explore how Nike has leveraged social media for international marketing.
[bookmark: _Toc181275816]Social Media Platforms for Marketing
Facebook
Facebook is the largest social network globally with over 2.8 billion active monthly users. Nike maintains an active Facebook page with over 75 million followers to engage fans. Facebook offers advertising options for brands to target specific demographics. Nike has run localized campaigns on Facebook in different countries to promote new products and sales. Consumer engagement is high on Facebook through likes, shares and comments on Nike's posts.
Instagram
Instagram has over 1 billion active users sharing photos and videos daily. Nike's Instagram following exceeds 85 million with vibrant visual content. Product images and lifestyle content inspires users. Nike launches limited edition sneakers through targeted Instagram posts. Hashtags like #justdoit and brand mentions increase visibility of Nike posts. User generated content through photos and stories wearing Nike products enhances the brand experience (Appel et.al, 2020).
YouTube
YouTube reaches over 2 billion signed-in users monthly with consumption of videos for information and entertainment. Nike maintains a YouTube channel with over 4 million subscribers. The channel shares branded videos, tutorials, athlete profiles and documentary films. Videos localized by region or language expand Nike's international reach. User engagement through likes, comments, and shares on YouTube builds the Nike community globally.
WeChat and Weibo
In China, WeChat and Weibo are most popular social platforms with over 1 billion users each. Nike actively uses these apps to reach Chinese consumers with culturally relevant content in Mandarin. Live videos of sports events and new product launches drive traffic to Nike stores in China from WeChat Moments and Weibo posts. Localized social commerce strategies boost Nike sales in the critical Chinese market.
[bookmark: _Toc181275817]Role of Influencers
Nike partners with social media influencers globally to promote products through sponsored content. Fitness and lifestyle influencers with millions of followers inspire their audience through photos and videos featuring Nike apparel and gear. Hashtags crediting the brand expand the reach of these influencer partnerships (Glucksman, 2017). Micro-influencers with niche regional followings in countries like India, Brazil and Nigeria help Nike penetrate non-English speaking markets through local language influencer marketing campaigns. Influencers driving traffic to online and retail stores have increased conversion rates for Nike globally. Careful selection of influencers aligned with the Nike brand image sustains these valued marketing alliances internationally.
[bookmark: _Toc181275818]Global Campaigns
"Just Do It"
Nike's iconic tagline "Just Do It" successfully launched in 1988 continues to inspire through social media globally. On the 30th anniversary in 2018, Nike reimagined the slogan through a social media campaign celebrating empowering stories of resilience from all over the world. Hash tagged #justdoit, the short films received over 500 million video views across Facebook, YouTube and Twitter. User generated posts sharing personal challenges amplified the grassroots impact of this long-standing campaign internationally (Glucksman, 2017).
"Equality"
To support Pride month in 2019, Nike launched a global "Equality" campaign on social featuring LGBTQ+ athletes from football to marathon running. The inspiring athlete portraits on Nike Facebook, Twitter and Instagram drew overwhelming positive response. User comments expressed gratitude for Nike's inclusive stance. The campaign enhanced Nike's reputation as a progressive brand supporting equality worldwide.
"Play New"
In 2021, Nike launched "Play New" to mark the return to outdoor activities and community sports around the world post pandemic. Stunning outdoor imagery of athletes in action across continents invited users with #playnew to join the movement of rediscovering joy through play and sport again. Multilingual social content resonated in culturally bound regions boosting Nike apparel sales internationally (Itatsu, 2023).
Virtual Product Launches
In 2020 amid lockdowns, Nike pioneered virtual product launches engaging global fans on social live. The "Live from Living Room" event unveiled the Nike Air Zoom Pulse sneaker through an Instagram live demo watched by millions. Similarly, Region specific football kits were unveiled to countries through Facebook live videos in their local languages increasing pre-orders. Virtual product launches helped Nike sustain marketing momentum worldwide during lockdowns leveraging social platforms.
[bookmark: _Toc181275819]Localization Strategies
Nike interprets global campaigns for local relevance through localization of social content for different regions.
South East Asia
In South East Asian countries like Thailand, Malaysia and Indonesia, Nike posts culturally contextualized visual content featuring local athletes in action. Hashtags and captions are in local languages to resonate regionally. Street-style fashion photos tie collection launches to youth street culture trends popular across SEA. Partnerships with regional social influencers further penetrated these emerging markets for Nike.
Middle East
Thriving sports culture in the Middle East inspires Nike's localized social content. Athletic hijab campaigns celebrated Muslim women athletes on Instagram. Ramadan period posts encouraged fitness during fasting hours. Arabic captions and hashtags complemented global athletic campaigns to engage consumers. Retail partnerships with local e-commerce platforms amplified the reach for Nike in the GCC region (Kumar, 2024).
India
The large social media population in India necessitated unique strategies. Nike India Facebook videos interviewed cricketers in context of fitness and featured traditional dance forms infused with sport. Instagram reels adopted comedy formats to introduce latest collections humorously. Regional influencers across North, West and South India assisted market penetration. Language targeted ads amplified desired brand messages across Hindi, Tamil, Kannada consuming regions.
Latin America
Español posts and hashtags customized campaigns appealing Brazilian, Argentinian and Mexican consumers. Sports, music and dance genres infused Latin American flair to content. Facebook lives engaged regional artists and athletes in Spanish. Partnerships with Latin celebrities from Colombia to Chile amplified local buzz. Retail visibility through sponsorships with Latin American football clubs boosted brand affinity.
Africa
Across Africa, Nike's Instagram showcased inspirational athlete stories from South Africa, Nigeria, Kenya and beyond in their local dialects along with English. YouTube videos documented grassroots community development programs through sports. Partnerships with music superstars popular across the continent helped promote new collections. Multi-channel marketing initiatives are expanding Nike's presence in Africa markets.
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Nike evaluates social media marketing ROI through website traffic, conversion rates and sales revenues correlated to campaigns.
Website Traffic
Google Analytics tracks organic traffic from social platforms to Nike regional websites and conversion funnels. Spikes in traffic post campaigns indicate reach and engagement effectiveness. Insights guide future campaign optimization and platform selection.
Conversion Rates
Nike studies conversion funnel data across mobile and desktop to correlate website visits to final purchase for a more concrete ROI. Regions, campaigns and targeted creative driving highest conversion are prioritized to maximize social investment yield (Zimmerman and Ng, 2015).
Sales Performance
Ultimate benchmark is correlating campaign timelines and hashtags to sales revenue uplift in targeted markets through back-end analytics. Positive sales-social correlations prove strategy and budget efficacy guiding continued tailored regional activations annually on assessed platforms.
[bookmark: _Toc181275821]Future Outlook
Nike has proven that consistent social media presence aligned to key campaigns aids brand building, community development and sales acceleration internationally. The future potential of immersive technologies like augmented reality, virtual reality and mixed reality would enhance virtual brand experiences. Interactive live commerce through social selling can further boost regional conversions. Deeper audience profiling through location analytics and first party data may realize higher ROI localization. As networks evolve, Nike must stay nimble adapting strategy to remain at the forefront of social driven international marketing growth. Leveraging regional insights and creative talents, Nike's social flywheel augurs well to ignite global communities through play for decades to come.
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To answer the research questions, a primary study involving surveys will be conducted. A sample size of 50 respondents will be interviewed across 5 international markets- UK, Germany, China, Brazil and Australia. An online questionnaire containing no more than 10 questions will be developed. Close-ended questions with options for strongly agree to strongly disagree on a 5-point Likert scale will be included. The survey aims to understand respondents' social media usage patterns, preferences regarding fashion brand pages and influence of digital campaigns on purchasing decisions.
The sample of 50 will be evenly split with 10 subjects targeted from each country representing a cross-section of demographics. An equal gender ratio will be maintained with ages ranging from 18 to 40 years to include perspectives of millennials and Gen Z. Quotas will ensure diversity in factors such as income levels, education backgrounds, occupations to avoid bias. The questionnaire is designed for completion within 8-10 minutes on mobile devices and laptops (Hair Jr., Page, and Brunsveld , 2019). An initial soft launch with 5 pilot interviews per location will be conducted for feedback. Based on inputs, minor refinements may be made before full-scale distribution. Responses will be collected over a 4-week period through referral chains to achieve the targeted sample sizes.
Quantitative analysis of survey outputs will be done using statistical software. Key findings on each question and across demographics/countries will be identified. Qualitative opinions gathered will also be manually coded and reviewed for emergent themes.
This study will use both quantitative and qualitative data to provide a complete picture of Nike's social media impact. Quantitative data will track engagement rates, follower growth, and sales correlations across different markets. The qualitative aspect will analyze customer comments, content themes, and brand sentiment through interviews with Nike's target audience. This mixed-method approach helps understand not just the 'what' but also the 'why' behind social media marketing success in different countries.
[bookmark: _Toc181275824]Secondary Research
To supplement primary data, an analysis of existing research and industry reports on social media marketing trends internationally will be carried out. Academic papers and trade publications assessing digital strategies adopted in the sporting goods and fashion sectors will be studied. A review of Nike’s annual reports, investor presentations, social profiles and campaign pages will provide context of current programs. Competitors’ brand websites and interviews highlighting overseas objectives will add more perspective.
Case studies of successful campaigns by Adidas, Puma, Under Armour involving influencers, cultural localizations, performance tracking will be evaluated. Statistics on sport apparel consumption patterns and social media addiction levels by nation will be sourced from reports. Insight briefs from specialized market research firms like Euromonitor, Mintel profiling demographic cohorts’ technology habits will add context to primary findings. Data repositories such as GlobalWebIndex, Wearesocial offering country-wise platform users and usage frequency will be referred. The literature review aims to fill any gaps, support emerging trends from primary interviews and avoid duplication of past studies. It ensures this research brings novel perspective on digital potential in global territories.
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The collected data from both primary and secondary research will be thoroughly analyzed. Survey responses will be compiled and numerically coded in Excel. Statistical Package for Social Sciences (SPSS) will then be used to perform quantitative analysis. Basic descriptive statistics like frequency, percentage will summarize respondents' demographics and opinions. Inferential analysis using chi-square tests will identify significant relationships between variables. For instance, between age groups and preferred social platforms.
Cross-tabulations will examine response patterns across international markets. This will reveal variance in social habits and perspectives between nations. Correlation analysis will determine platform and content types highly influencing purchase decisions. Qualitative survey comments and interview transcripts will be sorted into meaningful categories using content analysis. Emergent themes regarding best cultural adaptation practices or regional challenges will be codified (Kumar, 2018).
Case studies and literature findings will undergo thematic synthesis to extract established industry trends. Benchmark social media strategies, metrics of past campaigns will be documented. Both quantitative and qualitative results will then be triangulated to validate each other. Contradictions if any will be explained. Key measurements of brand equity and engagement pre and post campaigns will be quantified from secondary sources. By methodically analyzing multi-layered data, the study aims to generate meaningful conclusions on elements of successful international social media programs. Strategic and localized recommendations for Nike will be made accordingly.


[bookmark: _Toc181275826]Research Ethics 
Ethical guidelines will be followed diligently throughout the research process. Utmost care will be taken to protect all participants. Before surveys and interviews, detailed information sheets will introduce the study objectives. Informed consent will be mandatory to ensure voluntary participation. Participants may withdraw at any stage without consequence. Anonymity and confidentiality of responses will be guaranteed. Personal details are unnecessary, so surveys will be coded numerically. Identifying information will be removed from interview transcripts. Access to raw data will be restricted. No deception will occur regarding research aims. Questions will avoid sensitive topics to prevent distress. Interview discussions may be paused or stopped if uncomfortable.
Data will only be used for this academic research. Commercial exploitation is prohibited. Intellectual property of organizations referred in the literature review will be fully acknowledged. Approval from university/company ethics committee will be acquired before primary data collection. Research procedures strictly adhere to their terms. Debriefing will thank participants for their time (Barrow, Brannan and Khandhar, 2017). Should any feel effects from the study, support contacts will be provided. Results will be reported truthfully yet balancing objectivity with cultural sensitivity across regions discussed. Interpretations aim for impartial analysis avoiding bias. Overall, participants’ well-being and interests take precedence. Upholding ethical standards of informed consent, confidentiality and respect is paramount.
Project Timeline 
The research project will span over 16 weeks, starting from data collection through analysis to final presentation. Key activities include social media analysis, customer research, data processing, and report development. Each phase builds upon previous findings to ensure comprehensive results and actionable insights for Nike's international marketing strategy.
	Project milestones 
	Start Date
	End Date
	Duration (Days)

	Research aim and objective 
	01-12-2024
	10-12-2024
	10

	Literature review 
	10-12-2024
	03-01-2025
	25

	Data collection 
	03-01-2025
	28-01-2025
	26

	Data analysis
	28-01-2025
	09-03-2025
	41

	Developing report 
	09-03-2025
	18-03-2025
	10

	Total 
	-
	-
	112
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