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According to Neupane (2022), Customer Relationship Management (CRM) has certainly evolved and has gained higher engagement with the advent of digital technologies. Nike is a global leader in sportswear and footwear, which has indeed been at the forefront of using social media for CRM (Richter, 2018). This case study will aim to examine how Nike has been capable of utilising social media platforms to manage customer relationships and drive business growth. Furthermore, Nike has been using social media platforms, which has indicated their act of using personalised responses to build a strong connection with the audience. 
[bookmark: _Toc172808808]Problem Statement
As mentioned by Richter (2018), Nike seems to hold a huge number of social media users ranking second in the graph. However, despite the potential benefits it has been found that the integration of social media into CRM poses several challenges. There is a need to navigate the complexities revolving around the challenges such as real-time communication, and data privacy concerns. These kinds of issues often create barriers for Nike, affecting its sales. Furthermore, for Nike, which is indeed a brand with a diverse and global customer base, often these challenges are amplified. This has underlined the problem area of this study, which will be analysed in this research.  
[bookmark: _Toc172808809]Rationale 
The importance of social media management plays a crucial part in the evaluation of the impact of the company in the retail industry for better performance in the complicated platform. As cited by Niu and Zhang (2021), the constant update based on improved customer relationship management helps Nike to draw the attention of the consumers in the sports war industry by making more involvement with the customers. The content strategy framed for the better representation of the information related to the social media platform devises a better strategy for the promotions in the complicated platform of the sports industry to get better mileage in the complicated platform. The revenue statistics of Nike have amounted to about $51.22 billion, which has shown an increasing trend of $4.5 billion in the year 2023 in comparison to the previous year with steady performance invariably in the complicated landscape (Statista, 2023).
As cited by Niu and Zhang (2021), by increasing customer involvement, the ongoing updates based on enhanced customer relationship management in social media serve to attract consumers' attention in the sports war business. In order to obtain better mileage in the complex sports industry platform, the content strategy framed for better representations of the information connected to the social media platform devises a better strategy for the promotions in the complex platform. The understanding of a better promotional strategy helps to devise better applicability of the promotional venture for Nike in the competitive scenario of the sportswear industry.
[bookmark: _Toc172808810]Aims, objectives, and research questions
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 of 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
Questions 
· Do social media play a positive role in better management of the customer relationships of Nike?
· Is the management of feedbacks and reviews of large number of consumers through social media a CRM challenge for Nike?
· How effectively is Nike managing this challenge in context of their customer relationship management?
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Figure 1: Saunder’s research Onion
(Source: Saunders et al., 2016)
In this present research, the learner has decided to follow the ideology of Saunder’s research onion wherein it consists of six layers (Saunders et al., 2016). The first layer of the research plan will be followed by the learner in order to carry out the study, wherein the key focus will be on applying Positivism as the research philosophy. According to Ikram and Kenayathulla (2022), Positivism seems to be a philosophical approach, which covers objective analysis through empirical evidence, observation, and logical proof. However, this philosophy seems to be appropriate because, through the act of undertaking a survey, the learner will get the opportunity to objectively to analyse social media interactions and customers’ opinions to draw unbiased conclusions about customer relationships.
This is followed by the second layer of research onion, which outlines the approach of the study. In correspondence to this layer, the learner will apply the deductive research approach wherein the process will start with making theoretical contributions and testing the available empirical observation and experimentation. According to Casula, Rangarajan and Shields (2020), it is a theory-based approach, which will give the opportunity to the learner to start with existing theories on customer relationship management and social media engagement related to Nike. For instance, there might be a discussion of the impact related to social media interaction and customer loyalty. In consideration of the strategy of the study, the learner will follow the survey strategy wherein questionnaire development will be involved. This strategy can be considered a systematic process of designing, implementing and analysing the survey indicating a systematic process. The aforementioned reasonings have made the learner to moving forward to support the mono-method of choice (Saunders et al., 2016). According to the learner's opinion, sticking to one approach will promote more consistency in the gathering and processing of data. The act of maintaining the dependability of the findings is crucial and hence this is necessary.
The data collection process will include the act of developing 15 close-ended survey questions wherein the questionnaire format will include demographic and subject-based questions. The target population will be the social media users wherein only Nike consumers will be focused. The survey forms will be made with the help of Google Forms, which will serve as the most suitable survey tool. The Google Form link will be distributed to the interested participants and an appropriate time will be identified to distribute the survey to maximise response rates. Herein the learner will employ purposive sampling, as this is a type of non-probability sampling to select the desired participants based on specific characteristics. This kind of sampling will help the learner to gather more pertinent and insightful data. While moving on to the analysis, the learner will apply graphical analysis based on graphical charts obtained from the survey results. 
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[bookmark: _Toc172808813]Role of social media for better management of the customer relationships of Nike
NIKE, one of the leading companies in sports apparel, has been gaining momentum in the present scenario using employing improved techniques for maintaining effective communications in the current scenario. The applicability of social media has changed the digital landscape of Nike for establishing real-time communications in the present scenario. Nike is known for its leading strategy in the sportswear industry to get long-term mileage for the enhancement of customer engagement and loyalty in the competitive landscape. The repair of Statista highlights that the annual revenue of Nike amounts to about $22.3 billion in comparison to $12.4 billion in the year 2023. Social media helps to gather the feedback of the customers invariably for better adaptation to the strategic environment (Statista, 2022). Real-time communications and constant feedback helps the company to be acquainted with the customers with their suggestions for maintaining visibility and constant relevance in the enhancement of brand credibility in complicated scenarios. As cited by Doyle, Su and Kunkel (2020), social media helps to promote the marketing venture for reaching the broader audience in the sports industry. The engagement with the customers devises a better way to maintain the interactive medium for the engagement of the customers in social media to get better responses.
As cited by Teng (2020), the constant use of AI chatbots helps to furnish important information to customers for better engagement. The report of Mckinsey witnessed the evidence of the retail survey conducted by Forrester in the year 2021 that 61% of young adults get access to the social media platform for better recommendations to be acquainted with the better shopping experience in the complicated platform of the e-commerce (McKinsey, 2022). One of the top manufacturers of athletic wear, Nike, has been gaining ground in the current situation by utilising new methods to sustain successful communications. Constant AI chatbot use facilitates improved client engagement by providing crucial information to the clients.
[bookmark: _Toc172808814]Challenges of the social media platform in the management of the customer relationship for Nike
Management of customers in bulk- The management of the customers at large appears to be a problem for Nike to maintain constant engagement in the complicated platform. The constant updation of the industry proves to be challenging for 48% of the professionals due to the constant change of the algorithms (Statista, 2024). The constant endeavour to make the personalised strategy needs the precise process of investigating the relevant data for better customer engagement in the complicated scenario of the sportswear industry.
Management of feedback and reviews- The management of the reviews and the feedback are the constant challenges for the company in the complicated landscape. The negative feedback and the reviews are proving to be a challenge for the company to maintain a balanced equilibrium in the complicated landscape. Further, according to None Moulita, Debora and Nik (2024), the investment to revive the challenges for the personalised attempt more promptly needs decent planning and the investment in the recent scenario to make the maximum appeal to the younger generations.
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The literature highlights the crucial discussion of social media management applicability to enhance the viability of the Nike with proper justifications and evidence. However, there is a lack of proper discussions in existing literature about the relevant strategy adopted by Nike to cope with the adversities of social media management to get better visibility, which is a research gap to be addressed.
[bookmark: _Toc172808816]Limitations
This study has certain limitations such as the might biases involved within the responses. For instance, the participants might not respond in a manner they think is socially acceptable rather than giving truthful answers. Besides, there might be adversities of misinterpretation of data among the participants. The findings from the survey might not deliver sufficient information portraying a lack of interpretation. The sample size amounting to 100 is usually small, which might not represent a huge proportion of data. This will further indicate a lack of generalisability, which might suggest a lack of the ability to capture the context behind participants' responses. 
[bookmark: _Toc172808817]Ethical considerations
While doing the survey, the learner will take informed consent from the survey participants such as providing clear information about the purpose of the study. However, at the same time, the learner will ensure that there is voluntary participation wherein the participants will possess the liberty to withdraw at any time without any negative consequences. Written consent will be taken in a digital format from the participants before they begin the survey. The survey will preserve the anonymity of the participants, as the survey will be designed in such a way, which cannot be traced back to specific participants. Furthermore, university guidelines such as proper citing of the information will be given to avoid any kind of plagiarism. The ethics approval form will be obtained from the university, which will ensure that the study complies with ethical standards.
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Figure 2: Timeframe
(Source: Created by Author)
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It can be concluded that the study has applied primary quantitative methods of collecting data. It has been found that Nike has been increasing customer engagement with customers on a personal level through various social media platforms. It has been effectively utilising customer data from social media interactions to inform its CRM strategies. However, at the same time, Nike has come across technical issues and breaches in the area of advanced analytics and maintaining transparency in data practices. There are many strategies being used by retailers to harness the power of social media such as by creating a two-way conversation with consumers. 
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