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[bookmark: _Toc80612752]Introduction 
Digital marketing is the essential component of business operations that use the internet system as well as technology. In the present era of technology almost every business organization uses digital marketing systems that influence customers to purchase their products. Digital advertising became popular after the introduction of digital marketing as well as social media marketing. Facebook, Twitter, and Instagram help business organizations to promote their products and service to customers. Under digital marketing business, companies use digital technologies as well as software and other communication systems. This study has shed light on digital representation as well as information and communication systems from the aspects of American multinational Nike. The company is the largest supplier of athletic shoes as well as apparel in the world. Now-a-days company is using its digital and social media platform to promote their products and services. This study has also analyzed the digital assets and internal as well as external communication systems. Predictive artificial technology can predict future business planning by analyzing data of business. Nike is basically trying to attract visitors in their website. Therefore, several techniques have been given in this study by which becomes successful to attract visitors. Artificial intelligence also helps to develop digital marketing with automation processes. Information architecture and the company's strategy as well as the use of predictive artificial intelligence technology have also been illustrated in this study. 
[bookmark: _Toc80612753]Analysis of global market 
[bookmark: _Toc80612754]Presence of Nike in global/international market 
Nike operates 21 distribution centres that sell its footwear and other sports equipment. Outside of the United States, Nike operates its business in almost 45 countries.  Most of the factories of Nike are located in Asia such as India, Indonesia, China, Philippines, Malaysia, and others.  In the global market, the company is effectively emerging its business to develop its profit. In China, Nike occupies a huge market to develop its products. In China, Nike has operated for 35 years and employs more than 8000 people (Chinadaily.com.cn, 2021). In China, Nike is expanding its business in the consumer market. In China Nike's revenue is 4262 million in 2020 (Statista.com, 2021). Though, China's political condition is not quite stable due to bribes and other political issues. The economic condition of China is stable that help Nike to create its position in China. Therefore, it has been seen that Nike is quite successful in China to operate its business.  
On the other hand, Nike has also begun manufacturing in Thailand that occupies major contract factories. It has been seen that the global market share of Nike is 23.95% (Static1.squarespace.com, 2021). Nike is trying to promote their innovative product in a market that can increase its brand reputation in the international market. In the United States Nike is also enhancing its business by manufacturing and selling footwear, apparel, and sports equipment as well as accessories. 
In 45 countries Nike is also trying to maintain its position in Philippines. In the Philippines, Nike targets high to middle-income consumers with outdoor activities and lifestyles. The economic as well as political condition of Nike is also stable, which helps Nike to establish its significant position and generate profit. On the other hand, in North America Nike have its wholesale customers who take service from Nike.  
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Figure 1: Company logo
(Source: Nike.com, 2021)
[bookmark: _Toc80612755]Analysing the representation of retail business in Nike digitally 
[bookmark: _Toc80612756]Use of living room cup 
Nike is an American multinational supplier of footwear and apparel. Due to Covid lockdown, the company has introduced a platform named living room cup (News.nike.com, 2021). Living room cup is a digital workout series where athletes set challengers for users to take part in at home. Using this living room cup, global athletes basically stream themselves doing workouts and also challenge users for completing the workout against them.  In this way, Nike is providing support to sportsmen as well as encouraging them. This holistic approach of Nike helps them to generate profit. Therefore, the leading footwear companies represent their retail business using living room cups with the help of athletes. 
[bookmark: _Toc80612757]Use of augmented reality 
Nike has opened numerous retail stores across the world. After 2020 Nike is operating almost 1096 retail stores across the world (Statista.com, 2021). Nike has already unveiled new augmented reality technology for improving its retail business. The main aim of this augmented technology is to improve shoe sizing. Nike has also invested in sizing technology. Using this digital technology, Nike can solve customer friction. As per the view of Palmarini et al. (2018), augmented reality can enhance the version of the physical world using digital visual elements. Therefore, using this augmented technology Nike can give an experience of virtual storefronts as well as digital shopping to customers. Using smartphones as well as snap chat act customers can understand the size of footwear.  Hence, the representation of augmented reality can help Nike to develop its retail business.   
[bookmark: _Toc80612758]Use of Nike’s social channel 
Nike has used its social media channel to represent its retail marketing. Nike has also used its training club that gives motivation as well as tools and support for their customers. Taking the view of Voorveld et al. (2018), social media advertising has a great impact on customers as major customers motivated by social media marketing. Nike has introduced a multi-week program that involves workout and nutritional tips and guidance for maintaining the healthy habits of customers. This largest sports brand has the largest followers in social media, especially in Facebook and Instagram. The Youtube channel of Nike also promotes their retail business by using short videos. In these social media channels, they also post their achievement of how they create global athletes and engage consumers by comments. SNKRS is the ultimate sneakers source of their company for customers (Nike.com, 2021). Nike run clubs also motivate their customers and athletes to run better (Nike.com, 2021). This social media channel has represented the retail business of Nike digitally. 
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Figure 2: Nike’s digital campaign
(Source: Nike.com, 2021)
[bookmark: _Toc80612759]Analyse the use of digital marketing within media as well as the wider social sphere by the organization 
[bookmark: _Toc80612760]Using technique for attracting visitors 
Nike is trying to attract their visitors to their website and stores. There are several ideas which are useful for the company. The company can use campaign to attract more visitors to their website. Their social media accounts have million followers and popularity which help them in attracting visitors to their store. As opined by Kunst et al. (2019), social media campaigns are useful to achieve target for attracting visitors. The company has online and offline store where they sell different types of foot wares and sports equipment. Several digital media campaign helps them to achieve the objective of their business and as well as engaging and attracting visitors.   	
[bookmark: _Toc80612761]Using stories and tagline in social media 
Nike takes their digital media and social media marketing in seriously manner. Nike has spent almost 2.4 billion on its social media marketing (Technologyhq.org, 2021). The company is building communities as well as strengthening relationships with online communities. Under digital marketing, Nike has created effective digital marketing strategies where the company builds stories in its social media channel. In digital marketing, Nike uses emotional branding Nike creates stories on the basis of products to attract customers. Collaboration between Nike Air Jordan and Facebook messenger boat support the company's digital marketing more effectively. In Instagram and Facebook, Nike engages with their consumers to expand their digital marketing. Therefore, using this social media channels the company can attract more visitors to their online and offline stores.  
[bookmark: _Toc80612762]Targeting specific markets and boosting digital scales 
Footwear giant Nike is focusing on digital marketing. The company is trying to boost its digital scale.  Nike has set that half of their scales need to come from online channels. For their digital marketing, Nike targets a specific market with specific products. Nike has adopted a different strategy for customers of different cultural backgrounds. As per the opinion of Kramm and Hoffmeister (2019), widely sphere digital tools help customers for selecting products by providing valuable content. Nike is involved with the marketing communication mix as well as the promotional mix.  Therefore, targeting a specific market and boosting the digital scale, Nike uses their digital marketing for generating profit.  
[bookmark: _Toc80612763]Improving experience of product 
Nike's digital scale plays a crucial role in product analytics and consumer optimizing. Through engaging users as well as customers in segmented insights, Nike can develop an overall product experience. Based on the view of Cahyono and Susanto (2019), if customers can experience that products of a specific company can meet their needs, customers always go to the same company. However, for improving the experience of products, Nike has introduced augmented reality for customers to improve shoe sizing. In this way, the company's digital marketing has been implemented effectively.  
[bookmark: _Toc80612764]Through campaigns 
Nike has developed its rich digital marketing campaign that helps the company in expanding marketing Nike's campaigns has supported LGBTQ rights and collaborate with transgender vogue artist and ballroom dancer to promote their collection along with celebrating pride month. Using a distribution strategy within the organization, Nike enhances its digital marketing with a wider social sphere.  In the campaign, Nike has also used a targeting strategy to promote their products such as footwear, sports equipment, and apparel to customers digitally.  Through these campaigns Nike will be able to attract as well as engage more visitors. 

[bookmark: _Toc80612765]Analysing digital assets of an organization 
[bookmark: _Toc80612766]Ethereum's blockchain 
Ethereum is a blockchain platform with its cryptocurrency. The footwear giant Nike patented shoes that are tokenized on Ethereum block chain. This patent is defined as digital assets for footwear. The basic implementation of this technology has been described in the document which is Ethereum ERC721. Nike has also allowed breeding shoes on block chain. Nike has bred the digital shoe with another digital shoe for creating shoe offspring. The patent crypto Kicks has defined the pairing of non-fungible tokens. This block chain technology can be used for verifying authenticity and ownership.  
[bookmark: _Toc80612767]Nike’s digital ecosystem 
Nike has introduced a digital ecosystem that helps their customers to get free resources for digital workout. Nike has introduced this digital ecosystem to encourage their customers as well as support athletes. Digital ecosystem of Nike paved the way for D2C transformation. Digital strategy of Nike has hit the 30% digital penetration mark.  Nike's ecosystem app is robust and helps the company to achieve success and generate profit. As per the view of Agrawal and Rahman (2019), customers are the main supporter of the organization and help to generate profit. Nike club app as well as the Nike running club app and social channel to help customers to get resources for digital workout. 
[bookmark: _Toc80612768]Machine learning and artificial intelligence 
Artificial technology of Nike helps to engage their customers with the company and grow the company's revenue. Artificial technology has impacted on personalized recommendation as well as better scalability. Nike has used AI based insight for improving customer activation. According to the view of Haenlein and Kaplan (2019), artificial intelligence helps customers to experience the strategy of organization. The company has also used holographic technology into sneakers design (Digitalsilk.com, 2021). These digital assets of Nike increase innovation and improve their marketing speed. Using artificial technology they also directly connect with their customers. Machine learning is also the method of data analysis that helps Nike to collect and analyse data of customers. Nike fit app is the combination of data science, machine learning as well as artificial intelligence for cultivating digital foot morphology. Using these item users can scan items to learn more information about the products   
[bookmark: _Toc80612769]Augmented reality 
[bookmark: _Toc80612698]Augmented technology is the result of advancement of digital and artificial technology that helps customers to understand the product as per their choice. Based on the opinion of Palmarini et al. (2018), retailers can generate more sales using augmented reality technology. However, Nike has unveiled augmented reality technology for improving the shoe sizing. Using the smart phones camera of customer Nike can measure each foot individually. For solving massive friction of customers, Nike has used this technology. Hence, this digital asset of Nike helps them to achieve success in the present technological era. Therefore, analysing different assets of footwear giant Nike it has been seen that the company can easily attract their customers by using these assets of augmented reality, machine learning and artificial intelligence as well as digital ecosystem. 
[bookmark: _Toc80612770]Analysing performance of website of organization 
[bookmark: _Toc80612771]Analysing the website of Nike 
Nike.com is the e-commerce portal of Nike Company. The website of Nike shows a clear segmentation of customers for men, women and kids as well as for those people who practice sports. The company also allows their customers to customize orders of footwear and sport equipment. The website of Nike also allows the company to promote upcoming products and encourage customers by providing health tips and nutritional tips. On the other hand, it has seen that the website is interactive and enhances the brand name as well as reputation. The entire environment of the website creates a multifaceted lifestyle. It has also seen that the search engine of Nike gives their consumers a one click option which is quite helpful.  Analysing the website of Nike it has seen that the website is quite easy to use for consumers and promotional videos and images of the website can develop the interest of consumers. Hence, the basic content structure of Nike’s website helps the company to generate profit.    
[bookmark: _Toc80612772]Performance of Nike’s website 
Nike is using their website in an authentic way. Therefore, it has seen that  customers face several issues at the time of using Nike’s website. The website of the organization is facing java script issues. In the post-pandemic situation the company has developed its websites to attract consumers.  Based on the view of Cahyono and Susanto (2019), a website of a brand can attract new customers as it handles external communication. It has been seen that the page of a website takes a long time to load that can affect their performance and promotional activities. The layout shift of the website makes it junky. The images of products are not showing clearly on the website. Java script related performance creates several problems in the website. Though the company is developing its technology, several asynchronous parts rendering can cause obstacles for the website of Nike. Websites are the prime component for retail business that attracts customers. Therefore, Nike needs to develop its website's efficiency to increase their performance and improve profit. 
[bookmark: _Toc80612773]Providing indication on the balance between internal as well as external communication structural flow of the organization
[bookmark: _Toc80612774]Focusing on digital assets of Nike
The digital assets or the digital marketing campaign of Nike is effectively supported by the uses of brilliant advertisements. The company does not generally sell the essential products of the company through digital assets or a digital marketing approach. But on the other hand, they are effectively selling the emotional benefits of the company's products through this as in they are mainly selling the concern of aspiration (Bbc.com, 2021). They are working on the distribution strategies through the digital media campaigns and also working for sharing the meaningful taglines and stripes related to the product to attract customers. However, the company is also generating essential experience which relates with the concern as the people can share perception to the company.
The company is also effectively collaborating with Facebook Bot messenger and Air Jordan that enables two-way communication and helps in connecting with people.  
[bookmark: _Toc80612775]Relating to the organizational website for assessing communication flows between internal and external communication
[bookmark: _Toc80612776]Information architecture
Information architecture mostly aims to organize content for the users as they can easily adjust to the company's product-related functionality. The Nike Company for assessing communication flows between internal and external communication uses the information architecture like using the existing website in another way like information design to effectively communicate with the internal and external purpose. The company by observing mind maps, site maps and task journey to reflect more essential communication among the external and internal communication flows (Nike.com, 2021). 
[bookmark: _Toc80612777]Effective strategies for balancing external and internal communication
Nike became successful as this company is having the best of strategies regarding its braves and logo within the digital marketing aspects. Moreover, this company is also spending more on the sponsorship of the products related to the sports equipment and this is its effective strategy to improve brand’s reputation. On the other hand, this company is generally spreading about $3 billion for the concern of product advertisement within a year and earn 141m (Bbc.co.uk, 2021). They are mainly focused on selling the emotional benefits regarding the products and also arrange the advocacy program to maintain a balance between external and internal communication. Nike is effectively using AI technologies within the workplace to balance internal communication by monitoring the overall workplace. 
[bookmark: _Toc80612778]Discussing promotion for product and services and relating to the balance in external and internal communication-
Nike is generally associated with using the marketing communication mix and promotional mix for effectively communicating with the company’s target customers. However, this company is also using the marketing communication approach to promote its essential products and business of. This company is also effectively using the 4ps of marketing mix to promote its products and they use celebrities to endorse the products and attract the customers easily (Nike.com, 2021). They use a personal selling approach, this helps in contributing to the experience of positive communication with each of the customers. On the other hand, the digital marketing and variables of sales promotions and the use of public relations with effective marketing communication helps to promote Nike’s products. 
[bookmark: _Toc80612779]Information architecture as well as effective strategy of organization 
[bookmark: _Toc80612780]Information architecture of Nike
Information architecture is the process of information sharing by the company to their stakeholders and customers. Nike has u8sed AI-based technology for their information architecture. According to the view of Tu et al. (2019), information architecture is basically the structural design of shared information. Intranet, online communities and artificial intelligence technology help Nike to share their information for their stakeholders and consumers. Analysing the system as well as software engineering method, the company get help to create design. Nike is also using websites for sharing information about their upcoming products and their other information to attract consumers. The information architecture shares significant information for managers, shareholders and decision makers. Nike uses IA visual vocabulary cheat sheet conditional elements to their information architecture that depends on conditional logic. Therefore, effective use of information architecture within the organization supports them to use unique strategies for their retail business. 
[bookmark: _Toc80612781]Analysing effective strategy of Nike 
Emotional benefits strategy 
Nike focuses on the emotional benefits of their product. Using emotional benefit strategy Nike can promote their product that attracts consumers to the brand. Emotional benefits like  living a healthy life by using these products can attract customers. As opined by Bishen (2019), emotional benefits can provide a positive feeling to customers for purchasing products from a particular brand. 
Focusing on the quality of product 
Nike has adopted a unique strategy where they basically focus on the quality of product. Nike has developed several new technologies for their customers that also help them to develop their products. High quality products can help athletes to perform better. Nike gives importance to their consumers by focusing on the quality of product. Quality as well as durability is the essential part of their strategy that mainly forces them to pay a high price for their product. 
Leadership strategy of Nike 
Giant Footwear Company is maintaining its leadership in the market. Nike is investing in marketing to be the leader of the footwear market. Nike not only targets global athletes but also encourages the inner athlete of their customers. 48% of the athletic footwear market is occupied by Nike in the US (Profitworks.ca, 2021).  This leadership strategy of Nike makes him effective in marketing. 
Competitive strategy of Nike 
As per the competitive strategy of Nike it has seen Nike always stay ahead from their competitors. Nike is trying to develop their technology for competition with their high competitors in the market. As per the competitive landscape Nike leads the footwear industry. There are several competitors of Nike such as Adidas, Phila, Pooma, Reebook. But the company is focusing on its technology and quality products in spite of focusing on its competitors.  These unique strategies of Nike support him to enhance its profit in business. 
Strategy of marketing 
Under marketing strategy, Nike basically uses social media marketing where they can engage consumers and collaborate with high profile people. The company distributes storytelling across its social media channel. In social media Nike basically uses user-generated content and they collaborates their features with celebrities. Nike also recommends their smart product in social media channels and also involves loyalty programs. Using these social channels Nike can figure out the needs of their audience as well as create content by addressing their needs. 


Shedding light on promotion for products and services of organisation 
Attractive tagline and stories 
Nike always focuses on crafting meaningful stories and attractive taglines for promoting the brands and products in an effective way. It helps the company to attract potential customers and expand the customer base significantly. It is also essential to note that Nike gives importance to “emotional branding” which motivates the company to design ads that can evoke specific feelings of the customers. The main aim of considering “emotional branding” is to enhance the process of product digitalisation (Stoeva, 2017). Nike follows a traditional narrative approach for telling stories to the customers. The story highlights a hero who fights with an enemy, overcomes the challenges and achieves glory at the end. 
Targeting strategy 
Nike uses different types of targeting strategy to hold the leading position in the market. Therefore, the company has implemented advanced technologies such as “hyperadapt” to enhance the efficiency of the targeting strategy. As per the view of Almkvist (2021), by developing an effective targeting strategy Nike can easily design new products according to the demands of the targeted customers. In turn, it helps the company to achieve more competitive advantage in the global market. 
Hassle-free online purchasing 
As a part of the digital marketing strategy, Nike has designed the company website with stunning visuals. Moreover, the customers can access the website without any hassles due to the user-friendly design of the websites. In this regard the focus can be given on the advertising and promotion costs of Nike that will amount to around $3.11 billion in 2021 (Statista.com. 2021). It supports the company to provide smart product recommendations to the customers. Moreover, the company is able to invest more in product analytics that can be effective to understand the market trends and customers’ requirements. 
Social media marketing 
Nike has put emphasis on social media marketing in order to increase product promotion and attract young customers in a significant way. As highlighted by Lannoo and De Cock (2021), Nike targets to increase the presence in different social media platforms including Facebook, Twitter and Instagram to enhance brand awareness among the teenagers as well as young adults. For instance, Nike has focused on creating user-generated content and encouraging the customers to have positive as well as negative conversations through the social media platforms. It has helped the company to collect feedback directly from the customers and improve the promotional strategy accordingly. 
Community building 
Nike uses hash tags and different themes for community building. Developing a two-way conversation via social media platforms the company has increased the opportunities for product digitalisation. According to the view of Cassia (2017), Nike focuses on crowd sourcing for launching a new product. Thus, the company has developed an innovative idea of product digitalisation. Moreover, the company collaborates with celebrities and social media influencers for promoting the product and services in an efficient way. As a reputed brand Nike archives more attention from the influencers and thus, the company can enhance its social media presence for developing a sense of community among the customers. 
[bookmark: _Toc80612782]Critically analysing impact of AI-based predictive tools for digital marketing 
[bookmark: _Toc80612783]Discussing the AI-based tools for digital marketing 
AI chat-bots
There are several AI-based messaging tools which help a company to communicate with the customers instantly. AI chat-bots are very helpful to connect to the customers and give responses to their problems without any delay. For instance, Nike provides quick assistance to the customers by responding to their queries in less time (Nike.com. 2021). Thus, AI-based tools facilitate the scopes for supervised learning that can help the company to make better decisions and enhance customers' experience. 
Email marketing 
With the support of AI-based email marketing the company can personalise email marketing according to the customer behaviours and preference. It is also possible for the marketers to optimise email the email campaigns for maximising the results. Similarly, Nike has considered AI-based email marketing tools to achieve more deliverability. The AI algorithms help the marketers to identify the right time to send mail to the customers. Moreover, it has become easy to determine the right content of the emails based on the customers’ behaviours. Thus, Nike can focus on high target sales and develop marketing strategies accordingly. 
AI digital advertising
AI-based digital marketing tools can be very helpful to increase the experience of the customers. Nike has concentrated on increasing the presence in different social media platforms such as Facebook, Twitter and Instagram that helps the company to analyse the customers’ information in an effective way (Lannoo and De Cock, 2021). Thus, it is easy to analyse the marketing trends by using the AI tools. For instance, the marketers of Nike are able to generate content automatically and pinpoint the content to address the specific needs and requirements of the customers.   
Analytics tools
AI analytics tools are important for collecting and analysing important data that can help to analyse the market trends and customers’ trends in a significant way. There are several analytical tools available in the market that includes Albert AI and Crayon. The main purpose of using the AI-based analytical tools is to increase external and internal insights regarding the digital marketing strategy. For instance, with the help of the analytical tools Nike has developed an effective distribution strategy to increase the growth of the business. The revenue growth of Nike increased 10% in the first quarter of 2019 (Forbes.com. 2021). Thus, it is quite evident that the AI-based analytics tools have supported the company to increase the effectiveness of digital marketing significantly. 
AI e-commerce tools 
Nike has focused on online retailing to achieve higher business growth in the competitive market. Therefore it is quite essential to understand the customer requirements and expectations to fulfil their needs in an effective way. With the help of the AI-based e-commerce tools the company is able to collect and anal.yse a large amount of customer data to enhance customers experience in an efficient manner. 
[bookmark: _Toc80612784]Critically analysing the impacts of the AI tools on predicting customer behaviour and preference 
AI tools and technologies have a great impact on optimising the digital marketing strategy of a business organisation. For instance, AI tools help the markets to acquire comprehensive insights and analyse the current market trends in a significant way. Accordingly, Nike also uses AI-based tools for digital marketing that helps the company to predict customer behaviour and understand the industry trend effectively. AI based technologies are essential to understand customer preference. Thus, the company can meet the customer demands and enhance customer experience through digital marketing. In this context it can be said that AI-based tools have enabled Nike to use social media in a more agile way (Hbr.org. 2021). Thus, Nike is able to focus on innovation and increase customer engagement to a great extent.  
Nike has increased its presence on social media platforms that helps the company to connect to a large number of customers at ease. Thus, the AI-based tools help the company to mine data from different social media platforms and analyse the revenue and sales to understand the customers’ behaviour. Furthermore, the marketers of Nike are able to determine the bright mode of marketing with a view to increase customer engagement with the business. It is also very important to note that the company can develop and implement new strategies to attract new customers by analysing the data through AI-based analytic tools. For example, Nike has developed an application named Nike Fit that can collect information on 13 points to measure the full shape of an individual's feet in a few seconds (CSANÁK, 2021). In addition, AI algorithms contribute to increasing the efficiency of product recommendations for the customers.  Hence, Nike implants the AI-based tools including email marketing tools and AI digital advertising tools in order to develop a better relationship with the customers. Application of advanced AI technology and tools has enabled Nike to provide early access to new products to the customers that helps to improve customer loyalty in a significant manner. 
However, it is vital to consider the potential challenges related to impending AI tools for digital marketing in order to predict customer behaviour.  Through AI tools and technologies the company collects customer data for analysing industry trends. Thus, it may lead the company to be vulnerable to potential data breaches. Despite the number of benefits incorporated with the use of AI in marketing and promotion, this possesses manifold threats such as the data security of the company and its customers (Eling et al. 2021). Due to the lack of security importance customer data can get into the wrong hands which hamper the safety and privacy of the customers. Large companies like Nike remain under the threats of data breaches and therefore, it is very essential for the company to use the AI tools and technologies with proper care. Recent evidence is a major supporting point to these arguments where hackers often target multinational companies that often possess many loopholes from the customers’ ends. 
[bookmark: _Toc80612785]Conclusion 
Nike is an American multinational company that manufactures and sells footwear, apparel, and sports equipment as well as accessories. The company is using its digital tools and AI-based solution for attracting customers and generating profit. Digital marketing has played a crucial role in the present era of marketing. Major leading organizations use social media for their digital marketing. As per the above mentioned study it can be concluded that effective strategies as well as use of predictive artificial tools support Nike to be the giant in footwear of the US. Nike has adopted several effective strategies for their marketing that enable them to engage consumers with the brand. It has seen that Nike always focuses on the quality of product in spite of focusing on their competitors. Utilization of digital marketing and digital representation within the company make them more efficient. Numerous strategies of Nike as well as digital assets of Nike have been analyzed in this study. Internal as well as external communication and structural flows have been illustrated from the context of Nike.  According to the study it has been seen that Nike uses their social media channels like YouTube, Facebook and Instagram to promote their products to customers that also attract new customers to their brand. Global market which is operated by Nike has also been analyzed. Several AI-based predictive tools and their impact on the promotion of products have also been analyzed in this study.  
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