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1. [bookmark: _Toc160746833]Exclusive Summary
Nike, a global sportswear giant, has employed a multifaceted marketing strategy that combines innovation, celebrity endorsements, and a strong brand image (Davis, 2016). The company has successfully leveraged its "Just Do It" slogan to inspire and connect with consumers on a personal level (Nayak, 2017). Nike's emphasis on technological advancements, such as the introduction of cutting-edge performance gear and sustainable materials, has kept the brand at the forefront of the industry (Nayak et al., 2020).
Celebrity endorsements, particularly with high-profile athletes like Michael Jordan, LeBron James, and Serena Williams, have significantly contributed to Nike's market dominance. These partnerships not only elevate the brand's status but also align it with excellence and success in sports. However, the reliance on individual endorsements poses a risk if any controversy arises involving these athletes (Soesilo, Gunadi and Arimbi, 2020).
Nike has also excelled in digital marketing and social media, effectively engaging with its audience and creating a sense of community around the brand (Chanpaneri and Jain, 2021). The use of social issues and cultural movements in their advertising campaigns, such as the Colin Kaepernick ad, has garnered both praise and criticism (Hoffmann et al., 2020). While these campaigns align with Nike's commitment to social responsibility, they can polarise consumers and impact the brand's image (Li, Kim and Alharbi, 2022).
One challenge for Nike lies in the increasing demand for sustainability and ethical practices within the fashion industry (Ditlev-Simonsen and Ditlev-Simonsen, 2022). While the company has made strides in incorporating sustainable materials, there is ongoing scrutiny regarding labour practices in its supply chain (Villena and Gioia, 2020). This could potentially impact consumer perception and loyalty. Nike's marketing activities have undeniably contributed to its global success (Nieżurawski and Nieżurawska-Zajkac, 2021). The company's strategic mix of innovation, celebrity endorsements, and cultural relevance has established a powerful brand presence (Eyada and others, 2020). However, staying attuned to evolving consumer expectations, addressing sustainability concerns, and navigating the potential pitfalls of celebrity partnerships will be crucial for Nike's continued market leadership (Jain et al., 2021).
2. [bookmark: _Toc160746834]Introduction
Nike's excellence in the global sportswear landscape is a testament to its adept utilisation of effective marketing strategies, seamlessly weaving together elements of innovation, celebrity endorsements, and the cultivation of a robust brand. For Nike, marketing is not merely a functional aspect but a pivotal force steering its market leadership (Shen et al., 2021). The brand's commitment is underscored by substantial resource allocations, emphasizing the strategic understanding that effective marketing goes beyond mere promotion. Innovations like the Air Max series showcase Nike's prowess in marrying cutting-edge technology with style, captivating consumers, and solidifying its position as a trendsetter (Andrade, 2022). 
The strategic alliances with global sports icons, from Michael Jordan to Serena Williams, inject a powerful dose of aspirational allure into the brand (Hoffman, 2022). The omnipresent "Just Do It" slogan encapsulates not just sportswear but a universal ethos of determination (Sandberg and Bruin, 2020). This analysis embarks on an exploration of these facets, meticulously unveiling evidence and examples that underscore the profound effectiveness of Nike's marketing endeavours, dissecting how they have not just sustained but propelled the brand to the pinnacle of the sportswear industry.
3. [bookmark: _Toc160746835]Main Findings
Through market research, branding, and promotional strategies, marketing aims to identify consumer needs, differentiate products or services, and influence purchasing decisions. By aligning business objectives with customer preferences, marketing drives revenue growth, enhances customer satisfaction, and sustains competitive advantage in the market. Ultimately, marketing serves as the vital link between the company and its customers, facilitating successful exchanges and fostering long-term relationships.

3.1 [bookmark: _Toc160746836]Investment in Marketing
Nike's commitment to maintaining a robust market presence is unmistakably reflected in its strategic allocation of substantial resources to marketing endeavours (Olaniyi, Abalaka and Olabanji, 2023). The company astutely acknowledges the pivotal role that marketing plays in enhancing brand visibility and fostering meaningful customer engagement (Roggeveen et al., 2021). This commitment is evident across various facets of Nike's marketing strategy, including the judicious investment in high-profile celebrity endorsements, the relentless pursuit of cutting-edge product development, and the creation of impactful advertising campaigns (Kim, 2020). 
One exemplary case is Nike's collaboration with basketball luminary Michael Jordan, an alliance that transcends mere endorsement to become an integral part of the brand's narrative (Sarfi, Nosrati and Sabzali, 2021). The synergy between Nike and Michael Jordan not only catapulted the brand into a new echelon of cultural significance but also catalysed the soaring success of the iconic Air Jordan line (Johnson, 2020). This investment in aligning with influential figures, whose personas resonate globally, not only bolsters Nike's market presence but also contributes immeasurably to the overall effectiveness of the brand's marketing strategy. By associating with individuals who embody excellence and aspiration, Nike reinforces its connection with consumers, ensuring that its marketing investments yield commercial success and a lasting impact on the cultural landscape (Tian, Yu and Yiling, 2023).
3.2 [bookmark: _Toc160746837]Macro and Micro Marketing Environment

Examining Nike's business environment through the PESTEL framework and Porter's Five Forces Model provides a comprehensive understanding of the macro and micro factors influencing the company.

PESTEL Analysis 

PESTEL analysis is a strategic tool used by organisations to understand external factors affecting their business environment (Yusop, 2018). It examines Political, Economic, Social, Technological, Environmental, and Legal factors. 
Political stability and international relations impact Nike's global operations. Trade agreements, tariffs, and geopolitical tensions can affect the cost of production and distribution. Nike must navigate political landscapes to ensure smooth business operations (Lund et al., 2020). Moreover, global economic conditions, including fluctuations in exchange rates and economic downturns, influence consumer purchasing power (Yao, 2021). Economic stability is crucial for sustaining demand for Nike's premium sportswear products (Freixo, 2022). Furthermore, cultural trends, societal values, and lifestyle preferences shape consumer behaviours. Nike's agility is evident in campaigns that resonate with societal attitudes, such as "Dream Crazy," showcasing its ability to align with and influence cultural dynamics (Matthews, Cryer-Coupet and Degirmencioglu, 2021).
Additionally, rapid technological advancements impact product innovation, manufacturing processes, and marketing strategies (Edeh, Obodoechi and Ramos-Hidalgo, 2020). Nike's embrace of digital marketing and social media reflects its commitment to staying at the forefront of technological trends in the dynamic sportswear industry (GÜLAY, 2023). Also, increased awareness of environmental sustainability influences consumer choices (Park et al., 2022). Nike's focus on sustainable practices, including the use of recycled materials, aligns with growing environmental expectations and regulations (Vadakkepatt et al., 2021). Finally, legal considerations, including intellectual property laws, labour regulations, and product safety standards, shape Nike's business operations (Kim, 2020). Compliance with diverse legal frameworks globally is crucial for maintaining ethical standards (Muhammad et al., 2022).

Porter's Five Forces Analysis 

Porter's Five Forces Analysis, developed by Michael Porter, assesses industry competitiveness and attractiveness through five key factors: threat of new entrants, bargaining power of buyers, bargaining power of suppliers, threat of substitute products or services, and intensity of competitive rivalry (Dobbs, 2012). 
	The sportswear industry has high entry barriers due to brand recognition, economies of scale, and significant marketing investments (Xiaoyu et al., 2023). Nike's established brand and financial strength create a formidable barrier against new entrants (Aaker, 2020). Moreover, buyers, including consumers and retailers, possess significant bargaining power due to the availability of alternative products (Jena and Meena, 2022). Nike's strong brand and continuous innovation help maintain influence over buyers (Saini et al., 2022). Additionally, while Nike relies on a global network of suppliers, concentration among major suppliers poses a potential risk (Xu et al., 2023). However, Nike's size and global reach enable it to diversify its supplier base, reducing supplier bargaining power (Lechner et al., 2020).
Furthermore, substitute products from competitors pose a moderate threat (Sharapov and Ross, 2023). Nike's focus on innovation, brand loyalty, and strategic collaborations helps differentiate its products and mitigate the appeal of substitutes (Garg, 2023). In addition, the sportswear industry is intensely competitive, with global brands like Adidas and Puma. Nike's strategic focus on individual athlete endorsements and collaborations provides a unique positioning, differentiating itself in the competitive landscape (Michel and Willing, 2020).
3.3 [bookmark: _Toc160746838]Change Management Strategies
Nike's adept navigation through the digital era, as exemplified by the transition from traditional advertising to a robust digital presence, aligns seamlessly with Lewin's Change Management Model, a framework consisting of three key stages: unfreezing, changing, and refreezing (Hammoud, 2022).
In the unfreezing stage, an organization prepares for change by creating awareness of the need for transformation (Azalanzazllay et al., 2022). Nike's recognition of the shifting marketing landscape and the necessity to embrace the digital era signifies the unfreezing phase (Press et al., 2021). The realisation that traditional advertising models are becoming obsolete prompts the organization to challenge existing norms and foster a mindset open to change (Tamen, 2022).
Moreover, the changing stage involves implementing the actual change. Nike's shift from traditional advertising to a strong digital presence is a clear manifestation of this phase (Dennis, 2020). The company strategically invests in digital marketing channels, acknowledging the importance of reaching consumers in the spaces where they increasingly spend their time (Chanpaneri and Jain, 2021). By embracing this shift, Nike not only adopts new tools and platforms but also instils a cultural shift, emphasizing the significance of digital engagement in its marketing strategy (Dhesi, 2021). Additionally, the "Dream Crazy" campaign featuring Colin Kaepernick stands as a bold initiative within the changing stage (Kim et al., 2020). By addressing societal issues and adapting to changing cultural norms, Nike takes a decisive step away from conventional marketing practices. Despite the controversy surrounding Kaepernick's activism, Nike leverages the campaign to make a powerful statement, positioning itself as a brand willing to champion social causes (Leduc, 2022). This bold move not only marks a departure from the status quo but signifies Nike's commitment to embracing change in response to evolving social expectations (Fournier, Srinivasan and Marrinan, 2021).
Finally, the refreezing stage involves solidifying the changes and integrating them into the organization's culture (Rehman, 2020). In the context of Nike's shift to a digital-first approach and its bold societal stance, the refreezing is an ongoing process (Anand, 2022). The success of the "Dream Crazy" campaign demonstrates the effectiveness of Nike's change management strategies. The positive resonance with the target audience solidifies the company's position as a cultural influences, embedding the shift in approach into the organizational fabric (Malacarne, 2021). The refreezing stage entails reinforcing the digital-centric mindset and the willingness to address societal issues, ensuring that these become integral aspects of Nike's identity rather than transient initiatives (Maddox-Daines, 2023).
3.4 [bookmark: _Toc160746839]Target Market
Nike's mastery in capturing a diverse target market has been a cornerstone of its enduring success, spanning athletes, sports enthusiasts, and the fashion-conscious alike (Anguelov, 2021). The brand's triumph lies not only in its expansive reach but in its adept navigation of a broad spectrum while retaining a central emphasis on performance and innovation (Lubis et al., 2023). This versatility is distinctly reflected in Nike's strategic market segmentation, evident through the meticulous creation of specialized product lines tailored for various sports and activities. From cutting-edge running shoes to basketball sneakers and soccer cleats, Nike ensures that each product line is finely tuned to the specific needs and aspirations of its target audience, thereby solidifying its standing as a go-to brand across athletic pursuits (Brandberg, Myrefelt Norlinger and Ngo, 2020).
At the heart of Nike's universal appeal is the iconic "Just Do It" slogan, a succinct encapsulation of the brand's overarching philosophy (Bryar and Carr, 2021). This mantra resonates beyond the boundaries of age, gender, and interests, embodying Nike's commitment to empowering individuals to push their limits and overcome challenges (Rasmussen et al., 2021). It serves as a unifying call to action, fostering a sense of motivation that transcends demographics. By aligning its brand with this empowering ethos, Nike not only forges a connection with athletes driven by performance but also resonates with those who seek inspiration in their everyday pursuits (Orgad and Gill, 2021).
3.5 [bookmark: _Toc160746840]Selection of Media
Nike's marketing brilliance is notably characterized by its adept utilization of a multi-channel approach, seamlessly navigating various media platforms to engage its audience effectively (Zhavoronkova, 2021). The brand's mastery of social media marketing is evident through its compelling presence on platforms such as Instagram, Twitter, and Facebook (Fontaine, 2020). Nike excels in crafting visually striking content that not only captures attention but also evokes a powerful emotional response (Herrat and others, 2023). The artful blend of aesthetics and storytelling ensures that each piece of content becomes more than a mere advertisement – it transforms into a narrative that resonates with the target audience on a personal level.
Beyond social media, Nike extends its reach through a diverse array of marketing channels. Email campaigns, carefully curated to deliver relevant content and exclusive offers, serve as a direct and personalized communication tool (Czinkota et al., 2021). The brand strategically employs search engine optimization (SEO) to enhance its online visibility, ensuring that consumers can easily discover Nike products when searching for athletic wear or related topics (Naim and Al Ghamdi, 2023).
Collaborations with influencers, who embody Nike's values and appeal to specific demographics, add another layer to the brand's multi-channel strategy (Sarfi, Nosrati and Sabzali, 2021). By partnering with individuals who have a significant following and cultural impact, Nike expands its reach organically, leveraging the influence and credibility of these collaborators (Khushaim, 2022).
The selection of diverse media channels aligns astutely with the evolving preferences of consumers. In an era where individuals consume content across various platforms, Nike's comprehensive strategy ensures that the brand remains omnipresent in the digital landscape (Zhavoronkova, 2021). This adaptability contributes significantly to the overall effectiveness of Nike's marketing efforts, as it not only reaches consumers where they are but also delivers content in formats and styles that resonate with their preferences (Zhavoronkova, 2021). Nike's multi-channel approach reflects not just a response to technological shifts but a proactive strategy that positions the brand at the forefront of digital marketing innovation (Tomita, 2022).

3.6 [bookmark: _Toc160746841]Measuring Success

Nike's commitment to data-driven decision-making is evident in its comprehensive approach to measuring the effectiveness of marketing campaigns (Li et al., 2023). The brand employs a sophisticated set of metrics, with key performance indicators (KPIs) that encompass crucial aspects of brand performance (Kondo and Vicente, 2023). Central to Nike's evaluation are metrics related to brand awareness, seeking to gauge the extent to which the target audience is cognisant of and familiar with the brand. This includes assessing the reach of marketing campaigns across various channels, from traditional media to digital platforms.
Consumer engagement stands as another pivotal KPI for Nike (Pulak, 2021). The brand meticulously evaluates the level of interaction and connection between consumers and its marketing content (Kushwaha et al., 2020). Social media analytics play a crucial role in this assessment, with metrics such as likes, shares, comments, and overall engagement rates offering valuable insights into the resonance of Nike's messaging within the digital sphere (Steinhoff et al., 2023).
Sales growth serves as the ultimate litmus test for the effectiveness of Nike's marketing efforts (Nieżurawski and Nieżurawska-Zajkac, 2021). By correlating marketing campaigns with changes in sales figures, the brand gauges the direct impact of its promotional activities on consumer behaviour and purchasing decisions. This financial metric serves as a tangible measure of how effectively Nike is translating its marketing investments into tangible business outcomes (Quach et al., 2020).
In addition to these core KPIs, Nike places significant importance on qualitative measures (Griffin, 2022). Social media analytics delve into sentiment analysis, offering insights into the emotional responses and perceptions of consumers (Radi and Shokouhyar, 2021). Website traffic metrics assess the flow of visitors, time spent on the site, and the conversion rates from visitors to customers (Semerádová et al., 2020). Customer feedback gathered through surveys, reviews, and direct interactions, provides qualitative data that supplement quantitative metrics (Ray, 2023).
A case in point illustrating Nike's holistic evaluation is the "Breaking2" campaign, which aimed to break the two-hour marathon barrier (Fontaine, 2020). Nike did not solely rely on media coverage metrics but delved deeper. The success was measured through increased brand affinity, as reflected in positive sentiments shared on social media platforms, and heightened consumer engagement, exemplified by the widespread discussions and interactions surrounding the campaign (Fontaine, 2020).
4 [bookmark: _Toc160746842]Conclusion
In navigating the complex landscape of global sportswear, Nike has undoubtedly demonstrated a mastery of marketing strategies, leveraging innovation, celebrity endorsements, and a powerful brand image. The brand's commitment to marketing as a driving force is evident through strategic resource allocations and a multi-faceted approach. However, it's crucial to acknowledge that no marketing strategy is without its potential shortcomings.
One noteworthy concern stems from the controversial nature of Nike's marketing campaigns, as seen in the "Dream Crazy" initiative featuring Colin Kaepernick. While the campaign effectively resonated with a specific target audience, its polarizing nature resulted in backlash from segments of the population. The potential alienation of consumers who do not align with the brand's societal stance underscores the risk associated with campaigns that delve into contentious issues. Nike must tread carefully, recognizing that such controversies may impact brand loyalty and market share.
Additionally, Nike's reliance on celebrity endorsements, while generally successful, exposes the brand to external factors beyond its control. Endorsed athletes may face personal or professional controversies that could tarnish Nike's image by association. The brand needs to continually assess and manage this risk, ensuring that its reputation remains resilient even amid challenges faced by its high-profile ambassadors.
Moreover, the rapid shift to a digital-first approach raises concerns related to privacy, data security, and the ever-changing digital landscape. Nike must navigate these complexities diligently, ensuring that its digital marketing strategies align with ethical standards and evolving consumer expectations. The potential backlash from mishandling digital interactions or falling victim to privacy concerns could adversely impact Nike's reputation and consumer trust.
Despite these potential shortcomings, Nike's adaptive strategies, measured through Lewin's Change Management Model, showcase a commitment to evolution. The brand recognizes the need to unfreeze established norms, embraces change by transitioning to a digital era, and refreezes by integrating these shifts into its cultural fabric. However, a continuous reassessment of the impact and sustainability of these changes is essential to fortify Nike's market leadership.
In short, while Nike's marketing strategies have propelled it to the pinnacle of the sportswear industry, the brand must vigilantly address potential shortcomings. Balancing bold societal stances, mitigating risks associated with celebrity endorsements, and navigating the digital landscape's complexities are paramount. By proactively addressing these challenges, Nike can ensure that its marketing strategies not only resonate with the current consumer landscape but also foster enduring success in an ever-evolving market.
5 [bookmark: _Toc160746843]Recommendations
By implementing the following recommendations, Nike can navigate potential pitfalls in its marketing strategy while reinforcing its commitment to innovation, ethical practices, and sustained market leadership in the dynamic sportswear industry:
Strategic Controversy Management
Strategic controversy management is imperative for Nike's sustained success, and a pivotal aspect of this strategy involves the diversification of endorsed athletes (Sandberg and Bruin, 2020). To reduce dependency on a select group of high-profile individuals, Nike should deliberately broaden the spectrum of athletes it endorses. This proactive approach not only enhances the brand's resilience to external factors affecting specific personalities but also contributes to a more inclusive representation. Prioritizing partnerships with athletes known for their consistency and positive public image is integral to mitigating potential risks associated with controversies (Kim et al., 2020). 
By aligning with individuals who consistently uphold a positive image, Nike can fortify its brand association and minimize the likelihood of negative impacts on its reputation (Jun et al., 2023). Furthermore, it is essential for Nike to regularly reassess the brand alignment of endorsed personalities. This ongoing evaluation ensures that the athletes representing the brand continually resonate with Nike's values, reducing the risk of misalignment that could impact consumer perception. Through a comprehensive and strategic approach to managing controversies, Nike can maintain a positive brand image while actively mitigating potential risks associated with high-profile endorsements.
Diversification of Endorsement Portfolios
An essential component for Nike to fortify its marketing strategy involves the diversification of its endorsement portfolios. This entails a deliberate effort to broaden the spectrum of endorsed athletes, thereby reducing reliance on a select group of high-profile individuals. By expanding the pool of endorsed athletes, Nike can enhance its resilience to external factors that may impact specific personalities (Garg, 2023). 
Additionally, a key aspect of this strategy involves prioritizing partnerships with athletes renowned for their consistency and positive public image. This proactive selection process not only contributes to a positive brand association but also serves as a mitigating factor against potential controversies. It is imperative for Nike to regularly reassess the brand alignment of endorsed personalities to ensure continual resonance with the company's values (Pettey, 2023). This periodic evaluation ensures that the athletes representing the brand align with Nike's ethos, minimising the risk of misalignment that could affect consumer perception. 
Enhanced Risk Management Protocols
In the pursuit of fortified risk management, Nike should implement enhanced protocols geared towards mitigating potential damage stemming from external factors affecting endorsed individuals. This entails the establishment of a robust risk management system tailored specifically to address challenges associated with high-profile endorsements (Shah and others, 2021). To ensure ongoing alignment with the brand's values, regular assessments of the personal and professional conduct of endorsed athletes should be instituted. This involves defining clear protocols for revaluation and, if necessary, disassociation. 
By proactively monitoring the conduct of endorsed individuals, Nike can swiftly respond to emerging issues, minimize reputational risks, and uphold the integrity of its brand. Instituting a systematic and regular review process contributes to a more dynamic risk management approach, allowing Nike to adapt swiftly to changing circumstances and maintain a positive brand image in the face of potential challenges (Shah and others, 2021).
Digital Ethics and Transparency
In the realm of digital marketing, ensuring ethical practices and transparency is paramount for Nike's sustained success. A crucial aspect of this strategy involves the development and communication of clear policies regarding data privacy and security in all digital interactions. By establishing explicit guidelines, Nike can foster trust with its consumers, assuring them of the brand's commitment to safeguarding their data. Additionally, it is imperative to invest in ongoing employee training programs, particularly for digital marketing teams, ensuring they remain well-versed in ethical standards and privacy regulations (Richards, 2021). This proactive approach not only promotes a culture of digital responsibility within the organization but also minimizes the risk of inadvertent lapses in compliance. 
Moreover, transparent communication about data usage is essential. Nike should implement strategies to inform and reassure consumers about how their data is utilized, fostering an environment where individuals are comfortable with the brand's digital practices (Periyasamy and Periyasami, 2023). Through a comprehensive approach to digital ethics and transparency, Nike can not only navigate the complexities of the digital landscape responsibly but also strengthen its relationship with consumers by prioritizing their privacy and security concerns.
Continuous Evaluation of Change Management
To ensure the success and ongoing effectiveness of its digital transformation initiatives, Nike should implement a strategy of continuous evaluation within its change management framework. This involves the establishment of a dedicated team with the responsibility of continuously assessing the impact and sustainability of digital transformation initiatives. Regular solicitation of feedback from diverse stakeholders, including consumers and employees, is vital in gauging the effectiveness and acceptance of digital changes (Viterouli et al., 2023). By actively seeking input from those affected by the transformations, Nike can identify areas for improvement and potential challenges, ensuring a more inclusive and adaptive approach.
Additionally, the brand should remain agile in adapting its digital strategies based on evolving consumer expectations and technological advancements. This proactive stance enables Nike to stay ahead of the curve, aligning its digital initiatives with emerging trends and ensuring continued relevance in a dynamic digital landscape (Matthews, Cryer-Coupet and Degirmencioglu, 2021). Through continuous evaluation and adaptation, Nike can not only maximize the success of its digital transformation but also foster a culture of responsiveness and innovation within the organization.
Stakeholder Engagement and Communication
 An integral component of Nike's marketing strategy should involve robust stakeholder engagement and communication practices. To build trust and transparency, the brand should foster open channels of communication with consumers, actively addressing concerns, and providing insights into the decision-making process. This two-way communication not only strengthens the relationship with consumers but also allows Nike to gain valuable feedback, enhancing its understanding of consumer expectations. Actively engaging with the public through social media platforms is crucial. Nike should invite feedback, participate in constructive dialogue, and leverage these platforms as tools for direct communication. This approach not only humanizes the brand but also demonstrates responsiveness and accessibility.
Furthermore, Nike must communicate its commitment to social responsibility and ethical practices beyond marketing campaigns. By emphasizing initiatives that extend beyond promotional activities, Nike can showcase its dedication to making a positive impact on societal and environmental fronts, resonating with consumers who prioritize brands with a broader sense of responsibility. Through strategic stakeholder engagement and transparent communication, Nike can not only strengthen its brand image but also foster a loyal and supportive community around its products and values (Crane, 2020).

References
Aaker, D. (2020) Owning Game-Changing Subcategories: Uncommon Growth in the Digital Age. Morgan James Publishing.
Anand, D. (2022) Organization’s response to external disruptive events. University of Missouri--Columbia.
Andrade, F. B. de (2022) Brand tribalism as a strategic pillar to business success in the sports shoes market.
Anguelov, N. (2021) The sustainable fashion quest: innovations in business and policy. CRC Press.
Azalanzazllay, N. N. et al. (2022) ‘Uncovering Readiness Factors Influencing the Lean Six Sigma Pre-Implementation Phase in the Food Industry’, Sustainability, 14(14), p. 8941.
Brandberg, O., Myrefelt Norlinger, M. and Ngo, K. (2020) ‘Nike’s Dream Crazy campaign and how it influenced views and opinions towards the brand’.
Bryar, C. and Carr, B. (2021) Working backwards: insights, stories, and secrets from inside Amazon. Pan Macmillan.
Chanpaneri, A. and Jain, P. (2021) ‘A content marketing as the leading technique in digital marketing: A case of Nike’, International Journal of Research and Analytical Reviews. www. ijrar. org.
Crane, B. (2020) ‘Revisiting who, when, and why stakeholders matter: Trust and stakeholder connectedness’, Business \& Society, 59(2), pp. 263–286.
Czinkota, M. R. et al. (2021) ‘Designing effective promotion and advertising strategies’, Marketing Management: Past, Present and Future, pp. 553–606.
Davis, R. E. (2016) Word of foot marketing: Nike’s marketing efforts prior to the" Just Do It" campaign. Wichita State University.
Dennis, S. (2020) Remarkable Retail: How to Win \& Keep Customers in the Age of Digital Disruption. LifeTree Media.
Dhesi, A. S. (2021) Sustaining Digital Transformation in the Post-COVID Era: Nike Case Study. Massachusetts Institute of Technology.
Ditlev-Simonsen, C. D. and Ditlev-Simonsen, C. D. (2022) ‘The Business Case for Sustainability’, A Guide to Sustainable Corporate Responsibility: From Theory to Action, pp. 103–128.
Dobbs, M. E. (2012) ‘Porter’s five forces in practice: Templates for firm and case analysis’, in Competition forum, p. 22.
Edeh, J. N., Obodoechi, D. N. and Ramos-Hidalgo, E. (2020) ‘Effects of innovation strategies on export performance: New empirical evidence from developing market firms’, Technological Forecasting and Social Change, 158, p. 120167.
Eyada, B. and others (2020) ‘Brand activism, the relation and impact on consumer perception: A case study on Nike advertising’, International Journal of Marketing Studies, 12(4), pp. 30–42.
Fontaine, S. P. (2020) ‘Analyzing the Social Media Presence of Nike, Adidas, and New Balance Using Social Listening’.
Fournier, S., Srinivasan, S. and Marrinan, P. (2021) ‘Turning socio-political risk to your brand’s advantage’, NIM Marketing Intelligence Review, 13(2), pp. 18–25.
Freixo, M. C. (2022) Valuation of Nike Inc. ISCTE-Instituto Universitario de Lisboa (Portugal).
Garg, G. (2023) Innovators unleashed: strategies for industry domination. Gaurav Garg.
Griffin, C. (2022) ‘Fashion Analytics in Africa and Middle East: Strategies, Tools, and Insights for Fashion Brands’, in Fashion Marketing in Emerging Economies Volume II: South American, Asian and African Perspectives. Springer, pp. 241–268.
GÜLAY, G. (2023) Beyond the Game: Athletes, Events, Spectators and Venues in Sports Marketing. Turkuaz Kongre Organizasyonu Fuarc{\i}l{\i}k Yay{\i}nc{\i}l{\i}k E{\u{g}}itim Turizm ve Ticaret~….
Hammoud, S. (2022) Marketing Strategies to Adapt Organizations to Changes in the Business Environment. Walden University.
Herrat, F. E. and others (2023) ‘The value of a good story in priceless: How does a brand create history by communicating their sustainibility through storytelling in a trustworthy way.’
Hoffman, G. (2022) Emotion by Design: Creative Leadership Lessons from a Life at Nike. Random House.
Hoffmann, J. et al. (2020) ‘The contingency of corporate political advocacy: Nike’s ‘dream crazy’campaign with Colin Kaepernick’, Public Relations Inquiry, 9(2), pp. 155–175.
Jain, P. et al. (2021) ‘Embedding sustainability in the consumer goods innovation cycle and enabling tools to measure progress and capabilities’, Sustainability, 13(12), p. 6662.
Jena, S. K. and Meena, P. (2022) ‘Competitive sustainable processes and pricing decisions in omnichannel closed-up supply chains under different channel power structures’, Journal of Retailing and Consumer Services, 69, p. 103114.
Johnson, P. (2020) ‘Playing with lynching: Fandom violence and the Black athletic body’, Television \& New Media, 21(2), pp. 169–183.
Jun, M. et al. (2023) ‘When is celebrity endorsement effective? Exploring the role of celebrity endorsers in enhancing key brand associations’, Journal of Business Research, 164, p. 113951.
Khushaim, M. (2022) ‘Textual Analysis of Nike’s Dream Crazy Commercial’, Eximia, 5(1), pp. 457–467.
Kim, J. K. et al. (2020) ‘Nike, Colin Kaepernick, and the politicization of sports: Examining perceived organizational motives and public responses’, Public Relations Review, 46(2), p. 101856.
Kim, M. (2020) ‘How Phil Knight made Nike a leader in the sport industry: Examining the success factors’, Sport in Society, 23(9), pp. 1512–1523.
Kondo, K. and Vicente, Â. J. B. (2023) The Coordination Imperative: A Comprehensive Approach to Align Customer Demand and Inventory Management for Superior Customer Experience in Retail. Massachusetts Institute of Technology.
Kushwaha, B. P. et al. (2020) ‘Integrating social media and digital media as new elements of integrated marketing communication for creating brand equity’, Journal of Content, Community \& Communication, 11(6), pp. 52–64.
Lechner, C. et al. (2020) ‘Supplier evolution in global value chains and the new brand game from an attention-based view’, Global Strategy Journal, 10(3), pp. 520–555.
Leduc, J. (2022) Kneeling for Justice: A Study on How the 30th Anniversary of the Nike" Just Do It" Campaign Starring Colin Kaepernick Was Portrayed by the Media. Université d’Ottawa/University of Ottawa.
Li, J.-Y., Kim, J. K. and Alharbi, K. (2022) ‘Exploring the role of issue involvement and brand attachment in shaping consumer response toward corporate social advocacy (CSA) initiatives: The case of Nike’s Colin Kaepernick campaign’, International journal of advertising, 41(2), pp. 233–257.
Li, X. et al. (2023) ‘Impact of relocation strategy on brand trustworthiness and word-of-mouth: experimental vignette research on the US fashion industry’, International Journal of Production Economics, 257, p. 108775.
Lubis, A. et al. (2023) ‘The Triad of Marketing Success: Product Innovation, Customer Engagement, and Market Penetration’, International Journal of Economic Literature, 1(3), pp. 245–257.
Lund, S. et al. (2020) ‘Risk, resilience, and rebalancing in global value chains’.
Maddox-Daines, K. (2023) Managing People in the Hybrid Workplace. Taylor \& Francis.
Malacarne, T. (2021) ‘Connected audiences in social performance’, Sociological Theory, 39(1), pp. 19–37.
Matthews, D., Cryer-Coupet, Q. and Degirmencioglu, N. (2021) ‘I wear, therefore I am: investigating sneakerhead culture, social identity, and brand preference among men’, Fashion and Textiles, 8, pp. 1–13.
Michel, G. and Willing, R. (2020) The Art of Successful Brand Collaborations: Partnerships with Artists, Designers, Museums, Territories, Sports, Celebrities, Science, Good Cause... and More. Routledge.
Muhammad, T. et al. (2022) ‘Integrative Cybersecurity: Merging Zero Trust, Layered Defense, and Global Standards for a Resilient Digital Future’, International Journal of Computer Science and Technology, 6(4), pp. 99–135.
Naim, A. and Al Ghamdi, K. (2023) ‘Understanding Digital Marketing: An Exemplary Approach’, in Global Applications of the Internet of Things in Digital Marketing. IGI Global, pp. 94–122.
Nayak, R. et al. (2020) ‘Sustainable technologies and processes adapted by fashion brands’, in Sustainable Technologies for Fashion and Textiles. Elsevier, pp. 233–248.
Nayak, T. (2017) ‘“ Just Do It”@ Ad Campaign: The Case of Nike Inc.’, Globsyn Management Journal, 11(1/2), pp. 59–66.
Nieżurawski, L. and Nieżurawska-Zajkac, J. (2021) ‘Some selected factors of success of enterprises. Theory and practice’, Zeszyty Naukowe.
Olaniyi, O., Abalaka, A. and Olabanji, S. O. (2023) ‘Utilizing big data analytics and business intelligence for improved decision-making at leading fortune company’, Journal of Scientific Research and Reports, 29(9), pp. 64–72.
Orgad, S. and Gill, R. (2021) Confidence culture. Duke University Press.
Park, J. Y. et al. (2022) ‘Sustainable marketing strategies as an essential tool of business’, American Journal of Economics and Sociology, 81(2), pp. 359–379.
Periyasamy, A. P. and Periyasami, S. (2023) ‘Rise of digital fashion and metaverse: influence on sustainability’, Digital Economy and Sustainable Development, 1(1), p. 16.
Pettey, A. (2023) Branding Your Practice: A Comprehensive Guide to Building A Strong Brand in Health \& Wellness. NDS Enterprises LLC.
Press, J. et al. (2021) ‘Innovation in the Digital Era’, in IDeaLs (Innovation and Design as Leadership). Emerald Publishing Limited, pp. 13–34.
Pulak, M. F. H. (2021) Sustainability Key Performance Indicators for Mass Customization. West Virginia University.
Quach, S. et al. (2020) ‘Toward a theory of outside-in marketing: Past, present, and future’, Industrial marketing management, 89, pp. 107–128.
Radi, S. A. and Shokouhyar, S. (2021) ‘Toward consumer perception of cellphones sustainability: A social media analytics’, Sustainable Production and Consumption, 25, pp. 217–233.
Rasmussen, K. et al. (2021) ‘Gender marginalization in sports participation through advertising: The case of Nike’, International Journal of Environmental Research and Public Health, 18(15), p. 7759.
Ray, P. P. (2023) ‘Benchmarking, ethical alignment, and evaluation framework for conversational AI: advancing responsible development of chatgpt’, BenchCouncil Transactions on Benchmarks, Standards and Evaluations, 3(3), p. 100136.
Rehman, R. J. (2020) Experiences of US Business Bankers as Customer Interface Innovations Are Diffused. Capella University.
Richards, H. (2021) ‘Rethinking value:‘Radical transparency’in fashion’, Continuum, 35(6), pp. 914–929.
Roggeveen, A. L. et al. (2021) ‘Forging meaningful consumer-brand relationships through creative merchandise offerings and innovative merchandising strategies’, Journal of Retailing, 97(1), pp. 81–98.
Saini, M. et al. (2022) ‘Brand Influencing Customers Buying Behaviors: A Case Study on Nike’, ECS Transactions, 107(1), p. 5597.
Sandberg, V. and Bruin, W. A. (2020) ‘Ambush Branding: A reconceptualization of Ambush Marketing from the’.
Sarfi, T., Nosrati, S. and Sabzali, M. (2021) ‘The new celebrity economy in cyberspace’, Journal of Cyberspace Studies, 5(2), pp. 203–228.
Semerádová, T. et al. (2020) ‘Using google analytics to examine the website traffic’, Website Quality and Shopping Behavior: Quantitative and Qualitative Evidence, pp. 91–112.
Shah, K. and others (2021) ‘Exploring the Relationship between Risk Management and Business Strategies in the Sports Goods Industry in the City of Sialkot in Pakistan’, International Journal of Management and Applied Research, 8(4), pp. 184–199.
Sharapov, D. and Ross, J.-M. (2023) ‘Whom should a leader imitate? Using rivalry-based imitation to manage strategic risk in changing environments’, Strategic Management Journal, 44(1), pp. 311–342.
Shen, B. et al. (2021) ‘Collaborative innovation in supply chain systems: Value creation and leadership structure’, International Journal of Production Economics, 235, p. 108068.
Soesilo, P. K. M., Gunadi, W. and Arimbi, I. R. (2020) ‘The effect of endorser and corporate credibility on perceived risk and consumer confidence: The case of technologically complex products’, Journal of Marketing Communications, 26(5), pp. 528–548.
Steinhoff, L. et al. (2023) ‘Customer Engagement in International Markets’, Journal of International Marketing, 31(1), pp. 1–31.
Tamen, C. C. A. dos S. (2022) A semiotic analysis on the power of advertising in propelling social change. Tools and strategies used by brands through advertising to propel social change.
Tian, R. G., Yu, L. and Yiling, T. (2023) ‘From strategic planning to strategy implementation: The cultural environment construction and development for China’s cross-border e-commerce along the Belt and Road’, Electronic Commerce Research, pp. 1–21.
Tomita, A. (2022) ‘Aligning Digital Transformations with Value Creation Based on International Integrated Reporting’, in 2022 Portland International Conference on Management of Engineering and Technology (PICMET), pp. 1–9.
Vadakkepatt, G. G. et al. (2021) ‘Sustainable retailing’, Journal of Retailing, 97(1), pp. 62–80.
Villena, V. H. and Gioia, D. A. (2020) ‘A more sustainable supply chain’, Harvard Business Review, 98(2), pp. 84–93.
Viterouli, M. et al. (2023) ‘Fostering Sustainability Through the Integration of Green Human Resource Management and Change Management: Nurturing Eco-Conscious Organizational Practices’, in Managing Successful and Ethical Organizational Change. IGI Global, pp. 241–278.
Xiaoyu, S. et al. (2023) ‘Study on the Internationalization Path of China’s Sportswear Brands in the Post-Olympic Era—Taking ANTA as an Example’, Information Systems and Economics, 4(9), pp. 156–166.
Xu, X. et al. (2023) ‘Reforming global supply chain management under pandemics: The GREAT-3Rs framework’, Production and Operations Management, 32(2), pp. 524–546.
Yao, Y. (2021) ‘Analysis of National Law in the Market’, in 6th International Conference on Financial Innovation and Economic Development (ICFIED 2021), pp. 211–216.
Yusop, Z. B. M. (2018) ‘PESTEL analysis’, COMRAP 2018, p. 34.
Zhavoronkova, A. (2021) ‘Sport marketing and its social implications. realize nike social media marketing strategy using in-depth analysis on four social media platforms.’


image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




