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  Executive Summary  
This report critically evaluates Nike’s inclusive brand community strategy, with particular focus on women’s sport marketing and the future development of customer communities. Inclusion has become a significant driver of marketing change because consumers increasingly expect global brands to represent diverse athletes, reduce barriers to sport and create participatory brand experiences rather than only broadcast inspirational messages. Nike has strong brand assets in this area, including athlete storytelling, women’s sport campaigns, the Nike Community Impact Fund, youth sport access initiatives, NikeSKIMS and digital channels that support community engagement.
The report argues that Nike’s marketing department plays a strategically important role in translating inclusion into brand meaning, customer value and organisational growth. However, Nike’s current approach has shortcomings. Some inclusive marketing remains campaign-led and celebrity-centred rather than consistently community-led. The connection between elite women’s sport campaigns, grassroots participation, product inclusivity and customer retention is not always clear. Nike also faces authenticity risk because inclusive representation must be supported by practical access, suitable products, measurable community outcomes and internal organisational alignment.
The report recommends that Nike builds a women’s sport community ecosystem, expands co-created storytelling with grassroots athletes, aligns inclusive messaging with product design and fit, develops an inclusion marketing dashboard, and strengthens cross-functional change management. These recommendations are feasible because they build on Nike’s existing marketing scale, athlete network, digital infrastructure and community investment. They would help Nike move from inclusive representation towards inclusive participation and measurable brand community value.
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Nike, Inc. is one of the world’s most influential sportswear companies, operating across footwear, apparel, equipment, retail, digital commerce and membership services. Its marketing has historically been built around performance, aspiration, emotional storytelling and athlete endorsement. However, the external marketing environment has changed significantly. Consumers no longer respond only to product performance and celebrity status; they also expect brands to represent diverse identities, support access to sport and build communities that feel authentic. For Nike, inclusive brand community is therefore a major driver of marketing change.
This report focuses on Nike’s inclusive brand community strategy, especially women’s sport marketing, youth sport access and community-based engagement. The central issue is whether Nike can convert its inclusive brand purpose into meaningful customer value. Nike’s mission, including the idea that “if you have a body, you are an athlete”, creates a broad platform for including professional athletes, everyday exercisers, women, girls, disabled athletes and underrepresented communities within the same brand universe (Nike, Inc., 2026a).
Nevertheless, inclusive marketing also creates risk. If representation is limited to campaign imagery, celebrity endorsement or social media storytelling, consumers may view it as performative rather than authentic. In a market where women’s sport is growing rapidly and consumers are increasingly critical of brand purpose claims, Nike must demonstrate that inclusion is supported by products, participation, access and measurable community impact. Deloitte (2026) predicts that global revenues in women’s elite sport will reach at least US$3 billion in 2026, showing that women’s sport is not a niche social cause but a commercially significant market. At the same time, inclusive marketing must be handled carefully because issues of gender, body image, disability, race, identity and community access are culturally sensitive.
The purpose of this report is to critically evaluate Nike’s marketing department in relation to inclusive brand community. It assesses current activities, identifies shortcomings and proposes future marketing developments. The analysis applies STP, positioning, brand community theory, customer engagement, customer journey thinking and Kotter’s change model. It uses publicly available evidence from Nike’s annual reports, campaign pages, impact resources, industry reports and academic literature. A limitation is that Nike does not publish full campaign-level data on community participation, retention or inclusive marketing ROI; therefore, the evaluation uses available evidence and reasoned judgement.


[bookmark: _Toc234572163]2. Main Findings
[bookmark: _Toc234572164]2.1 Nike’s Marketing Context and Inclusion as a Marketing Change Driver
Nike’s inclusive brand community strategy must be understood within its wider commercial context. In fiscal 2025, Nike reported revenue of US$46.3 billion, a decline of 10 per cent on a reported basis. Nike Direct revenue declined by 13 per cent, Nike Brand Digital declined by 20 per cent, and demand creation expense increased by 9 per cent to US$4.7 billion (Nike, Inc., 2025a; 2025b). These figures suggest that Nike remains a highly powerful brand but is operating in a more pressured growth environment. Marketing investment is still substantial, yet the company needs stronger customer connection, not simply higher promotional spending.
Inclusive brand community can support this challenge because it creates emotional loyalty and social meaning. Brand community theory argues that consumers form relationships with brands and with other consumers who share meanings, rituals and values (Muniz and O’Guinn, 2001; McAlexander, Schouten and Koenig, 2002). Nike has a natural advantage because sport is social and identity-based. Running clubs, football fandom, digital fitness communities, athlete followings and youth programmes all create value beyond the product itself.
Nike has used inclusion as part of its brand identity for many years. Campaigns and initiatives have promoted female athletes, diverse bodies, youth access to play and the idea that sport belongs to everyone. Nike’s Community Impact Fund invests in local organisations and schools that make play possible for youth (Nike, Inc., 2026b). Nike also states that it is working to improve sport access for all youth, with particular attention to girls because they do not participate at the same rates (Nike, Inc., 2026a). These activities indicate that inclusion is connected to community investment, not only messaging.
However, the marketing challenge is to translate these activities into a coherent customer journey. Nike’s current inclusive activity has many strong parts, but they may be experienced as separate initiatives: a women’s football film, a grant programme, a product collaboration or a local event. The strategic opportunity is to connect them into a visible ecosystem that strengthens belonging, participation and long-term loyalty.
Inclusion is also commercially important because women’s sport and women’s activewear are expanding. Deloitte (2025) estimated that global women’s elite sport revenue reached US$1.88 billion in 2024 and predicted at least US$2.35 billion in 2025; Deloitte (2026) later predicted at least US$3 billion in 2026. This increases the value of women’s sport, but also raises expectations. Nike must demonstrate that it understands women athletes as performers, fans, consumers and community members.
[bookmark: _Toc234572165]2.2 Macro and Micro Marketing Environment
Nike’s inclusive brand community strategy is shaped by several macro-environmental factors. Socially, consumer expectations of representation have changed. Many consumers, especially younger audiences, expect brands to include different genders, body types, abilities, ethnic backgrounds and lifestyles. Consumer culture theory suggests that consumption is connected to identity, meaning and social belonging (Arnould and Thompson, 2005). Nike’s brand is therefore not evaluated only through product quality; it is also judged by whether consumers feel recognised and included.
Technological change also matters. Digital platforms allow Nike to reach global audiences through campaigns, apps, social media, email and community content. However, digital communication also makes brand claims more open to criticism. If audiences perceive representation as tokenistic, a campaign can invite backlash. For Nike, inclusive content must therefore do more than attract attention; it needs to create participation, conversation and trust (Hollebeek, Glynn and Brodie, 2014).
Economically, women’s elite sport is becoming a larger commercial market through sponsorship, broadcasting, attendance and merchandise (Deloitte, 2026). This supports Nike’s focus on women’s sport marketing, including “What The Football” and NikeSKIMS. NikeSKIMS combines Nike’s performance expertise with SKIMS’ focus on women’s bodies, fit and style (Nike, Inc., 2025c), responding to the growing activewear market and the need for women-centred products.
However, inclusive marketing can become controversial if consumers believe a company is using social identity mainly for sales. Consumers develop stronger attachments when brand meanings align with self-concept and reference groups (Escalas and Bettman, 2005). If Nike communicates inclusion but fails to address practical barriers such as affordability, access, product fit or local sport opportunities, the emotional promise may weaken.
The micro-environment is also competitive. Lululemon, Adidas, Puma, Athleta, On, Hoka and newer activewear brands all compete for women, fitness consumers and lifestyle athletes. Many of these brands emphasise community, wellbeing, inclusivity or female-focused design. Nike has stronger global scale and athlete endorsement assets, but some competitors may appear closer to everyday communities or more specialised in women’s activewear. This creates a positioning challenge. Nike must show that inclusive sport is not only a communications theme but a practical advantage expressed through product design, community access and customer experience.
There is also an internal stakeholder issue. Nike’s DEI page identifies four pillars: diversity, equity, inclusion and accessibility (Nike, Inc., 2026c). This supports credibility, but also creates accountability. If consumers or employees perceive a gap between external representation and internal practice, inclusive marketing may be weakened. Nike’s marketing department must therefore work with product, HR, community impact, retail and digital teams.
[bookmark: _Toc234572166]2.3 Target Market, Segmentation and Positioning
Nike’s inclusive brand community strategy targets women athletes, girls and youth participants, Gen Z and millennial consumers, digital fitness users, sports fans and everyday exercisers who want to feel that sport is for them. From an STP perspective, Nike’s segmentation is behavioural, demographic and psychographic: it is based on values, identity, motivation and participation, not only age, gender or sport type.
The primary target in this report is women and girls in sport. This is strategically strong because women’s sport is growing commercially while participation barriers remain. Nike recognises that girls are not participating at the same rates as boys, and it aims to address barriers, shift perceptions and increase trained coaches who represent their communities (Nike, Inc., 2026a). This gives Nike a credible basis because the target includes not only current consumers, but also future athletes and fans.
Nike also targets digital communities. Nike Run Club, Nike Training Club, Nike.com, Nike apps and social media channels allow Nike to engage consumers beyond the moment of purchase. Brodie et al. (2013) argue that virtual brand communities can create customer engagement through interactive experiences and shared value. Nike’s digital ecosystem provides the infrastructure for this, although the inclusive community experience is not always fully connected to campaigns and product launches.
Positioning is central to the strategy. Nike’s traditional positioning is performance-led and inspirational, while inclusive brand community adds a second layer: sport belongs to everyone. This supports customer-based brand equity because it strengthens brand associations and emotional responses (Keller, 1993; 2013). If consumers associate Nike with confidence, empowerment and belonging, the brand becomes more than a sportswear supplier.
However, there is a strategic tension. Nike’s inclusive positioning often uses elite athletes and high-production campaigns, while inclusion also requires everyday access and grassroots participation. “What The Football”, for example, championed female footballers globally and featured elite Nike athletes such as Ada Hegerberg, Alex Morgan, Asisat Oshoala, Chloe Kelly, Megan Rapinoe, Sam Kerr and Wang Shuang (Nike, Inc., 2023). The campaign helped raise visibility for women’s football, but elite visibility alone does not automatically create community participation. The marketing department must connect elite inspiration to ordinary consumers’ ability to join, play, train, buy suitable products and feel represented.
NikeSKIMS also demonstrates both opportunity and risk. The collaboration aims to meet women athletes’ needs through training apparel, footwear and accessories (Nike, Inc., 2025c). It may help Nike compete in women’s activewear, where fit, confidence and style are important. However, if consumers perceive the positioning as too fashion-led or celebrity-led, the performance and inclusivity message could be diluted. Reuters (2025) reported that Nike delayed the launch to refine the product offering, suggesting that execution quality is important.
Overall, Nike’s segmentation and positioning are commercially logical. The weakness is not the choice of target market, but the need to link representation, participation, product performance and community impact more consistently.
[bookmark: _Toc234572167]2.4 Evaluation of Nike’s Inclusive Marketing Mix and Brand Community Activities
Nike’s inclusive brand community activities can be evaluated through the marketing mix (Kotler, Keller and Chernev, 2022) and brand community theory. For the marketing department, this links inclusion to product evidence, promotion, access and pricing. In product terms, inclusive marketing becomes more credible when design supports different bodies, abilities and use contexts. NikeSKIMS is relevant because it focuses on women’s training apparel and combines performance with body-conscious design (Nike, Inc., 2025c; Nike, Inc., 2026d). However, inclusive product strategy must extend beyond one collaboration. Nike should integrate women-specific design, size availability, comfort, accessibility and sport-specific needs across core categories.
Promotion is one of Nike’s strongest capabilities. “What The Football” championed female footballers during a period of growing attention to women’s football (Nike, Inc., 2023). From an emotional branding perspective, this is effective because it connects consumers with achievement, identity and cultural change. As consumers form relationships with brands that carry symbolic meaning (Fournier, 1998), Nike’s women’s sport storytelling can deepen brand attachment.
However, Nike’s campaign-led approach can be criticised for over-reliance on elite athlete narratives. Athlete endorsement is powerful, but inclusive brand community requires more than admiration. Schau, Muniz and Arnould (2009) argue that brand community value is created through practices such as social networking, impression management, community engagement and brand use. This means Nike should not only show inspiring athletes; it should create ways for consumers to participate, contribute stories, join local sport communities and see themselves within the brand.
Place and distribution also shape inclusivity. Nike’s online platforms, apps and stores allow global access to products and content, but inclusive community may be uneven across markets. Consumers in major cities may experience Nike through events and clubs, while others may see only online content. Nike’s Community Impact Fund addresses this partly through local organisations and schools, but its consumer visibility is lower than major campaigns.
Price is a potential weakness. Nike is a premium brand, so inclusive sport access can be limited if products or experiences feel expensive or exclusive. This does not mean Nike must become low-cost, but inclusive marketing should be supported by accessible participation opportunities, product donations, community grants or entry-level products. Nike’s product donations through partners such as Good360, Soles4Souls and Good Sports help reduce barriers to youth play (Nike, Inc., 2026e), but the connection between donations and consumer-facing brand community remains underdeveloped.
People, process and physical evidence are also important. Store employees, coaches, community partners, athletes and digital moderators all affect whether Nike’s inclusive promise feels real. Processes such as partnership selection, campaign approval, product fit testing and event design must support inclusion. Nike’s weakness is that evidence of inclusion is sometimes scattered across purpose pages, campaign pages, product pages and community initiatives rather than presented as one integrated customer experience.
In summary, Nike’s inclusive brand community activities are effective in visibility, emotional storytelling and brand relevance. They are weaker in continuity, measurable community participation and the integration of elite campaigns with grassroots access and product inclusivity.
[bookmark: _Toc234572168]2.5 Media Selection, Customer Journey and Campaign Effectiveness
Nike’s media selection is appropriate for inclusive brand community because the company uses both high-reach and high-engagement channels. These include Nike.com, social media, YouTube films, athlete channels, apps, email, retail stores, events and community partnerships. Integrated marketing communications theory suggests that brand meaning should be consistent across different touchpoints (Fill and Turnbull, 2019). Nike generally achieves strong consistency in tone: confident, inspirational and performance-focused. The challenge is whether inclusive community is equally consistent across the customer journey.
At the awareness stage, Nike’s major campaigns are effective at gaining attention. High-profile athlete stories and cinematic films can increase visibility for women’s sport and underrepresented athletes. At the interest and consideration stage, consumers need more specific pathways: where to join a run, how to access training, what product supports their body or sport, and how Nike is investing in their community. At the purchase stage, inclusive marketing must be supported by product availability, size information, fit guidance and relevant reviews. At the post-purchase stage, Nike can encourage consumers to join clubs, share achievements, participate in events, return for training content or support local sport initiatives.
This customer journey reveals a shortcoming. Nike’s inclusive storytelling is often stronger at the awareness stage than at the post-purchase and community participation stages. Lemon and Verhoef (2016) argue that customer experience is shaped across the full journey, not only through advertising. If inclusive brand community is to become a future marketing advantage, Nike must connect campaign inspiration to repeated participation.
Digital media gives Nike a major opportunity. Nike’s apps and membership ecosystem could make inclusive communities more personalised and participatory. Women runners could receive training content, local event invitations, product advice, athlete stories and community challenges within one journey. Girls’ sport programmes could be linked to coach resources and parent-facing content. This would convert inclusion from representation into interaction.
However, engagement metrics such as views, likes and shares are useful but limited. They do not prove that consumers feel included, that girls continue playing sport or that women consumers develop stronger loyalty. For the marketing department, inclusive brand community should be controlled through journey continuity, participation quality and long-term value, not only reach. Nike therefore needs to measure inclusive marketing beyond campaign reach, using participation, repeat app engagement, women member retention, event attendance, sentiment quality and perceived authenticity (Pansari and Kumar, 2017).
There is also the risk of fragmented community ownership. Some communities may form around Nike Run Club, others around women’s football, NikeSKIMS, local grants, school programmes or athlete fandom. This diversity is positive, but it can create strategic fragmentation if there is no shared framework. Nike should ensure that inclusive community experiences have clear pathways, consistent measurement and a visible connection to Nike’s wider brand purpose.
[bookmark: _Toc234572169]2.6 Marketing Control, Measurement and Evidence Limitations
Marketing control is a key issue for Nike’s inclusive brand community strategy. The company can track commercial metrics such as revenue, digital traffic, conversion, product sell-through and campaign reach. However, inclusive community value is harder to measure because it includes belonging, participation, trust, representation and long-term loyalty. These outcomes are strategically important but less visible in traditional marketing dashboards.
Nike publishes impact information about community and play. In FY23, it reported that it directly helped more than 1.1 million children discover movement through community partners’ play and sport-based programmes, and that 48 per cent were girls (Nike, Inc., 2024). This evidences community impact, but it is not always clearly connected to consumer-facing marketing strategy: consumers may see a women’s sport campaign without understanding how Nike’s programmes support participation beyond it.
There is also limited public evidence on campaign-level effectiveness. Nike does not publish detailed data showing how inclusive campaigns affect female customer retention, app membership behaviour, product conversion or brand trust. External evaluation must therefore rely on public sources, academic theory and reasoned judgement. This limitation highlights a strategic need: Nike should make inclusive marketing outcomes more measurable internally.
Another issue is authenticity control. Inclusive marketing can create reputational risk if external representation is not supported by practical action. Women’s sport campaigns must be supported by product design, sponsorship, grassroots access and long-term athlete support. As value is co-created with consumers rather than delivered only by the firm (Vargo and Lusch, 2004), Nike should involve communities as co-creators rather than passive audiences.
Overall, Nike has the brand strength, financial scale, digital tools and community partnerships needed to lead inclusive brand community marketing. Its main limitation is not lack of activity, but weak integration, measurement and continuity.
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Nike’s inclusive brand community strategy is strategically valuable and aligned with current marketing change. The company has strong advantages: a powerful mission, global athlete network, emotional storytelling capability, community investment and digital infrastructure. Its campaigns and initiatives can create brand meaning because they connect sport with identity, empowerment and belonging. In a rapidly growing women’s sport market, inclusive brand community can help Nike strengthen loyalty and cultural relevance.
However, several shortcomings limit the effectiveness of Nike’s current strategy. The first shortcoming is that inclusive marketing remains too campaign-led in places. Major campaigns such as “What The Football” generate visibility for female athletes, but they are not always clearly connected to everyday participation, local communities or long-term customer journeys. The second shortcoming is a gap between representation and participation. Nike often shows diverse athletes effectively, but inclusive brand community requires consumers to have practical ways to join, train, share, buy suitable products and remain engaged.
The third shortcoming is that product inclusivity is not always as visible as promotional inclusivity. NikeSKIMS may strengthen Nike’s position in women’s activewear, but the broader strategy must embed fit, size, comfort, accessibility and sport-specific design across categories. The fourth shortcoming is measurement. Nike needs metrics for belonging, trust, participation, retention and community impact, not only engagement and sales.
A further weakness is cross-functional integration. Inclusion requires alignment across marketing, product, retail, digital, HR and community impact. Without this, campaigns may outpace product experience and sustained participation.
The conclusion is therefore that Nike should not simply produce more inclusive advertising. The future marketing strategy should move from inclusive representation to inclusive participation. Nike should connect elite athlete storytelling, grassroots sport access, women-specific product development, digital membership and community measurement into a coherent ecosystem. This would make inclusion more credible, more measurable and more valuable to both consumers and the wider organisation.
[bookmark: _Toc234572171]4. Recommendations
[bookmark: _Toc234572172]4.1 Build a Women’s Sport Community Ecosystem
Nike should build a connected women’s sport community ecosystem that links elite campaigns, local events, Nike apps, product advice and grassroots participation. Rather than treating women’s football campaigns, running communities, NikeSKIMS and youth sport access as separate initiatives, Nike should create a clearer pathway from inspiration to participation.
This recommendation responds directly to the conclusion that Nike’s inclusive marketing is too campaign-led. The ecosystem could include local women’s sport events, app-based training journeys, athlete-led digital sessions, product education and community partner stories. It is feasible because Nike already has digital platforms, athlete relationships, stores and community partners. The main risk is operational complexity across markets. Nike should therefore pilot the ecosystem in selected cities before wider rollout. KPIs should include women member growth, event attendance, app engagement, repeat participation, community partner reach and retention among women customers.
[bookmark: _Toc234572173]4.2 Expand Co-Created Storytelling with Grassroots Athletes
Nike should expand inclusive storytelling beyond elite athletes by involving grassroots athletes, coaches, girls, disabled athletes and local community leaders as co-creators. This does not mean reducing elite athlete campaigns; rather, elite stories should be connected with everyday sport experiences. For example, a women’s football campaign could include professional players, local girls’ teams, community coaches and user-generated stories about what makes people stay in sport.
This recommendation is realistic because Nike already has community partners and digital channels. The main resource requirement is content planning, community consent, safeguarding and local production. The risk is that community stories may be less polished than global campaigns, but that can also increase authenticity. KPIs should include user-generated content quality, sentiment, local participation, community story engagement and perceived authenticity scores.
[bookmark: _Toc234572174]4.3 Align Inclusive Marketing with Product Inclusivity
Nike should make product inclusivity more visible and measurable. Inclusive campaigns should be supported by clear evidence of fit, sizing, comfort, sport-specific design and accessibility. In women’s sport, this means communicating how products are designed for different bodies, training needs and performance contexts. NikeSKIMS can be used as a learning platform, but Nike should apply the lessons across core categories such as running, football, training and sports bras.
This recommendation responds to the gap between representation and product experience. It is feasible because Nike has strong product innovation capabilities and consumer research resources. The risk is that broader size ranges and more specialised designs may increase inventory complexity. Nike can manage this through phased product pilots and data-led demand forecasting. KPIs should include size availability, return rates by fit issue, customer reviews, product satisfaction among women consumers and conversion rates for inclusive product pages.
[bookmark: _Toc234572175]4.4 Develop an Inclusive Brand Community Dashboard
Nike should develop an inclusive brand community dashboard that measures commercial, behavioural and social outcomes. The dashboard should include campaign reach and sales, but also women member retention, participation in events, repeat app engagement, perceived belonging, trust, sentiment quality, community partner impact and youth participation outcomes.
This recommendation addresses the measurement weakness identified in the conclusion. It is realistic because Nike already has advanced digital analytics and impact reporting capabilities. The main challenge is measuring belonging and authenticity reliably. Nike could use a combination of surveys, social listening, app behaviour, event attendance and community partner reporting. Over time, this would help Nike understand which inclusive marketing activities create long-term value rather than short-term attention.
[bookmark: _Toc234572176]4.5 Strengthen Cross-Functional Change Management
Nike should treat inclusive brand community as an organisational change issue rather than only a marketing theme. Kotter’s change model is useful because it emphasises urgency, coalition building, vision, empowerment and institutionalisation (Kotter, 1996). Nike should create a cross-functional inclusion marketing group involving marketing, product, community impact, retail, digital, HR and legal teams.
Kotter is useful for urgency and institutionalising standards, but it is not a fixed linear solution (Cameron and Green, 2015). Nike also needs emergent learning from customers, community partners and store teams as women’s sport markets and cultural expectations evolve.
This group should set standards for inclusive storytelling, product evidence, community partnerships and measurement. It should also create guidance on avoiding tokenism, protecting community participants and connecting campaigns to practical access. The recommendation is feasible because it mainly requires governance, training and process alignment rather than large new capital investment. The main risk is slower campaign development, but pre-approved principles and templates can reduce delay. KPIs should include training completion, campaign review quality, product-community alignment, internal collaboration measures and reduction in reputational issues linked to inclusive marketing.
Implementation should be phased. In the first six months, Nike should set inclusion marketing standards, dashboard metrics and governance. In months 6 to 12, the women’s sport ecosystem should be piloted in selected cities and categories. From year two, successful pilots could be scaled using participation, retention, product satisfaction and community partner data.
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[bookmark: _Toc234572178]Appendices
[bookmark: _Toc234572179]Appendix A: Suggested inclusive brand community dashboard
· Commercial metrics: women’s product sales, conversion rates, repeat purchase, Nike membership growth.
· Behavioural metrics: app participation, event attendance, user-generated content, training plan completion.
· Social metrics: perceived belonging, trust, authenticity, community partner reach, girls’ participation outcomes.
· Risk metrics: negative sentiment, representation concerns, fit-related complaints, campaign backlash indicators.
[bookmark: _Toc234572180]Appendix B: Example customer journey for inclusive women’s sport marketing
· Awareness: elite athlete campaign and social storytelling.
· Consideration: product fit guidance, community stories and local event information.
· Purchase: inclusive size availability, reviews and sport-specific recommendations.
· Post-purchase: training content, community challenges, events and participation rewards.
· Advocacy: user-generated stories, grassroots ambassador content and peer-to-peer community support.
[bookmark: _Toc234572181]Appendix C: Inclusive campaign approval checklist
· Does the campaign represent diverse athletes without reducing them to symbolic imagery?
· Is there a clear link between the campaign and practical participation opportunities?
· Is the product experience consistent with the inclusive message?
· Have relevant community partners or athletes been involved in content development?
· Are suitable metrics in place to evaluate belonging, trust and participation, not only reach?


