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Abstract
This study intends to investigate how Nike, a well-known company in the sports clothing sector, uses social media marketing to influence consumer behaviour. This study offers insightful information for marketers by analysing the impact of Nike's social media marketing methods on consumer awareness, attitudes, purchase intentions, and brand loyalty. To gather information and examine the connection between social media marketing and customer behaviour, the study makes use of both qualitative and quantitative methodologies. The research results advance knowledge of successful marketing tactics in the digital age and provide Nike and other business professionals with suggestions for improving their social media operations.
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[bookmark: _Toc130936851][bookmark: _Toc136341596][bookmark: _Toc136344576]1.1 Overview and Scope
Social media platforms have developed into effective commercial tools for connecting with and influencing their target markets' purchasing decisions. This study focuses on how Nike, a significant player in the sports apparel sector, uses social media marketing to influence consumer behaviour. This study intends to advance knowledge of the connection between social media marketing and consumer behaviour by analysing Nike's social media marketing techniques and how they affect customers. The purpose of this study is to investigate and evaluate the influence of social media marketing on Nike's consumer behaviour. Nike has successfully connected with its target audience on social media channels thanks to its iconic brand image and inventive products (Abeza et al, 2017). Nike has tapped into the potential of social media through websites like Facebook, Instagram, Twitter, and YouTube to produce interesting content, promote brand loyalty, and sway customer choices. The impact of Nike's social media marketing on consumer behaviour will be examined in this study using both qualitative and quantitative research approaches. To learn more about how social media marketing affects customer awareness, attitudes, purchase intentions, and brand loyalty towards Nike, surveys, interviews, and data analysis will be undertaken. 
The study will investigate various aspects of consumer behavior influenced by Nike's social media marketing efforts, including:
1. Brand exposure and awareness: The study will investigate how Nike's social media presence raises customer awareness of the company, its goods, and its advertising campaigns.
2. Attitudes and perceptions: The study will look at how Nike's brand image, perceived quality, and personality are influenced by social media marketing.
3. Purchase intentions: The study will look at how social media marketing affects consumers' intentions to buy products, including whether they are likely to buy Nike goods and how much social media content affects their decision-making.
4. Brand loyalty: The study will examine how social media marketing has influenced Nike customers' brand loyalty, taking into account the effects of engagement, user-generated content, and community development.
A combination of qualitative and quantitative research techniques will be used to accomplish the goals. While interviews and content analysis will offer qualitative insights, surveys will be used to gather quantitative data. Utilising statistical methods, the data analysis will look for correlations and trends in consumer behaviour.
[bookmark: _Toc130936852][bookmark: _Toc136341597][bookmark: _Toc136344577]1.2 Background of the Research
Social media has changed how businesses engage with customers in the current digital era. Social media marketing has become an essential tool for businesses to communicate with their target audience, develop brand awareness, and affect consumer behaviour due to the broad popularity and wide reach of platforms like Facebook, Instagram, Twitter, and YouTube.
Nike, a well-known international company in the sportswear sector, has acknowledged social media's potential as an effective marketing tool. Nike has successfully used social media channels to connect with customers on a more personal and engaging level thanks to its strong brand identity and innovative product offers (Tian et al, 2022). Nike has been successful in influencing consumer perceptions, influencing purchasing behaviour, and promoting brand loyalty by developing captivating content, utilising influencers, and fostering online communities. Consumer behaviour, which includes people's thoughts, attitudes, and deeds when making judgements about purchases, is influenced by a variety of circumstances. As people increasingly turn to social media platforms for information, product recommendations, and social validation, new dynamics have emerged in consumer behaviour. Social media has grown to be a powerful influencer, influencing customer views and preferences.
The study of how social media marketing affects consumer behaviour has received a lot of interest recently. The impact of social media on customer views, buying intentions, brand loyalty, and engagement has been the subject of numerous research. However, further research is necessary to fully understand how social media marketing specifically affects customer behaviour in the context of Nike's marketing initiatives. This study intends to add to the body of knowledge on social media marketing and its effects on brand performance by analysing the interaction between Nike's social media marketing techniques and consumer behaviour. Marketers and decision-makers in the sports clothing sector will benefit from understanding the elements that influence customer interaction, perception creation, and purchase decisions in response to Nike's social media marketing.
[bookmark: _Toc136341598][bookmark: _Toc136344578]1.3 Research Rationale
The rationale for undertaking this study stems from the realisation of the expanding significance of social media marketing and the significant influence it has on customer behaviour. Social media platforms have become potent tools for businesses in the modern business landscape to interact with their target audience and influence consumer views. Nike, a market leader in the sports apparel sector, uses social media marketing to establish a more personal connection with its customers (Tornikoski et al,2019). However, in order to create efficient marketing plans and keep a competitive advantage, it is imperative to fully comprehend how Nike's social media marketing methods affect consumer behaviour. As more people turn to social media platforms for product information, suggestions, and social validation, there have been substantial shifts in consumer behaviour. The information and interactions consumers come across on social media have an impact on their opinions, intentions to make purchases, and brand loyalty. In order to get insight into the shifting dynamics of consumer decision-making processes, it is imperative to examine the effect of social media marketing on customer behaviour within the unique context of Nike.

[bookmark: _Toc136341599][bookmark: _Toc136344579]1.4 Research Aim and Objectives
The purpose of this study is to look into how social media marketing has affected Nike's consumer behaviour. The following goals have been created to accomplish this goal.
1. To evaluate how Nike's social media marketing has affected consumer awareness and brand exposure.
· Assess the degree to which Nike's social media activity raises consumer awareness of the company and its advertising initiatives.
· Examine how social media may help Nike's brand messaging and content reach a wider audience.

2. To investigate how social media marketing affects consumer opinions of Nike.
· Examine how social media interactions and content affect consumer perceptions of Nike, including the brand's image, perceived value, and personality.
· Examine how social media influences how customers view Nike's principles, authenticity, and reliability.

3. To assess how social media marketing has affected consumers' plans to buy Nike products.
· Evaluate the impact of social media marketing on customer decision-making, including the propensity to buy Nike products.
· Examine how influencers, user-generated material, and social media content affect consumers' propensity to make purchases.

4. To investigate how social media marketing might help Nike customers develop brand loyalty.
· Look at how social media activity and participation affect how Nike brand loyalty grows among users.
· Research the effects of user-generated content, online communities, and brand advocacy on Nike brand loyalty.
5. To offer Nike and other marketers in the sports apparel sector advice on how to use social media marketing effectively.
· Compile the information to provide Nike and other professionals in the field with useful advice on how to maximise their use of social media marketing.
· Identify critical success criteria and best practises for using social media to engage customers, foster brand loyalty, and affect buying patterns in the sports clothing sector.

This study intends to advance knowledge of the effects of social media marketing on customer behaviour in the context of Nike by addressing these research objectives. The results will help marketers and decision-makers create effective social media strategies and comprehend the elements that influence consumer engagement and loyalty.
[bookmark: _Toc136341600][bookmark: _Toc136344580]1.5 Research Question
The following research question is designed to direct the study and address the goal and objectives.
"What is the impact of social media marketing on the consumer behavior of Nike?"
This broad study topic covers a range of consumer behaviour traits influenced by social media marketing, such as brand loyalty to Nike and customer knowledge, attitudes, and purchase intentions. The goal of the study is to provide a thorough understanding of how Nike's social media strategies affect consumer behaviour by examining the effects of social media marketing on these factors.
The following sub-questions will be used to further analyse this research question:
1. How does Nike's social media marketing affect brand exposure and consumer awareness?
2. How does social media marketing affect consumers' opinions of and attitudes towards Nike?
3. What effect does social media marketing have on consumers' plans to buy Nike products?
4. How does social media marketing encourage Nike customers to stick with the brand?
5. What information and suggestions about successful social media marketing tactics may be given to Nike and marketers in the sports clothing industry?
These sub-questions will be addressed in the research, which will delve into particular facets of the overall impact of social media marketing on consumer behaviour, offering a comprehensive knowledge of the connection between Nike's social media strategy and customer responses.
[bookmark: _Toc136341601][bookmark: _Toc136344581]1.6 Problem Statement
Understanding the effects of social media marketing on Nike's consumer behaviour is the issue this study seeks to solve. Examining how Nike's social media marketing initiatives affect consumer attitudes, perceptions, purchase intentions, and brand loyalty is crucial given the growing importance of social media platforms and their impact on consumer decision-making processes.
Although social media marketing has become a crucial component of Nike's overall marketing strategy, in-depth research on the precise effects of these initiatives on consumer behaviour is lacking. To optimise marketing strategies and keep a competitive edge in the sports clothing market, Nike must fully comprehend how its social media marketing affects consumer engagement and purchasing behaviour.

[bookmark: _Toc136341602][bookmark: _Toc136344582]1.7 Scope of the Study

The goal of this study is to better understand how Nike's consumer behaviour in the sports apparel sector is impacted by social media marketing. The focus of the study is on how Nike's social media marketing initiatives have affected consumer awareness, opinions, purchase intentions, and brand loyalty. Given Nike's worldwide presence and diverse customer base, the research will have a global perspective in terms of geographic coverage. The study will not, however, directly examine regional or national differences in consumer behaviour. To obtain information and insights for the study, mostly qualitative and quantitative research techniques will be used (Amminen et al, 2020). Quantitative data will be gathered through surveys, allowing for the evaluation of consumer attitudes, perceptions, and purchase intentions. We will use qualitative techniques like content analysis and interviews to get a thorough understanding of how consumers feel about Nike's social media marketing and how they have used it. Nike's social media marketing tactics, including its usage of websites like Facebook, Instagram, Twitter, and YouTube, will be the main subject of the study. It will look at the effects of consumer behaviour on content, engagement strategies, influencers, and user-generated content. It's vital to remember that the focus of this study is only on how social media marketing affects customer behaviour in the context of Nike. The main focus of this research will not be on additional variables like cost, product quality, or offline marketing initiatives that may affect consumer behaviour. The availability of data and the time needed to gather and analyse the essential information will be used to define the study's timeline. But it's important to recognise that consumer behaviour and social media trends are always changing, thus the results might only apply to the study's time frame.
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[bookmark: _kueh3k80xbba][bookmark: _Toc136344585]2.1 Introduction
In the current digital era, research on how social media marketing (SMM) affects customer behaviour has become essential. Brands such as Nike have realised the value of utilising social media to communicate with those they want to reach and influence consumer behaviour as customers spend more and more time on the platform social media. This research will investigate the precise effects of SMM on Nike's customer behaviour, highlighting important factors including "brand equity, consumer engagement, brand loyalty, and electronic word-of-mouth (e-WOM)". As an industry leader within the sportswear sector, Nike is a pioneer in the use of SMM techniques to engage with customers. Nike has been effective in gaining the attention plus allegiance of customers all around the world thanks to its compelling content, powerful brand ambassadors, plus innovative advertising strategies. To further strengthen Nike's marketing initiatives and keep its competitive edge, this is crucial to comprehend the underlying mechanics and unique effects of SMM on customer behaviour. It wants to add to the corpus of knowledge about the subject by investigating how SMM  affects consumer behaviour in the setting of Nike. This study will provide clarity regarding the consumer behaviour patterns affected by Nike's SMM methods, offer insights into their efficacy, and point out any potential weaknesses or areas for development. The results of the research will ultimately have important ramifications for marketers as well as companies looking to use social media to influence customer behaviour and accomplish corporate goals.
[bookmark: _e5gxfmj1o03w][bookmark: _Toc136344586]2.2 Theory and Module
Maslow's Hierarchy of Needs in Consumer Behaviour 
The hierarchical hierarchy for Needs theory created by Abraham Maslow provides a useful framework for studying motivation among people and its influence on customer behaviour. According to this view, people have a hierarchy of wants that range from fundamental physiological demands to higher-level psychosocial and personal fulfilment requirements. This paradigm helps explicate how Nike's marketing activities target and affect consumers' requirements, ultimately moulding their behaviour, in the larger picture of internet marketing as well as consumer behaviour.
[image: maslow hierarchy of needs pyramid]
Figure 1: Maslow Hierarchy of Needs in Consumer Behaviour
(Sources: Self-made)
Physiological Needs 
Physiological needs relate to the basic requirements of essential human life, such as nourishment, water, a place to live, and clothes, at the bottom of Maslow's hierarchy. Nike's internet-based marketing methods could tackle such requirements indirectly by highlighting items that provide comfort, utility, and performance, therefore addressing consumers' physiological requirements (Ikpo Kobi et al. 2020). Nike's advertising emphasising the ease of wearing and durability of its athletics or footwear, for example, speak to consumers' physiological requirements.
Safety Needs 
The need for security, stability, and defence from physical injury, danger, or uncertainties are all examples of safety requirements. Nike's internet-based marketing may meet these demands by emphasising product safety, standards of excellence, and customer satisfaction. Nike, for instance, may use social media channels to share knowledge regarding the safety precautions used in product design as well as manufacture, ensuring consumers that they are safe when using Nike items.
Social Needs 
The need for belonging, acceptability, and social contact are all examples of social wants. Nike's digital marketing initiatives may meet consumers' social demands by building participation and promoting similar principles and experiences. Nike may enhance customer connections, stimulate user-generated content, and foster a feeling connected to one another among its fans by using social media platforms. Nike may develop a sense of neighbourhood and social identity among its target audience by using social media celebrities and displaying real-life tales of individuals linked through physical activity.
Esteem Needs 
Esteem requirements include a need for acknowledgment, respect, and self-worth. the company's social media marketing may meet these objectives by highlighting people who accomplished success, improvement in themselves, or personal growth as a result of their affiliation with the company (Schivinskiet al. 2022). Nike may appeal to consumers' desires for personal success and recognition by highlighting motivating tales of athletes, fitness fanatics, and everyday people overcoming hurdles. Social media platforms are an excellent channel for sharing such tales, allowing customers to connect with Nike's corporate image and experience a feeling of pride and self-esteem as a result of their engagement with the company.
Self-Actualization
Maslow's hierarchy of needs places self-actualization at the top, encompassing the quest for personal progress, fulfilment, and the realisation of one's capacity. Nike's social media marketing may help consumers achieve achieving one's by offering experiences, challenges, and pastimes that promote personal growth. Nike may motivate customers to discover their hobbies, create goals, and engage in pursuits that line with their achieving one's desires through social media marketing focusing on empowerment, personal accomplishment, and engagement in social issues. Maslow's Hierarchy of Business Needs can help us understand the influence of social media promotion on customer behaviour in the context of Nike. Nike can successfully impact consumer views, attitudes, and purchasing intentions, including loyalty to brands by matching their marketing activities with the hierarchical requirements of their target audience. Nike's social media advertising approaches can have an enormous effect on consumer behaviour and establish an intense emotional bond between the brand and its customers by addressing their safety and physiological requirements, fostering relationships with others, boosting confidence, and allowing self-actualization. Nike can build meaningful and compelling social media advertising strategies that appeal to its target demographic and promote customer engagement as well as loyalty by understanding and using various tiers of Maslow's hierarchy.
Psychological Theory
Understanding customer behaviour is necessary for developing effective marketing tactics. Consumer behaviour psychology gives useful insights into the mental and emotional procedures that drive decisions among consumers. This theory provides insight into how psychological elements communicate with social media advertising strategies to impact customers' opinions, views, and buying intentions in the larger context of Nike's social internet advertisement and consumer behaviour.
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Figure 2: Psychological Theory
(Sources: Self-made)
Perception
Perception is how people comprehend and arrive at a sense of the knowledge they're given from their surroundings. Nike's social media advertisement may affect what customers think in a variety of ways (Mohammad Shafieeet al. 2019). Visual components, such as appealing photos and videos, may capture customers' attention and foster good brand connections. Nike may mould consumers' opinions of the company as inclusive, fashionable, and connected with their values by utilising influencers and highlighting diverse personalities in their advertisements.
Attitudes
Individuals' overall judgements or sentiments towards a specific brand or product are represented by attitudes. Social media marketing has a big impact on customer opinions regarding Nike. Nike may promote favourable attitudes by linking the brand with feelings such as enthusiasm, inspiration, and strength through exciting and pertinent content. Nike can establish a strong brand image and enhance customer sentiments towards the brand by continuously offering content that connects with the audience they are targeting.
Motivation
Motivation is defined as the internal urges or desires that guide people's behaviour. Nike's social media advertising may appeal to consumers' drives for accomplishment, improvement oneself, and social recognition. Nike may drive consumers to embrace an athletic lifestyle and identify the company with personal progress by presenting great athletes and persons who have conquered hurdles. Nike may motivate consumers to interact with its goods and offerings by using inspiring messages and calls to action.
Emotions
Emotions are important in consumer decision-making. Nike may use social media marketing to elicit pleasant feelings and build emotional ties with customers. Nike can create storylines that appeal to the feelings of consumers, such as satisfaction, inspiration, and nostalgia, by employing storytelling tactics (Arzhanovaet al. 2020). Emotional appeals have the ability to alter customer attitudes, promote engagement, and build brand loyalty. Nike's social media promotions, for example, frequently focus on uplifting messaging, highlighting individuals overcoming hurdles, and celebrating personal triumphs, which may elicit favourable emotions from customers.
Social Influence
Social media networks are essentially social, and interactions between individuals have a large effect on consumer behaviour. Nike's social media marketing may employ influencers, content contributed by users, and comments to build social proof and trust. Positive social connections and brand involvement can increase customer trust and impression of Nike's offerings and services. Nike may use a social impact to drive customer behaviour by cultivating a feeling connected to others and promoting social sharing. Consumer behaviour psychology gives insights into the mental and emotional functions that affect customers' attitudes, perceptions, and purchasing intentions. Understanding those psychological variables is critical for building effective marketing strategies in the context of Nike's social network promotion and customer behaviour. Nike can build compelling web ads that resonate with its target audience, enhance brand loyalty, and drive audience participation and buying behaviour by taking into account customers' views, attitudes, motives, emotions, and social influences  ( Harrigan et al. 2021). Utilising the power of neurology in social media marketing may assist Nike in developing a strong and long-lasting relationship with customers, eventually contributing to the efficacy of its advertising campaigns.
[bookmark: _7g1n6yhlncti][bookmark: _Toc136344587]2.3 Brand Awareness and E-WOM of Nike 
In the larger picture of Nike, reputation and online word-of-mouth (e-WOM) serve critical roles in the influence of social media marketing on customer behaviour. Social networking sites platforms have changed the way companies communicate with customers, creating new chances to increase brand recognition and e-WOM. on the basis of this research, we will investigate the role of reputation and e-WOM on Nike customer behaviour, as well as how methods such as social media marketing contribute to their efficacy.
Brand Awareness: 
The extent whereby customers are familiar with a company's name and are able to identify and recall it while making purchase decisions is referred to as brand awareness. Building great brand recognition is a primary goal for firms such as Nike. Social media marketing is critical for growing brand visibility.
Nike connects with millions of customers globally through the use of social media sites such as Facebook, Twitter, Instagram, and YouTube. Nike exposes their brand to a large audience through smart content production and dissemination. Nike boosts their presence in consumers' thoughts by continuously publishing entertaining and relevant information, making it a greater probability for them for thinking about Nike when making purchasing choices relating to sports clothes, footwear, and accessories.
Nike may use the internet for marketing to highlight its brand identity, principles, and distinctive selling points (Kapnia,  2022). To build a distinct and memorable image of the brand, the firm employs aesthetically attractive photos, videos, and influencer collaborations. Nike increases brand awareness and generates a sense of familiarity and loyalty by using its distinctive emblem, slogans, and brand spokespersons in social media initiatives.
Electronic Word-of-Mouth (e-WOM): 
The distribution of information and views about a business or product via online platforms is referred to as digital referrals (e-WOM). It has a considerable influence on consumer behaviour since customers frequently base their purchasing decisions on the suggestions and experiences of individuals.
Consumers can engage in e-WOM through social media platforms, which provide a powerful conduit. Consumers may express their ideas, share their impressions of Nike items, and suggest them to others on their social media profiles by using remarks, likes, shares, and recommendations. Positive e-WOM has an opportunity to have a major impact on the perception of the brand, purchasing intent, and, ultimately, how customers act.
Nike aggressively promotes e-WOM by producing compelling and shareable material that is relevant to its target audience (Rabbaneeet al. 2020). Nike harnesses the power of real and relevant consumer experiences by adding narrative, user-generated material, and testimonials into their social networking sites' marketing initiatives. This strategy boosts company credibility and trust since customers are more likely to believe suggestions from those around them and social media influencers.
Nike also regularly connects with customers on social media channels, reacting to their opinions and resolving their issues. This direct engagement builds community and motivates customers to membership in e-WOM. Nike not only improves its brand reputation but also strengthens customer connections by accepting and respecting consumer input.
Impact of Social Media Marketing on Brand Awareness and e-WOM:
Nike's brand recognition and e-WOM are greatly influenced by social media marketing. Here are a few significant ways that social media marketing techniques improve their effectiveness:
a. material Creation and Distribution: Nike's social networking site's marketing initiatives are centred on providing captivating and shareable material that is relevant to its target audience (Rabbaneeet al. 2020). Nike catches consumers' attention and invites them to connect with the brand through aesthetically engaging pictures, videos, and stories. Nike develops a personal relationship with consumers by using narrative approaches and incorporating real-life situations, enhancing the chance of brand memory and triggering positive e-WOM.
b. Influencer Partnerships: Nike works with influencers as well as brand ambassadors who share its target demographics and beliefs. These influencers have a large number of followers and have a lot of clouts, so their endorsements and suggestions may help drive brand awareness and e-WOM. Nike is able to tap into their follower' relationships and enhance awareness of the company by leveraging their endorsements and good experiences using Nike items by using the impact of the internet influencers. People with influence serve as reliable information sources and can produce organic e-WOM since people who follow them are more inclined to believe their suggestions.
c. User-Generated Content: Nike regularly encourages consumers to create and share brand-related content. Nike displays real-life events and viewpoints on its social media channels by presenting user-generated material, which connects with other customers. Because it is viewed as more real and trustworthy, user-generated material is a strong kind of e-WOM (Kapnia,  2022). It also fosters a feeling of community and invites people to interact with that it's the company and contributes their own stories.
d. Social Listening and Engagement: Nike regularly listens to and participates in conversations taking place on social media platforms. Nike receives important insights about consumer opinions and personal tastes by tracking mentions, comments, and reviews. Responding to client feedback and resolving their problems not only develops customer connections but also demonstrates the brand's dedication to customer pleasure. This, in turn, can boost brand reputation and produce favourable e-WOM.
e. Viral Campaigns: Nike has successfully produced viral social media initiatives that have sparked significant interest and participation. These advertisements frequently include new and creative aspects that pique the interest of customers and urge them to share the information with their networks. Because viral ads are extensively shared and debated on social media platforms, they may greatly increase brand recognition and encourage e-WOM.
In the context of Nike, brand recognition and electronic referrals (e-WOM) are critical sections of social networking marketing and have a significant influence on customer behaviour. Nike can boost brand awareness, recognition, and recall with effective social media marketing activities. Nike increases good e-WOM and brand reputation by developing interesting and shareable content, utilising influencers, promoting user-generated content, actively connecting with customers, and creating viral campaigns (Spangenberg and Lorek, 2019). Strong brand awareness combined with favourable e-WOM helps consumer trust, commitment, and, eventually, purchase behaviour. It is evident that the use of social media marketing is critical for Nike in terms of maximising the impact of brand recognition and e-WOM, allowing the brand to interact with its intended customer base and generate customer engagement and loyalty.
[bookmark: _z5uxfmjphn5p][bookmark: _Toc136344588]2.4 Consumer Engagement and Brand Loyalty of Nike
Effective social networking site marketing tactics must result in consumer involvement and commitment to the brand. Understanding whether social networking marketing affects customer behaviour and generates enthusiasm and commitment is critical in the context of Nike. This research investigates the influence of social media advertising on Nike's consumer engagement and devotion to the company, highlighting the strategies and methods that have contributed to its success.
Consumer Engagement: Consumer engagement relates to a consumer's level of involvement, communication, and sense of connection with a brand. Nike can communicate with the people it wants to reach in meaningful ways thanks to social media channels. The following are important elements that influence customer engagement:
a. Relevance driving authenticity of content: Nike develops material that is relevant to the passions, beliefs, and goals of its target audience. Nike catches consumers' fascination and builds a true connection by discussing issues such as sports, fitness, and personal achievements. Nike uses real-life tales, content created by consumers, and other collaborations with athletes and other influencers to develop a connection of emotion with viewers.
b. Interactive Campaigns as well as Contests: Nike leverages social media platforms to stimulate active engagement from customers through interactive programmes and contests. These initiatives frequently include challenges, competitions, and the submission of user-generated content (Švecová and Odehnalová, 2019). Nike engages customers and drives them to participate with the organisation and share their observations with others by building a feeling of brotherhood and friendly rivalry.
c. Social Listening as well as Responsiveness: Nike pays close attention to consumer input and participates in social media dialogues. Nike exhibits their dedication to customer happiness by reacting to complaints, addressing problems, and appreciating consumer contributions. This response boosts customer engagement by making them sense heard and appreciated, ultimately improving the brand-consumer connection.
d. Gamification and Rewards: To increase customer involvement, Nike adds gamification components to their social media marketing campaigns. Nike encourages customers to get involved in challenges, measure their progress, and publicly announce their victories by providing incentives, and badges, including virtual accolades. This gamified methodology adds an additional dimension of excitement to the brand and fosters continuous interaction.
Brand Loyalty 
The level of commitment and recurrent purchases shown by individuals towards a certain brand is referred to as brand loyalty (techsenselabs, 2020). Nike relies heavily on social media marketing to build brand loyalty. Here are some of the important characteristics that influence brand loyalty:
a. Emotional Branding: Nike uses emotional branding to engage with their target audience. Nike draws with consumers' emotions and ideals through engaging storytelling, motivating messaging, and captivating graphics. Nike creates an emotional relationship with its customers by connecting itself with ideals like dedication, success, and empowerment. This leads to brand loyalty.
b. Consumer Relationship Development: Nike uses social media channels to develop and maintain consumer connections (Tian et al. 2022). Nike helps its customers feel valued and appreciated by giving personalised experiences, unique content, and access to limited-edition merchandise. This personalised approach increases consumer loyalty and enhances the link between the brand and the consumer.
c. User-Generated Material and Brand Advocacy: Nike aggressively promotes brand advocacy or user-generated material. Nike enhances the voice of its committed customers by publishing their stories, experiences, and comments on social media channels. This not only fosters a feeling of community but also motivates people to interact with the business and generate brand loyalty based on favourable feedback shared by current consumers.
d. Loyalty Programmes and Unique Offers: To reward its loyal consumers, Nike uses loyalty programmes and unique offers. Nike encourages repeat purchases and increases brand loyalty by offering incentives such as savings, early entrance to new items, and special events. These loyalty programmes also create a sense of exclusivity, enabling customers to feel more privileged and attached to the business.
e. Influencer Partnerships: Nike collaborates with notable people, athletes, and personalities who exemplify the brand's ideals and connect with the demographic it is targeting (Tornikoski and Maalaoui, 2019). Nike harnesses the authority and reaches of these influencers to increase brand loyalty. Influencers act as brand ambassadors, promoting Nike items and sharing their own experiences with their audiences. This affiliation with notable people boosts customers' trust and devotion to the Nike brand.
Nike relies heavily on social networking site marketing to increase customer involvement and brand loyalty. Nike effectively appeals to their intended demographic by generating relevant and true-to-life content, promoting interactive marketing, actively listening to and reacting to customers, and introducing gamification features. Nike creates brand loyalty including emotional branding, consumer connection development, brand advocacy, loyalty programmes, special deals, and influencer alliances.
The high levels of involvement, as well as loyalty displayed by Nike's customers, show the impact of SMM on customer behaviour. With the help of its marketing tactics, Nike is capable of developing a stronger connection with its customers, eliciting pleasant feelings, and fostering a feeling of community (Arzhanovaet al. 2020). Nike increases brand recognition, encourages e-WOM, as well as ultimately promotes customer engagement as well as brand loyalty through utilising social media channels successfully. Brands such as Nike must comprehend the connection between SMM, customer interaction, plus brand loyalty in order to remain competitive in this ever-changing digital marketplace. Nike can keep a close relationship with customers, encourage brand loyalty, as well as promote long-term revenue growth by constantly modifying and improving their SMM methods.
[bookmark: _4e0rsd7exnf2][bookmark: _Toc136344589]2.5 Consumer relationship management and Brand Equity of Nike
CRM as well as brand equity were essential marketing components that have a direct impact on customer behaviour as well as brand performance. Knowing the way SMM affects CRM with brand equity within the setting of Nike is crucial. This study examines the effects of SMM on Nike's CRM as well as brand equity, emphasising the approaches and techniques that increase their efficiency.
Consumer Relationship Management
The term "customer relationship management" describes the procedures and methods used by businesses to create and preserve enduring bonds with their clients. Nike's CRM has been significantly improved through SMM. The following are important elements that make CRM effective:
a. Personalised Communication: Nike uses the platforms of social media to communicate with its clients in a personalised as well as targeted way. Nike may target specific customers with messaging, offers, plus recommendations by examining customer data plus preferences (Harrigan et al. 2021). This tailored strategy improves consumer pleasure, fortifies the bond between the brand plus the consumer, plus encourages loyalty.
b. Responsive Customer Support: On social media, Nike regularly interacts with its users, answering their questions, addressing their issues, and soliciting their opinions. Nike shows that it cares about its consumer base by offering timely and efficient customer service. Responding quickly not only addresses problems but also fosters customer loyalty & trust, resulting in lasting partnerships.
c. Customer Feedback and Co-creation: Nike aggressively incorporates its customers into every phase of product creation and decision-making, as well as encourages consumers to offer input. Nike creates a sense of worth and appreciation for its consumers by seeking out and adopting their feedback. The brand-consumer connection is strengthened as well as the feeling of ownership increases through this co-creation strategy.
d. Loyalty Programs and Rewards: Nike uses rewards as well as loyalty programmes to encourage consumer loyalty and improve ties with its clients. Nike recognises as well as rewards customer loyalty through exclusive discounts, initial exposure to newly released products, plus awards (Kapnia, 2022). These initiatives not only encourage repeat purchases but additionally promote a feeling of appreciation as well as exclusivity.
Brand Equity: 
Brand equity is the term used to describe a brand's strength as well as an intangible value within the marketplace. For Nike, SMM is essential for creating and sustaining brand equity. The following are important elements that affect brand equity:
a. Brand Awareness and Visibility: Nike uses the platform of social media to raise brand visibility as well as awareness. Nike makes sure that its brand is always on people's minds by generating strategic content, interesting campaigns, and forming relationships with influencers. By forging a solid position in the marketplace, greater brand equity can be built by increasing brand awareness.
b. Brand Reputation and Trust: Nike has chances on platforms social media to establish and preserve a solid brand reputation. Nike gains the trust plus credibility of customers by continually providing high-quality items, following moral corporate principles, as well as actively resolving customer issues. By luring and keeping customers, a solid brand reputation increases brand equity.
c. Emotional Branding: Nike uses emotional branding to build a deep emotional bond among its audience (Rabbaneeet al. 2020). Nike appeals to the emotions & values of its audience through fascinating narratives, and motivational messages, with eye-catching imagery. This psychological branding technique builds a close link between the brand as well as the consumer plus raises brand equity.
d. Brand Associations and Perceived Value: Nike can influence brand connections and communicate the worth of its products through SMM. The brand increases its perceived value by highlighting the special qualities, advantages, and experiences connected with Nike items. Brand equity is boosted by favourable brand connotations and perceived value, which set Nike apart from rivals.
Nike's brand equity as well as customer connection management have been significantly improved via SMM. Nike builds greater connections with consumers by using personalised communications, quick customer service, customer feedback plus co-creation, plus loyalty programmes (Serajpouret al. 2021). The development of brand equity involves a number of factors, including improved brand recognition, strong brand associations, emotional branding, plus emotional branding.
Recognizing the effects of Businesses of social media like Nike must comprehend the effects of social media in order to communicate with their target market, foster brand loyalty, and promote commercial expansion. Here are some major effects of social media.:
Reach and Visibility: Social media networks, that have "billions of active users", give companies like Nike a wide audience. Nike can boost its visibility as well as reach a larger audience with SMM, including potential buyers who might not be previously introduced to this brand via conventional marketing methods. Nike is able to raise brand awareness as well as draw in new customers because of this increased reach.
Brand Building and Reputation: Nike has a platform in social media to sculpt the reputation & image of its brand. Nike may convey its company values, and personality, with differentiators via strategic content production, consistent messaging, plus compelling campaigns (Eyada, 2020). Nike's brand reputation may be further boosted by positive interactions, user-generated content, as well as brand promotion on social media, which will build customer trust & credibility.
Consumer Engagement and Relationship Building: Nike as well as its customers can communicate directly and interactively thanks to social media channels. Nike may interact using its audience via comments, messages, plus discussions by utilising social media platforms. Nike is able to hear customer comments, respond to issues, and forge a solid "brand-consumer relationship" because of such two-way communication. Engaging content, competitions, as well as interactive campaigns may enhance the bond between brands and customers by encouraging participation from customers and fostering a feeling of community.
Influencer Marketing: Influential people use social media channels for advertising to the people they are following, a practice known as influencer marketing (Qureshi and Rashid, 2023). Athletes, fitness buffs, plus influencers whose fit into Nike's brand values plus target market are eligible for collaboration. By partnering with influencers, Nike may take advantage of their credibility as well as reach to raise customer trust, raise brand recognition, and boost engagement & sales.
E-Commerce and Sales: E-commerce services are being progressively incorporated into the platform of social media, enabling users to make buys right from the site. Nike may use social media to spotlight new launches, promote existing ones, and offer seamless buying experiences. Nike's e-commerce website may see a boost in traffic from social media, which could result in more sales & conversions.
Data and Analytics: The platform of Social media offers insightful data & analytics that Nike may use to guide its marketing initiatives (Kostov, 2020). Nike may learn more about the preferences, and interests, including buying habits of its target audience through studying customer behaviour, and engagement metrics, including demographics. These findings may be utilised to improve social media strategy, personalise content, plus fine-tune marketing campaigns towards better outcomes.
Nike's marketing initiatives are significantly impacted by social media. Nike may reach a larger audience, develop its brand, interact with customers, boost sales, plus amass useful consumer data by utilising social media channels wisely. Nike is able to modify its marketing tactics, increase the value of its brand, as well as maintain competition in the digital sphere by comprehending the effects of social media.
[bookmark: _k6uc3761lkx5][bookmark: _Toc136344590]2.6 Literature Gap
[bookmark: _qda5sc4m3ait]Finding literature gaps has a crucial phase in the study's process because it identifies areas where there is a lack of existing material or where additional study is required (Slaton and Pookulangara, 2022). The minimal research, especially concentrating on the significance of the influencers of social media in influencing consumer behaviour regarding the Nike brand, presents a possible literature gap within the setting of the effect of SMM on customer behaviour towards Nike. There's a demand for additional studies that explicitly study the effect of influencer advertising on customer behaviour regarding Nike, despite the fact that influencers of social media have significantly increased in significance in the marketing environment (Bandara, 2020). There might not be enough studies particularly examining the impact of "social media influencers" on buyer attitudes towards Nike items, despite previous studies exploring the overall efficacy of influencer marketing or looking at the function of influencers within other sectors. Both academics and marketing professionals can benefit from knowing the way social media celebrities like athletes, fitness fanatics, or fashion celebrities might affect consumers' perceptions, attitudes, as well as purchasing choices concerning Nike. An in-depth understanding of the effects of SMM on customer behaviour may be gained by examining the efficacy of various influencers kinds, the traits that render them effective, plus the processes that they affect consumer behaviour regarding Nike (Mou, 2020). By filling in this knowledge vacuum, researchers will be able to shed the spotlight on the precise function of "social media influencers" in the setting of Nike's marketing initiatives, assisting marketers in creating more successful influencer campaigns including constructing targeted consumer engagement methods. Additionally, gaining a grasp of the distinctive characteristics of influencer marketing of Nikes can add to the wealth of information on SMM including customer behaviour within the sportswear sector.
[bookmark: _h2vapfxft342][bookmark: _Toc136344591]2.7 Summary
In summary, SMM has a large and complex effect on Nike's consumer behaviour. Nike can reach as well as engage among its "target audience" using the platform of social media, increasing brand awareness, fostering customer relationships, plus promoting brand loyalty. Nike improves their "customer relationship management (CRM)" initiatives through personalised communication, quick customer service, customer feedback plus co-creation, including loyalty programmes. Additionally, by raising brand awareness, building a solid brand reputation, utilising emotive branding, plus forging powerful brand connections, SMM enables Nike to raise its brand equity. Nike's brand value and customer engagement are further enhanced by the usage of celebrities as well as athletes as brand ambassadors. Additionally, by integrating e-commerce, the platform of social media allows Nike to broaden its audience, enhance its brand image, encourage consumer involvement, and increase sales. Nike can improve its marketing techniques and tailor its content thanks to the data as well as analytics it can access via social media sites. Research especially concentrating on the effect of SM influencers on customer behaviour towards the Nike brand, though, may be lacking in the available literature. The efficacy of influencer marketing as well as its function in influencing customer opinions, and attitudes, including buying choices for Nike items can be better understood with the help of additional study in this field. To develop strong customer relationships, strengthen brand equity, plus spur business growth in the cutthroat sportswear market, Nike must first fully comprehend the effects of SMM on customer behaviour.


[bookmark: _Toc136296448][bookmark: _Toc136344592]Chapter 3: Methodology
[bookmark: _73yoy4kmxvyk][bookmark: _Toc136296449][bookmark: _Toc136344593]3.1 Introduction
This methodology section is associated with considering effective research approaches and methods to gain greater results. In this aspect, the survey's population and the process were used to determine an appropriate sample size of fifty people who participated. We'll go over why this number of samples was determined and why it's suitable for the study. Moving further, we will describe the steps required in developing the questionnaire instrument, including the development of topics and the various response possibilities. We will thoroughly review the survey's structure as well as the target population to confirm its veracity and dependability, as well as discuss any testing done to detect potential concerns with the discussions that are or response options. It will be considered why we chose this strategy and how it allows us to collect credible data to answer the study questions. The next section will discuss the survey's population including the process used to determine an appropriate sample size comprising fifty people who participated. We'll go over why this number of samples was determined and why it's suitable for the study. Moving further, we will describe the steps required in developing the questionnaire instrument, including the development of topics and the various response possibilities. We will thoroughly review the survey's structure as well as the target population to confirm its veracity and dependability, as well as discuss any testing done to detect potential concerns with the discussions that are or response options.
[bookmark: _sfcl94bynl4w][bookmark: _Toc136296450][bookmark: _Toc136344594]3.2 Research Onion
[image: ]
Figure 1: Research onion
(Source: Saunders et al. 2015)
The research onion is a hierarchical architecture that has numerous layers, representing a separate stage in research planning and implementation. It starts with the philosophical presumptions that define the procedure for conducting research and goes through several stages such as study design, data gathering, and data interpretation. These stages are linked and build on other people to construct a thorough research project. The philosophical assumptions that guide the study's conduct are found at the uppermost layer that makes up the research onion (Amminen and Poucher, 2020). For this investigation, positive thinking will be used, presuming that reality is quantifiable and unbiased. In the research process, this viewpoint emphasises the use of actual proof and objective measurement. Moving on to the following layer, we come across the deductive research approach used in this study. This method involves developing research hypotheses according to current assumptions and then validating them with survey data. The study intends to examine and corroborate theoretical statements obtained from known bodies of literature using a method known as deductive reasoning.
[bookmark: _6yjwbtjl19gv][bookmark: _Toc136296451][bookmark: _Toc136344595]3.3 Research philosophy
The positivist approach to research, which is based on the belief that social issues can be examined validly using statistical techniques to examine connections between them, is appropriate for investigating the effects of online marketing on buyer behaviour in light of Nike's advertising tactics. Positivism emphasises observable and quantitative parts of the world that may be validated through gathering data and statistical examination. To collect quantitative data for the study on the impact that social media promotion on Nike buyer behaviour, we used a positivist methodology. Surveys, for instance, were carried out among staff members and managers to gain their perspectives and ideas on the subject (Bloomfield and Fisher, 2019). This numerical information is then able to be statistically analysed to detect correlations and to evaluate hypotheses about variable causal links. Furthermore, libertarian philosophical research permits the use of a logical technique. This entails creating and empirically analysing a quantitative questionnaire based on current research and hypotheses. Hypotheses can be developed by relying on recognised principles of internet marketing to comprehend how these ideas interact in the particular situation under examination. The quantitative testing of those hypotheses may indicate the degree of intensity and trajectory of these relationships. The study intends to create empirical data and measurable insights on the impact of social media promotions on customer behaviour in conjunction with Nike's marketing efforts by using a positivist research methodology and a deductive strategy. The emphasis on gathering and analysing quantitative data enables rigorous examination of causal relationships and adds to an improved comprehension of the topic.
[bookmark: _r3egpjb6s9ec][bookmark: _Toc136296452][bookmark: _Toc136344596]3.4 Research approach
In this study, a particular deductive technique is used to examine the impact of social media promotion on consumer behaviour in the context of Nike's advertising strategy. This method is ideal for assessing existing notions and hypotheses based on earlier research or contemporary understanding. We can test these hypotheses and models methodically and properly by employing a logical technique. Deductive research is developing a conceptual framework based on material that has previously been published after which it quantitatively evaluates it through data collection and analysis. It may investigate how these principles interact by applying existing theories of social media advertisement and consumer behaviour to Nike's advertising techniques. It can establish the intensity and direction of these relationships using surveys and quantitative analyses of data, offering significant insights into the consequences of social media advertisements on customer behaviour. This study intends to build on current knowledge and theories by employing a deductive methodology, providing a systematic and rigorous assessment of the link between digital marketing and consumer behaviour within the unique context of Nike's marketing efforts. The survey data will enable for empirical assessment of these theories, adding to improved awareness of the issue.
[bookmark: _mpa7tqk53idr][bookmark: _Toc136296453][bookmark: _Toc136344597]3.5 Research method
This study used the quantitative research approach to explore the impact of social networking site marketing on customer behaviour in the context of Nike's advertising strategies. This strategy entails gathering and analysing numerical data in order to discover trends, cycles, and correlations. We hope to collect measurable and objective information that can be quantitatively examined through empirical studies. Surveys and questionnaires will be the methods utilised to collect data from a broad sample of consumers, providing a thorough knowledge of their behaviour in reaction to Nike's social media advertising efforts (Ceraet al. 2020). To investigate the links between marketing campaigns on social media and consumer behaviour, mathematical methods such as regression analyses, correlational modelling, and hypothesis testing will be used. It can acquire accurate and quantified insights into the influence of social networking site marketing on customer behaviour by using the technique known as quantitative research. This method allows us to derive trustworthy conclusions and generalise about a bigger population. The results of this research will add to the body of research on consumer behaviour and provide significant insights for strategists and professionals in establishing effective social media advertising approaches in relation to Nike's marketing objectives.
[bookmark: _q49phbx240eq][bookmark: _Toc136296454][bookmark: _Toc136344598]3.6 Research Design
In this study, the method of case study research is used to explore the impact of social media promotion on consumer behaviour in the setting of Nike's marketing efforts. This design enables an in-depth examination of a given occurrence in its real-world setting. Data will be gathered through a variety of means, including inquiries, observations, and an examination of marketing materials including social media efforts. This all-encompassing strategy allows for a thorough knowledge of the complicated relationships between social network marketing and customer behaviour. The case study format presents rich and extensive insights into the particular circumstances of Nike's marketing initiatives, allowing for a more in-depth examination of the elements driving customer behaviour (Labra et al. 2020). It enables the investigation of real-world problems and serves as a foundation for extracting practical conclusions. The study's findings will add to existing research on social media communication as well as consumer behaviour, assisting marketers and operators in establishing more successful tactics in the ever-changing world of online advertising.
[bookmark: _qx363vavjkid][bookmark: _Toc136296455][bookmark: _Toc136344599]3.7 Data collection process
Questionnaires were employed as the major quantitative data collection method in this study, which aimed to investigate the impact of web marketing on customer behaviour in the context of Nike's promotional strategies (Maarouf, 2019). Surveys are picked because they enable the collection of consistent replies from an array of participants, who can then be statistically analysed to discover patterns and trends, ultimately confirming the data's accuracy. This study intends to discover key difficulties linked to the oversight practises about the influence of digital marketing on customer behaviour in light of Nike's advertising tactics by using questions as a gathering information approach. Surveys allow researchers to collect complete and standardised information, allowing for a detailed assessment of the research issue. This study will use surveys to gather significant insights into the relationship connecting social media promotion and customer behaviour in the setting of Nike's promotional strategies. The data gathered will be statistically analysed to identify correlations, trends, and possible repercussions for marketing practices. The use of questions as the primary method of data collection improves the findings' dependability and universality. It allows researchers to collect a large sample size, which increases the study's accurate representation and provides a solid foundation for making conclusions on the effects of digital marketing on customer behaviour in relation to the brand's marketing efforts (Moore et al. 2021). The study intends to contribute to the current state of knowledge in the field of communications by using this quantitative approach, providing insights that might assist marketers or those who practise creating effective digital advertising techniques and comprehending the effects they have on consumer behaviour.
[bookmark: _10zqdn5t8rta][bookmark: _Toc136296456][bookmark: _Toc136344600]3.8 Sampling method
The convenience sampling approach was used in this study to select a survey population size of 50 respondents. Convenience sampling is a method of sampling with no probability in which participants are chosen based on their proximity and access to the subject of the study. Respondents have been selected in this scenario depending on their accessibility and commitment to participate throughout the study. Convenience sampling is frequently employed in studies where the emphasis is on pragmatism and efficiency since it allows investigators to collect data fast and conveniently. However, it is crucial to highlight that easy sampling may add bias to the collection because it does not precisely represent the total population (Pandey and Pandey, 2021). Although convenience sampling limits the applicability of the findings, the results may nevertheless reveal significant insights and patterns within the investigation's specific context. Convenient sampling enables the collection of information from consumers who have personal knowledge or knowledge of Nike's advertising strategies using social media in this study exploring the impact of marketing via social media on buying habits in the context of Nike's advertising strategy.
[bookmark: _o0bygn1ptbwj][bookmark: _Toc136296457][bookmark: _Toc136344601]3.9 Data analysis technique
The survey results will be analysed using SPSS, which is a commonly employed statistical analysis programme in the fields of social sciences. Filtering information to ensure its reliability and precision is the first stage in data analysis. This includes looking for missing data, oddities, and contradictions. To acquire a greater awareness of the assembled data and sample, statistical analyses will be generated (Sajid et al. 2019). For every variable, dispersion measures such as average deviation and variation will be computed, as well as indications of central tendencies such as mode, mean, and median. To test hypotheses as well as find correlations between variables, inferential statistics has been utilised. Given the goals of the research along with the kind of information, the relevant statistical tests have been selected. In the setting of Nike's marketing tactics, correlation analysis or else regression analysis, for instance, could be used to investigate the link between SMM as well as consumer behaviour. The analysis's results have been assessed in light of its objectives plus the body of prior research. We'll look at how the findings affect theory and application. The results of the analysis have been presented in a simple and straightforward way using tables, graphs, including charts (Teti et al. 2020). A thorough analysis of the findings plus their meanings has been included in the study's report's outcomes chapter. It can throw light on the consequences of the findings, and their importance in answering the study questions, including any shortcomings or areas that require more research. To fully explain the results of the investigation, the interpretation has been backed by pertinent theories as well as literature.
[bookmark: _yb4vocaiangt][bookmark: _Toc136296458][bookmark: _Toc136344602]3.10 Ethical consideration
The survey's structure was closely followed in respect of ethical considerations, considering any possible prejudices that might arise in the incorrect interpretation of information gathered from diverse internet sources. Applicable university rules & regulations were cited to guarantee the ethical concerns of the present dissertation. Due to the potential for inherent prejudice in the opinions offered in the aforementioned study, it is vital to stress that needless explanations of the investigation's question have been prevented (Zangirolam, 2020). Additionally, an exhaustive review of the research survey was conducted to uphold a high standard of secrecy, guaranteeing that the data is kept private as well as securely saved using secret keys for encryption. Significant efforts were made to reduce plagiarism by abiding by university norms in order to preserve the high standard of education at the institution of higher learning. Each scholarly statement is properly supported by pertinent citations, plus measures have been made to prevent topic prejudice in qualitative research, resulting in the production of dependable data. This is accomplished through utilising appropriate study designs, techniques, plus philosophies that are in line with each dissertation's issues. It is significant to note that there was no evidence of manipulation; rather, pertinent information about research participants has been assessed to offer unbiased answers for the questions being investigated, avoiding erroneous interpretations (Zhang et al. 2021). It is important to note that every idea, detail, method, and material required to finish this study project was painstakingly incorporated. This thorough method made it easier to come up with pertinent concepts, which were then used in all areas of the research paper. This website is available to experts, readers, plus curious viewers who want to learn new things and get insightful recommendations.
[bookmark: _z6uy51hnr2zq][bookmark: _Toc129981806][bookmark: _Toc133703252][bookmark: _Toc133705880][bookmark: _Toc136344603]3.11 Research Timeline
Gantt chart
[image: ]
Figure: Gantt chart Source: Author
[bookmark: _Toc136296459][bookmark: _Toc136344604]3.12 Summary
In summary, In the framework of Nike's marketing strategy, this investigation seeks to ascertain the effect of SMM on customer behaviour. Data are gathered by questionnaires using a sample size of 50 respondents using a quantitative research approach. Filtration techniques have been used throughout the analysis of the gathered data employing the SPSS programme to guarantee accuracy. Inferential statistics have been used to test hypotheses as well as find correlations, whereas descriptive statistics have been produced to comprehend the sample as well as variables. Tables, graphs, and charts have been used to present the results of the analysis. The findings have been thoroughly explored, taking into account their theoretical and practical consequences, and their limits will be mentioned. The study seeks to advance knowledge of the connection between SMM as well as consumer behaviour by offering insightful information to both scholars as well as practitioners.



[bookmark: _Toc136344605]Chapter 4: Data Analysis
[bookmark: _ei1z9vlaqx1s][bookmark: _Toc136344606]4.1 Introduction
This data analysis part is associated with presenting results based on regression, correlation, descriptive statistics for sharing effective value. In this dimension, it has been focused on presenting tables and graphs to show the results from the data analysis. It has been shown that the highly regarded impact demonstrates Nike's marketing efforts' effectiveness in developing an excellent brand image and recognition within the target demographic. Furthermore, It has also been shown that acknowledgement of Nike's marketing relevance with respect to the brand's quality shows that their messaging as well as advertisements have succeeded in conveying the brand's dedication to supplying high-quality items. It has been analysed by Nike's social media marketing to show the current situation of the  brand equity. Therefore, this chapter 4 of the research emphasises the importance of marketing actions in moulding consumer views and sustaining the brand's quality reputation. It also assists in showing strategies that Nike may use this to boost their marketing tactics and maintain a favourable perception of the company among their target audience.
[bookmark: _sj9v3ku0250u][bookmark: _Toc136344607]4.2 Quantitative data analysis
The table below is associated with correlation analysis that shows the relationship between different factors regarding the impact of social media marketing on consumer behaviour of Nike. In the context of correlation value regarding the Nike marketing campaign most commonly seen through the social media platform and the likeliness of Nike social media post is 0.22 based on the total number of correspondents of 50. This value shows that most of the audiences are engaged on Facebook and Instagram. Apart from that likeliness regarding interacting with Nike social media posts and the time period of seeing the Nike marketing campaign is 2.87. In this context this data shows that audiences are associated with effective interaction towards the Nike product and services ( Schivinskiet al. 2022). In the contacts of likeliness of the Nike social media campaign and the Nike influence marketing strategy it has been found the correlation value is 0.581. This data shows that the influence through social media marketing is sufficient but it is also needed to make improvements to gain more effectiveness regarding customer engagement with the contents.
Correlation
[image: ]
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Table 1: Correlation of all the variable
(Sources: Self-Made)
In the above table it can be found that correlation is significantly at the 0.05 level (2-tailed) that indicates a meaningful relationship between the variables being studied. Apart from that it can also be found from the correlation of staying updated with the Nike changes in product and services and campaign through the social media platform is 0. 08 and it shows that Facebook is the platform where changes in posts are highly seen by the audience ( Serajpour et al. 2021).
Regression
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Table 2: Descriptive statistics of all the variable
(Sources: Self-Made)
The table above is associated with descriptive statistics of the essential variable related to the research topic. In the context of age group, it can be found that the mean value is 1.70 and the standard deviation is 0.614 and this value shows that most of the respondents are associated with 18 to 24 and 25 to 35. In the contest of Nike marketing content most commonly seen through social media it has been observed the mean value is 1.280 and the standard deviation is 0.4536 and this data mainly shows that most of the audiences have viewed facebook and instagram( MohammadShafiee et al. 2019). In the context of likeliness regarding seeing the Nike campaign, it has been observed the mean value is 2.12 and this value shows that the audiences are associated with somewhat likely regarding seeing the marketing campaign.
In the context of following the conversion of Nike social media posts of new product and services has been found that the mean value is 1.94 and it shows that the audiences are associated with somewhat likely to see changes in Nike campaigns. In the contest of visiting Nike website and physical stores for searching product and services it has been found the mean value is 2 and the standard deviation is 0.833. Add to that, this data shows that most customers occasionally visit Nike website and physical stores and also some audiences are related to rarely visiting platforms.
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Table 3: ANOVA
(Sources: Self-Made)
According to the table 4 of ANOVA test, it has been obtained the the regression value 4.3 and the residual value 14.20. This table also represents the mean square value of 0.391 and and 3.74 respectively (Eyada, 2020). The regression value shows the future impact on a factor due to making changes in other. 
[image: ]
Table 4: Coefficients
(Sources: Self-Made)
In the coefficient table it can be understood that in the constant model the unstandardized coefficients B value is 1.101. It can also be found that unstandardized coefficient Std Error value .379. It can also find that the standardised coefficient Beta value is Null and it can understand that the t value is 2.904 and sig value is 0.006. In the coefficient table it can be understood that in the gender model the unstandardized coefficients B value is -.008. It can also be found that unstandardized coefficient Std Error value .208. It can also find that the standardised coefficient Beta value is -.006 and it can understand that the t value is -.038 and sig value is 0.970 ( Arzhanova et al. 2020).  In the coefficient table it can be understood that in Nike's marketing content is most commonly seen through which social media platforms model the unstandardized coefficient B value is -.098. It can also be found that unstandardized coefficient Std Error value .185. It can also find that the standardised coefficient Beta value is -.123 and it can understand that the t value is -.530 and sig value is 0.599.  In the coefficient table it can be understood that in How often do you see Nike's internet marketing campaigns model the unstandardized coefficient B value is .010. It can also be found that unstandardized coefficient Std Error value .145. It can also find that the standardised coefficient Beta value is -.015 and it can understand that the t value is -.070 and sig value is 0.944 ( Harrigan et al. 2021). In the coefficient table it can be understood that in How likely are you to interact with Nike's social media posts (through likes, comments, and shares) the unstandardized coefficient B value is .221. It can also be found that unstandardized coefficient Std Error value .147. It can also find that the standardised coefficient Beta value is .291 and it can understand that the t value is .1503 and sig value is 0.141. In the coefficient table it can be understood that in How much influence does Nike's internet marketing have on your shopping decisions the unstandardized coefficient B value is -.038. It can also be found that unstandardized coefficient Std Error value .190. It can also find that the standardised coefficient Beta value is -.048 and it can understand that the t value is -.201 and sig value is 0.842. In the coefficient table it can be understood that in How frequently do Nike's social media updates entice you to visit their website of physical locations model the unstandardized coefficient B value is -.042. It can also be found that unstandardized coefficient Std Error value .182. It can also find that the standardised coefficient Beta value is -.057 and it can understand that the t value is -.233 and sig value is 0.817. In the coefficient table it can be understood that in How probable it is that you will follow Converse on social media to keep up with their latest items and promotions the unstandardized coefficient B value is -.108. It can also be found that unstandardized coefficient Std Error value .162 (Slaton and Pookulangara, 2022). It can also find that the standardised coefficient Beta value is -.048 and it can understand that the t value is -.153 and sig value is 0.506.
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Table 5: Coefficients
(Sources: Self-Made)
Based on above table 6, residuals statistics where the predicted value found 1.291 minimum and 2.548 maximum related to the topic of the impact of social media marketing on consumer behaviour of Nike (Qureshi and Rashid, 2023). In this dimension, it has been found the residual mean value 0 and standard deviation of 1.000. 
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Figure 1: Histogram chart on Regression Standardised Residual
(Sources: Self-made)
Frequency
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Table 6: Statistics of all the variable
(Sources: Self-Made)
In the above statistics table it can gain the knowledge of all variables details. In the above table it can be understood that the total valid participant of all the variables is 50 people and the missing participant is 0 (Kostov, 2020). It can understand that the mean value  of the variable is 1.70 and the age variable is 1.280. It can understand that the variable  Nike's marketing content is most commonly seen through which social media platforms  mean value is 2.210 and another variable mean value is 1.80, 2.000, 1.960 and 2.020, 2.000, 2.100, 1.980, 2.000, 1.940 etc. It can also be found that the median value  of all variables is 2.000, 1.000, 2.000, 2.000, 2.000, 2.000, 2.000, 2.000, 2.000, 2.000, 2.000, 2.000 (Mou, 2020). It can also be found that the vade value of all variables is 2.0, 1.0, 2.0, 1.0, 2.0, 2.0, 2.0, 1.0, 2.0, 2.0, 2.0, 1.0. It can also found from above table is the Std division  of all the variable is .6145, .4536, .7730, .8806, .8081, .7814, .8449, .8330, .8631, .8449, .8330, .8668 etc. It can also be found that the minimum value of all variables is 1 and maximum value of variable is 4.0.
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Table 7: What is your age
(Sources: Self-Made)
The above frequency table 8 shows the frequency of age group of respondents. In this dimension, it has been found that 54% or 27 respondents are associated with the age group of 25 to 35 and 38% or 19 respondents are associated with the age group of 18 to 24 (Bandara, 2020). Apart from that this table shows that 4% of participants are related to the age of 36 to 45. 
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Table 8: What is your gender
(Sources: Self-Made)
In the context of gender based questions, it has been observed that 72% of respondents are male and 28% are female in this online survey. Therefore, 36 respondents are male and 28 are female in this survey. 
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Table 9: Nike's marketing content is most commonly seen through which social media platforms
(Sources: Self-Made)
The table 9 shows Nike’s marketing content that is most commonly seen through the social media platforms. In this dimension, it has been found 22% of the respondents are related to daily seeing content whereas 46% of respondents are related to weely seeing the social media content of Nike business process (Santoki and Parekh, 2020). This table also shows that 30% or the 15 respondents are related to monthly seeing the content of Nike and 1 respondent rarely or never sees the content. Therefore, it can be said that this data would be useful for business regarding personalised targeting and lead generation by Nike. 
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Table 10: How likely are you to interact with Nike's social media posts (through likes, comments, and shares)
(Sources: Self-Made)
The above frequency table 10 is associated with showing the audience interaction with Nike's social media posts (Fontaine, 2020). In this portion, it has been found that 28% or 14 respondents are very likely and 48% or 24 respondents are moderately likely towards the posts of Nike based on likes, comments and shares. This table also represents that  10 audiences are related to slight likely and 2 are associated with not interacted with the posts
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Table 11: How much influence does Nike's internet marketing have on your shopping decisions
(Sources: Self-Made)
In the context of digital marketing influence of Nike on the shopping decisions of customers, it has been found that 30% audiences are highly influential and 46% audiences are moderately influential (Chanpaneri and Jain, 2021). In this context, it has also been found that 22% of the audience group are slightly influential. Therefore, it can be said that this data would be useful for business for making more strong marketing campaigns to influence those groups who are rarely or slightly influence and not influential. 
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Table 12: How frequently do the company's social media marketing make you want to buy their products
(Sources: Self-Made)
In  the context of making analysis regarding a company's social media marketing that makes an audience for buying the product, it has obtained maximum respondents of 17 for option 1 and 3 whereas 16 found from option 2. This data shows that 17 audiences viewed that they are related to very often buying of Nike products due to Nike’s marketing and 16 are related to occasionally and 17 also rarely (Kapnia, 2022). Therefore, 34% of the audience are related to rare where company needs to make strategy to engage them higher through strategic marketing campaigns. 
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Table 13: How much importance do Nike's social media marketing have on your opinion of the brand's quality
(Sources: Self-Made)
According to table 13, it has been mainly examined the Nike’s social media marketing has generated a value of good brand equity (Starkey, 2022). In this dimension, the moderately is highly viewed where 21 respondents viewed. It has also been found 16 respondents who are associated with significantly impotence of Nike’s social marketing for the option of the brand’s quality. 
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Table 14: How frequently do Nike's social media updates entice you to visit their website of physical locations
(Sources: Self-Made)
Based on the above table 14, it has been found the frequency of Nike’s social media updates that entice audiences to visit their website and physical store (Li et al. 2020). In this dimension, the option 2, occasionally is highly viewed that is 25 and then option that is associated with the frequency of 25.  This table also shows that 8 respondents out of 50 are related to rarely visits Nike’s site. 
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Table 15: How probable is it that you will follow Converse on social media to keep up with their latest items and promotions
(Sources: Self-Made)
According to the above frequency table regarding following the converse on social media to keep up with their latest items and promotions, it has been found the frequency of 19 regarding 1 and 16 regarding the option 2 (Dar and Tariq, 2021). Add to that, it has also been found the frequency of the option.  In  this dimension, it can be said that most of the audiences are related to very likely to follow the Nike updates and then also some audience groups are related to somewhat likeliness. 
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Figure 2: What is your Age
(Sources: Self-made)
Furthermore, the data histogram shows that 4% of the study's participants, or a tiny number, are between the ages of 36 and 45 (Babin and Harris, 2023). These statistics emphasise the survey the weight of the sample predominance of persons aged 25 to 35, which is followed by people under 18 to 24, with a comparatively smaller percentage in the 36 to 45 age range.In this context, it shows the mean value of 1.7 and standard deviation of 0.614. 
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Figure 3: What is your Gender
(Sources: Self-made)
Out of the total 50 participants, 36 are men and 14 are women, as seen in the gender breakdown in the graph above. The gender distribution in the study sample is depicted in the graph in a simple and understandable manner (Cooley and Parks, 2019). Furthermore, the 1.28 mean as well as 0.454 standard deviation provide information on the central tendency as well as dispersion for the variable being evaluated within the individual in the group.
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Figure 4: Nike's marketing content is most commonly seen through which social media platforms
(Sources: Self-made)
In the aforementioned histogram chart on Nike's marketing materials, it may be shown that 11 respondents said they saw the materials on a daily basis, while 23 respondents said they see them on a weekly basis. In addition, 15 participants said they often view Nike's marketing materials (Hollensenet al. 2022). It's interesting that only one respondent said they rarely or never saw Nike's marketing material on social media networks. The histogram gives participants' replies to questions on how frequently they come across Nike's marketing material a visual representation about the frequency distribution. This data makes it easier to comprehend the diverse degrees of involvement in Nike's marketing initiatives on various social media platforms. Marketers can modify their efforts through analysing these replies to learn more about the efficacy and audience reach of their advertising strategies across various platforms.
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Figure 5: How often do you see Nike's internet marketing campaigns
(Sources: Self-made)
For the question, "how often do you see Nike's internet marketing campaigns," 22 participants indicated through Facebook for advertising efforts, as seen in the aforementioned histogram chart. 46 individuals also mentioned seeing Nike's marketing activities on Instagram. Six interviewees also cited utilising Twitter for marketing activities, while three participants suggested Snapchat (Darabiet al. 2020). The histogram gives a visual depiction of the replies of participants about the platforms where they come across Nike's online marketing efforts. Marketers who are pushing Nike's ads can learn more about the popularity as well as audience reach of various platforms by analysing this data. The participants within the survey were exposed to Nike's internet marketing efforts on average 1.8 times per participant, on average, as well as the variable 0.881 times per person. This data gives an overview of the preferences of those surveyed plus the platforms wherein Nike's marketing efforts have been most commonly seen, with an overall of 50 participants.
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Figure 6: How likely are you to interact with Nike's social media posts (through likes, comments, and shares)
(Sources: Self-made)
The data reflects the respondents' varying levels of interaction. According to the data, 28% of the individuals, or 14 responses, are classified as "very likely" to interact with Nike's posts. This indicates that these people are very interested in the subject and participate with likes, comments,  shares. Furthermore, the chart shows that 48% of the participants, or 24 people, are "moderately motivated" to interact over Nike's posts. This group accounts for a sizable section of the target demographic, with a reasonable level of interest and involvement in the brand's internet-based content.
This histogram shows the mean value of 2 regarding the audience interaction towards Nike’s social media post. This group accounts for a sizable section of the audience, with a reasonable level of curiosity and engagement within the organisation's social media content (Valerie and Hariandja, 2022). Furthermore, the table shows that 10 responders have a modest chance of engaging with the posts. This indicates a reduced degree of engagement than in the previous categories. Furthermore, two respondents stated that they did not connect with Nike's social media post at all. In the end, the data suggests a high level of audience involvement with Nike's internet-based material, with a sizable proportion of respondents indicating a very likely or slightly probable willingness to interact.
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Figure 7: How much influence does Nike's internet marketing have on your shopping decisions
(Sources: Self-made)
The data offered on the impact of Nike's online advertising on customer purchasing decisions is useful for organisations. According to the statistics, 30% of the population is rated as highly influential, showing that Nike's internet advertising activities have an important influence on their purchasing decisions. This group represents a big opportunity enabling the company to use its influence and boost its promotional efforts in order to keep and attract additional consumers (Brown et al. 2020). Nike's internet advertising has a significant impact on their purchasing decisions, albeit to a smaller extent than the extremely influential group. Nike has an opportunity to continue connecting with these individuals and potentially raise their level and engagement through focused marketing methods in this area. According to the study, 22% of the public is moderately influential. Though this group has some power, Nike may need to pay more close attention to them in order to increase their involvement and control over their purchasing decisions. Overall, the data helps organisations, such as Nike, identify areas of possibility for boosting their marketing strategies. Nike may build more focused campaigns by focusing on individuals that are rarely or minimally influenced, alongside those that have yet to be influenced.
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Figure 8: How frequently do the company's social media marketing make you want to buy their products
(Sources: Self-made)
According to the histogram figure 9, 17 respondents said they are rarely determined by Nike's advertisement. Through focused marketing activities, this group provides a potential for the organisation to connect with them and turn its customers into more frequent purchasers.The realisation that 34% of the audience is "rare" emphasises the need of adopting measures to increase their involvement (Li et al. 2021). The organisation may create marketing strategies to effectively target and influence this demographic by analysing their individual preferences, interests, as well as motivations.

To capitalise on this chance, the brand can use personalised promotions, limited-time offers, or interactive material to build a better connection for this "rare" customer. The organisation may grow through recognising their wants and delivering compelling reasons to buy.
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Figure 9: How much importance do Nike's social media marketing have on your opinion of the brand's quality
(Sources: Self-made)
The Histogram figure 10 shows an assessment of Nike's social networking marketing that demonstrates that it has produced a high amount of brand equity. According to the research, the majority of respondents (21 people) have a modest view of the influence of Nike's social networking marketing on brand equity. This suggests that these respondents recognise Nike's marketing efforts as having a favourable impact on growing and improving brand equity.Furthermore, the chart shows that 16 respondents link Nike's social media marketing to the value of the brand's quality (Courey, 2019). This finding implies that these people see Nike's advertising strategies as playing a role in developing their view of the brand's general excellence and repute. The report emphasises Nike's social media marketing's beneficial impact on brand equity. 
[bookmark: _h3ym4jsggpue][bookmark: _Toc136344608]4.3 Conclusion
In conclusion, the data analysis done for this study offers insightful information about how social media marketing affects consumer attitudes towards Nike. Significant correlations between several aspects of Nike's SMM plus customer involvement were found using correlation analysis. A substantial amount of engagement is shown by audiences' propensity to participate when Nike's social media postings and by how frequently users visit the company's advertising campaigns on websites like Facebook & Instagram. Furthermore, the relationship among influence marketing strategy of Nike's with their social media campaign emphasises how well social media works to change customer behaviour. By highlighting the potential effects of modifications to one component on other variables, the regression analysis provided additional support for these findings. The analysis's coefficients provided insight into the connections between various variables and how they affected customer behaviour. The findings show that consumers' propensity to engage with the post of Nike's social media has a favourable impact on their purchasing choices. The effectiveness of the marketing content may still be enhanced though, to increase client involvement. The descriptive statistics shed light on the characteristics among the respondents, like the respondents distribution by age & gender. A large number of responders were between the ages of 18 and 24 and 25 to 35, showing that Nike's SMM is particularly successful in attracting younger consumers. In comparison to female respondents, there were more male respondents, according to their gender distribution. These results highlight how important SMM is for Nike in terms of shaping consumer behaviour and increasing engagement. The report emphasises how crucial it is to keep marketing tactics improving in order to increase consumer engagement as well as brand loyalty. Nike may use these findings to create focused and potent social media ads that have an important effect on consumer behaviour.


[bookmark: _Toc136344609]Chapter 5: Conclusion
[bookmark: _Toc136344610]5.1 Linking with Objective
Objective 1: To analyze the concept of customer buying behaviour and ways marketing activities are utilized to influence it
One of the most important goals in the area of marketing has been to analyze client purchasing behaviour and comprehend how marketing initiatives affect it. Customer purchase behaviour can be the procedure that people use to make decisions about what to buy, such as their motives, and preferences, as well as deciding considerations (Amminen and Poucher, 2020). A solid knowledge of theories of consumer behaviour, like the customer decision-making process as well as psychological aspects that affect purchasing decisions, is necessary to accomplish this goal. Customer purchasing behaviour is significantly influenced by marketing activity. Companies employ a variety of techniques to draw in, keep, and influence customers. Advertising, promotions, placement of products, price strategies, and individualized marketing techniques are a few examples of these tactics. Knowing consumer behaviour allows marketers to efficiently adjust their initiatives to meet customers' requirements, wants, as well as preferences.
Businesses can acquire knowledge about how they can successfully advertise their goods or services within the marketplace by analyzing the link between marketing activity and consumer purchasing behaviour. Companies may develop advertising strategies as well as plans that are specifically targeted toward the decision-making procedure of their target audiences, maximizing their effect(Courey, 2019). Additionally, by comprehending consumer purchasing patterns, businesses can modify and advance their marketing strategies to satisfy shifting consumer desires. Marketing professionals may make wise decisions, maximize their marketing strategies, as well as improve overall business performance by researching the idea of client buying behaviour as well as how marketing activities impact it. This goal motivates marketers to continuously improve their comprehension of consumer behaviour as well as develop creative strategies to effectively impact as well as engage consumers.
Objective 2: To investigate the ways social media marketing strategies are being performed to increase the possibility of influencing customer buying behaviour
In the current digital era, it is crucial to investigate the methods used in SMM tactics to raise the likelihood of influencing consumer buying behaviour. Because social media has become so prevalent, companies need to understand ways they can employ these platforms to influence customer behaviour (Amminen and Poucher, 2020). A variety of strategies are included in SMM plans to interact with and sway potential clients via different social media platforms. These techniques could involve developing interesting content, utilizing influencer marketing, launching targeted advertising initiatives, interacting with consumers via interactive posts, plus utilizing data analytics to maximize advertising expenditures. Businesses may learn a lot about the most efficient ways to engage and affect client purchasing behaviour by researching SMM strategies. Analyzing effective case studies, analyzing customer reactions to various social media initiatives, and spotting new trends in SMM are all part of this purpose.
Businesses may create more specialized and focused marketing strategies by having a better understanding of the way platforms affect consumer purchasing behaviour. Companies may reach a larger audience, increase brand recognition, and forge enduring relationships with consumers by utilizing social media. Additionally, social media gives businesses a platform for client feedback as well as involvement, enabling them to respond to issues, offer assistance, and improve relationships with customers. Investigating the methods used by SMM strategies to affect consumer purchasing behaviour promotes ongoing learning & improvement. Companies can optimize their plans to meet changing customer preferences by keeping up with the most recent trends as well as strategies in SMM. This goal motivates marketers to look into creative uses of SM platforms to successfully sway consumer purchasing decisions.
Objective 3: To analyze the leading sports and fitness apparel industry leader, Nike has utilized social media marketing strategies to ensure a positive influence on the buying behaviour of the customers.
A compelling goal is to examine how Nike, an industry innovator in sports as well as fitness apparel, has used SMM techniques to assure a favourable impact on consumer purchasing behaviour. Nike's SMM strategy has proven crucial in influencing customer views, generating engagement, along with eventually influencing purchasing decisions. Investigating Nike's SMM tactics can provide information about how the company uses sites like Instagram, Twitter, as well as YouTube. Nike has successfully used these routes to establish a "strong online presence", interact with the demographic they are targeting, and creatively present their goods.
Nike's social media advertising has emphasized building community and people who inspire to live an active lifestyle. Nike has effectively placed itself as a lifestyle brand that goes beyond selling items with great narrative, user-generated material, and collaboration with sports and influencers.
Furthermore, Nike's usage of social media monitoring and data-driven conclusions has enabled the company to gain a deeper understanding of its customers' preferences, behaviors, and purchasing habits. Nike can customize its advertising campaigns, distribute personalized content, as well as offer targeted incentives that resonate with consumers because of this intelligence.
[bookmark: _Toc136344611]5.2 Limitations
Primary research on the impact of online advertisements on Nike consumer behaviour may have several drawbacks. Consider the following important limitations:
Sample Bias: Primary studies can result from sample bias, in which respondents may not exactly represent the total population being studied. The sample may contain people with characteristics more likely to use websites such as Facebook or have a good attitude about Nike, resulting in biased results that could prove not transferable to the general population.
Self-Reporting Bias: Because the research depends mainly on self-reported information such as interviews or questionnaires, it is susceptible to responder bias (Bandara, 2020). Participants might offer socially acceptable responses or might not remember their actual behaviour and views accurately. As a result, quantifying the genuine impact of Internet marketing on customer behaviour might be inaccurate.
Limited Scope: Primary research has a limited scope because it often focuses on a single period and geographical area. This narrow scope may not adequately represent the constantly changing character of social media advertising and its influence on customer behaviour across different countries and durations. These results may not be applicable in different circumstances or may need to be validated by other research.
External influences: The influence that external influences on customer behaviour may not be fully accounted for in primary research. Decisions made by customers can be influenced by factors such as economic situations, rival activity, or cultural trends, and those factors may not be adequately managed or accounted for in the methodology used in the study.
Cost and Time Restrictions: Conducting preliminary studies can be tedious and costly. Insufficient funds, financial constraints, or time constraints might restrict sample size, data-gathering methods, or analytic depth. These limits can have an impact on the thoroughness and dependability of the investigation's findings.
[bookmark: _Toc136344612]5.3 Recommendation
Based on Nike's experience with social media marketing and consumer behaviour, here are three suggestions for improving their strategies:
a) Based on this primary research result, Nike should prioritize the creation of personalized and engaging content that connects with its target demographic. Nike can adjust their social media advertising strategies to produce relevant and interesting content by analyzing their users' preferences, interests, and demands. This may include interactive postings, quizzes, polls, and other obstacles designed to stimulate active engagement and develop a sense of camaraderie among Nike fans. Personalization can also include personalized suggestions for products based on a user's tastes and past browsing. Nike can promote customer participation, brand loyalty, as well as purchasing behaviour by delivering personalized and interactive content.
b) Collaboration with appropriate influencers can dramatically increase Nike's social media promotional impact. Identifying influencers that share Nike's principles and have a large following in their target market might help them grow their reach and overall influence (Aktaş and Şimşek, 2020). Nike can harness influencers' reliability and trustworthiness to sell their goods and communicate with a larger audience by working with them. Influencers can provide appealing content such as evaluations of goods, sponsored posts, and recommendations that appeal to their audiences and encourage people to examine Nike's products. Strategic alliances with influencers may successfully tap into their current fan base, raise brand recognition, and increase conversion.
c) According to the primary research discussion, Companies want to participate in social listening processes and exploit customer input to better understand consumer feelings and preferences. Nike may acquire significant insights regarding consumer interactions, opinions, and demands by monitoring social media channels and online debates about their brand. This data can be utilized to discover areas for enhancement, respond to client issues, and spot new trends. Reacting to customer feedback quickly and favorably displays that Nike respects its consumers and is committed to offering a memorable shopping experience. Integrating content created by users, such as created by users reviews, images, and testimonials, can also create reliability and social proof, hence increasing the influence of Nike's marketing through social media on consumer behaviour.
[bookmark: _Toc136344613]5.3 Conclusion
In conclusion, it has been found based on linking with research objectives that Nike may boost the impact they have on consumer behaviour by improving their internet marketing methods. These activities can enhance engagement; trust in the brand, and ultimately revenues and consumer happiness. When analyzing the findings of the main study that influence the impact of social media advertising on buyer behaviour, it is critical to recognize and solve these limitations. Integrating primary research with other information, reports from the sector, and expert perspectives can provide an enhanced understanding of the subject. Finally, analyzing Nike's social media marketing methods teaches other organizations in the sports and fitness gear industry vital lessons. It emphasizes the significance of developing a solid reputation, engaging consumers honestly, and using social media provides a platform to drive good purchasing behaviour.
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