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1. [bookmark: _Toc172545183][bookmark: _Toc172551127]Introduction 
Relationship marketing strategies are executed in businesses to strengthen the relationship between the organisation and clients (Okonkwo and Ugwuonah, 2019). The main purpose of such strategies is to ensure more than one-time sales by the clients. In the view of Travassos Rosário and Casaca (2023), customised sales experiences and services are offered through relationship marketing strategies such as customer loyalty, satisfaction and retention. In order to get a comprehensive review of relationship marketing strategies, the current study will explore the impact of relationship marketing strategies on customer loyalty, satisfaction, and retention especially in the case of Nike. 
2. [bookmark: _Toc172545184][bookmark: _Toc172551128]Background 
In the opinion of Wongsansukcharoen (2022) relationship marketing has brought a new face for organisations to engage with consumers thereby enhancing long-term business engagement. Reward programs, email marketing, referral programs and developing consumer communities are some relationship marketing strategies adopted in organisations. In the case of Nike, the firm has adopted relationship marketing to strengthen their consumer base and brand equity (Tran, 2020). Nike has executed the Nike Plus membership program that includes personalised training plans, early access to products and so on to bring out a loyal customer base. As mentioned by Eyada (2020), Nike's commitment to innovations is evident through its contributions like the Nike Air series that were most appealing to customers. Similarly, Mohammad Shafiee et al. (2019) suggests that Nike’s relationship marketing strategies on three basic factors such as customer satisfaction, retention and loyalty is of paramount importance. 
3. [bookmark: _Toc172545185][bookmark: _Toc172551129]Rationale of the study 
The rationale for choosing Nike as the organisation is that, the company showcase a wide variety of programs including community development and reward programs that come under relationship marketing. The existing studies have concentrated on the relationship marketing strategies implemented by different industries (Steinhoff et al. (2019), Caliskan and Esmer (2020) and Tepe and Arabelen (2022)). However, the studies that focused on Nike’s relationship marketing strategies is limited. Therefore, to bridge the existing gap and to get an in-depth understanding of the relationship marketing strategies of Nike, the current study will evaluate the impact of the relationship marketing strategies of Nike on customer loyalty, satisfaction, and retention.
4. [bookmark: _Toc172545186][bookmark: _Toc172551130]Aim
The study aims to investigate the impact of relationship marketing strategies of Nike on customer loyalty, satisfaction, and retention.
5. [bookmark: _Toc172545187][bookmark: _Toc172551131]Objectives 
· To identify relationship marketing strategies of Nike
· To analyse the factors influencing customer satisfaction, retention and loyalty. 
· To evaluate the impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty.
· To provide recommendations to enhance Nike’s relationship marketing strategies. 
6. [bookmark: _Toc172545188][bookmark: _Toc172551132]Research questions
· What are the relationship marketing strategies employed by Nike?
· What are the factors influencing customer satisfaction, retention and loyalty?
· What are the impacts of Nike’s relationship marketing strategies on customer satisfaction, retention and loyalty?
· How can Nike enhance its relationship marketing strategies to achieve a competitive advantage?
7. [bookmark: _Toc172545189][bookmark: _Toc172551133]Literature review 
7.1 [bookmark: _Toc172545190][bookmark: _Toc172551134]Introduction
The Literature review chapter will present an overview of the study, explain the research topic and examine concepts including factors influencing customer satisfaction, retention and loyalty and the impact of Nike’s relationship marketing strategies on these variables. The data required to complete the study will be taken from relevant journals that are topic-related and which are published within the last 5-year period to identify the best practices and shortcomings of Nike’s relationship marketing strategies.
7.2 [bookmark: _Toc172545191][bookmark: _Toc172551135]Relationship marketing strategies employed by Nike
The advent of digital marketing has aided Nike in executing relationship marketing strategies to perform personalised customer services. Nike has a noteworthy presence on social media platforms and the content marketing strategies employed. Social media platforms including Instagram, Twitter, Facebook, YouTube and others platforms have been widely utilised by Nike for its relationship marketing. Champaneri and Jain (2021) assert that storytelling content form is the prime strategy utilised in advertisements by Nike. In the view of Rodrigues et al. (2021), community engagement is a specific strategy employed by Nike where the company sponsors sports events, and collaborate with athletes and others to build an emotional connection with consumers. 
7.3 [bookmark: _Toc172545192][bookmark: _Toc172551136]Factors influencing customer satisfaction, retention and loyalty 
Various key factors that influence customer satisfaction, retention and loyalty are product quality, personalisation or customisation, brand reputation, effective customer services and emotional connection. The study by Lina (2022), asserts that customer expectations of products will be high including their durability and innovation level, therefore, product quality is a significant factor. In the case of Nike, consumers tend to have high expectations of product quality and meeting these expectations are crucial to maintain a satisfaction level in consumers. Azizan and Yusr (2019) mention that brand reputation is another key factor influencing customer satisfaction, retention and loyalty. Brand reputation is mainly formed through ethical practices, community engagement and sustained assurance in product delivery. Maintaining a brand reputation can ensure customer trust and loyalty (Huang et al., 2020). Effective customer service is another key factor to boost customer satisfaction level and forward repeated sales. To boost customer satisfaction instant and helpful responses to inquiries are vital (Rane et al., 2023). Other key factors are personalisation and emotional connection that impact loyalty. On the other hand, transparency and effective communication is other strategies that influence customer satisfaction driving long term success (Ahmed and Omar, 2019). 
7.4 [bookmark: _Toc172545193][bookmark: _Toc172551137]Impacts of Nike’s relationship marketing strategies on customer satisfaction, retention and loyalty 
Existing studies have highlighted the impact of Nike’s relationship marketing strategies on consumer satisfaction, retention and loyalty. The Nike membership program is a reward program that aims to provide exclusive perks for customers such as expert advice in fitness, exclusive products, tickets to specific sports events, Nike birthday offers and so on (Zhavoronkova, 2021). The innovation of this reward program delivered services that deeply resonated with customer expectations. Customer satisfaction was enhanced through these personalised services that fostered a sense of belonging and exclusivity to consumers (Chu et al., 2019).  As specified by Zheng (2022), Nike has boosted its customer loyalty through continuous product development and utilisation of social media platforms. This relationship marketing strategy of Nike made consumers attract towards their product and enhanced engagement. As an example of this, Nike brands such as the Nike Air series, Pegasus and Flyknit have engaged customer engagement leading to customer loyalty (Pereira (2019) and Vianello (2019)). Digital platforms and mobile phone accessibility has offered a convenient and transparent shopping experience which elevated customer satisfaction. Effective communication strategies positively impact consumer satisfaction, retention and loyalty. Same applies in the case of Nike, where Nike informs consumers about their new products, promotions and other initiatives to boost customer satisfaction and retention rates (Silva et al., 2020).
7.5 [bookmark: _Toc172545194][bookmark: _Toc172551138]Theoretical framework 
· Social exchange theory
The social exchange theory was developed by George C. Homans in the year 1958 (). To examine how Nike balances the perceived benefits and costs for their customers, this particular theory can be applied. Through relationship marketing strategies including quality products, and community involvement Nike has enhanced customer satisfaction to an extent. Social exchange theory will aid in explaining why consumers showcase retention and stay loyal towards the brand.
· The customer loyalty framework 
The framework was formulated by Dick and Basu in the year 1994 that elucidates how organisations can put forward strategies that improve customer loyalty (). Applying the theory in the study will aid in examining how Nike's innovation and personalisation foster customer loyalty and retention 
8. [bookmark: _Toc172551139][bookmark: _Toc172545195]Research methodology 
Methodology chapter will outline the methodologies utilised in a study and provides justifications for the chosen methodologies. Through this chapter, the researcher aims to offer an understanding into the philosophical foundation of the study. 
8.1 [bookmark: _Toc172551140][bookmark: _Toc172545196]Research philosophies 
Research philosophies are the assumptions that lead researcher in completing study. Positivism, interpretivism and realism are the three main research philosophies. Among the three different research philosophies, the interpretivism research philosophy mainly explores subjective experiences (Kirongo and Odoyo, 2020). The interpretivism philosophy contends that reality is subjective and that the scope for multiple realities is real. The use of interrogation and observation to analyse the research issue is the major feature of this philosophy (Alharahsheh and Pius, 2020). The study will employ interpretivism philosophy. This philosophy helps the researcher to interpret data on the basis of the researcher’s subjective experience in data collection and data analysis.  
8.2 [bookmark: _Toc172551141][bookmark: _Toc172545197]Research approach 
Research approach details how a study begins and how it ends and the two main research approach in methodologies are inductive and deductive (Tuffour, 2017). The research approaches are systematic and structured in nature, allowing the researcher to collect the data and interpret it logically. The deductive approach aids the study in developing a hypothesis and to test its validity (Pearse, 2021). In inductive studies, the research develops theories as the study progresses. An inductive approach is mainly utilised in study that follows interpretivism philosophy and qualitative data collection. Therefore, the current study will apply inductive approach in the study. 
8.3 [bookmark: _Toc172551142][bookmark: _Toc172545198]Research strategy 
Tools that aid in assemble data regarding the research topic is referred as research strategy (Zou and Xu, 2023). Interviews, surveys, case studies and so on are few examples of research strategies. In the view of Lavarda and Bellucci (2022), the case study strategy analyses a real situation. This strategy is mainly utilised in qualitative studies (Widdersheim, 2018). Therefore, applying a case study strategy will be beneficial in evaluating the impact of Nike’s relationship marketing strategies on customer satisfaction, retention and loyalty.
9. [bookmark: _Toc172551143][bookmark: _Toc172545199]Data collection method 
The two different data collection method according to Mwita (2022) are primary data collection method and secondary data collection method. On one hand, primary data collection method includes data collection using tools such as questionnaires, interviews, focus groups are so on. They are mainly first-hand data or exclusive data that are collected by the researcher for their study (Sadan, 2017). On the other hand, secondary data are existing dataset that are previously collected by other researchers for the completion of their study. Other than journal articles, the other secondary data available are books, websites, government report, newspaper reports and company reports (Jiang et al., 2019). 
The current study will opt for secondary data collection method to gather relevant data from sources such as Osiris, UN statistics, government publications and others. Keyword combinations such as "relationship marketing strategies”, “apparel industry," "Nike relationship marketing strategies" "customer satisfaction," “retention” and others will be used by the researcher to search for the data from the databases. This extensive secondary data collection aids researcher in understanding the impact of Nike's relationship marketing strategies on customer satisfaction, retention, and loyalty.
10. [bookmark: _Toc172551144][bookmark: _Toc172545200]Analysis of data 
In order to find the meaning from the acquired data, several analytical techniques such as mono method, mixed method or multi methods are utilised. Aforementioned analytics techniques are generally termed as data analysis (Al-Ababneh, 2020). In mono method, either qualitative or quantitative data will be analysed. Similarly. Neuendorf (2018) assets that qualitative data is analysed mainly through thematic or content analysis.  Therefore, to interpret meaning from the acquired qualitative data, the current study will choose thematic analysis as the data analytic technique.
11. [bookmark: _Toc172551145][bookmark: _Toc172545201]Research ethics 
Drolet et al. (2023) opine that ethical considerations in research are important as they help the researcher to complete the research in a systematic manner without hurting or harming the emotions of anyone concerned. The study will not copy any content from previous research studies and will if the study utilse any content from other studies proper credit will be given to the researchers by providing in-text citations and bibliographic details at the end (Pagliaro et al., 2023).
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13. [bookmark: _Toc172551147][bookmark: _Toc172545203]Conclusion 
The proposal for the research topic A review of relationship marketing strategies of Nike has established the research issue and specified research focus. A research rationale was provided discussing the importance of doing this study. Research background has briefly described existing theories related to research topic. Further, the proposal presented research methodology, ethical consideration and the Gnat chart. 
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