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[bookmark: _Toc213278816]Introduction
[bookmark: _Toc213278817]This introduction section is based on the brief discussion of the research topic which is address the impact of digital marketing strategies on the brand management of Nike. The research aim and objectives are the main discussed part of this section. Therefore, based on research objectives, research questions are conducted. After that, background of the research also highlighted in this section which helps to analyse the impact of digital marketing for brand development. After that, problem statement also highlighted in this section to address the research issues. 

Research background
The dynamics between the global brands and consumers have been changed in digital marketing both in consumer building trust and the brand sustaining the interaction. With Nike, one of the most recognizable brands of sportswear in the world, the digital platforms will play a crucial role in contributing to the expansion of brand recognition and customer loyalty of the brand in the UK market. The fact that Nike has excelled in its desire to integrate elements of storytelling and data-driven marketing has placed it as one of the pioneers as far as customer engagement is concerned (Li and Chen, 2023). The sportsmen, lifestyle celebrities, and digital influencer partnerships can assist it to access both the sports fans and the lifestyle fans. Nike creates an emotional connection between them and products, which extends the product advertising, through the online platform such as Instagram, Tik Tok, and YouTube. This paper discusses the impacts of the Nike digital marketing activity on brand relationships within the UK market, either the manner in which the organization uses digital platform, influencer marketing and customer data to bolster brand relationships and sustain competitive advantage.
Digital marketing strategy of Nike helps to boost the brand engagement within the UK market. Nike's collaborations with athletes and celebrities have always been closely tied to its digital marketing strategy (Neupane, 2022). In addition to professional athletes, the company has broadened its influencer marketing strategy over time to include social media stars, fitness influencers, and celebrities with a wide range of cultural clout.
During the post-pandemic phase, the introduction of digital marketing has also played its part in penetrating the field of the global brand management. Chen (2024) confirm that long-term digital strategies are far reaching towards enhancing consumer interest and brand advertising as the mitigating factor between communication efficacy and consumer confidence. The state of being among the first to adopt the digital transformation including the incorporation of innovative analytics and artificial intelligence into the marketing mix has been a critical factor to the success of Nike in the UK market (Afaf Ouahchi, Siham Chouchane, 2024). The strategies of online campaigns, such as the narratives of the brand, such as You Cannot Stop Us, and Play New, indicate that storytelling and inclusiveness can produce the effect on the mass perceptions and trigger interest.
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Figure 1: Internet clothing and footwear retail sales trend annual in the UK 2010-2024
(Source: Daniela Coppola, 2024)
In the UK market, Nike has now cantered its achievements on digital marketing to enhance the brand engagement. The brand is a successful blend of data-driven marketing strategies, stories, and social media campaigns that help to establish emotional and interactive relationships with customers. Statista predicts that the sportswear market in the UK will reach at least 7.6 billion pounds by 2025, and online platforms will account for almost 62 percent of all sales, which means the increased popularity of online interactions (Daniela Coppola, 2024). The potential in accessing younger people through Instagram and Tik Tok platforms means that Nike can tap into the market of social regulars who are more inclined to choose an authentic and open-minded brand.
The events like campaigns, which Nike makes in its campaigns (You Can’t Stop Us and Play New) depict how an emotional storytelling can make participation and loyalty more valuable (Vision, 2023). Moreover, Nike uses digital platforms, such as Nike App and SNKRS, to gather first party consumer information to personalize shopping experiences and product recommendations. Using AI features alongside influencer collaborations is an efficient approach by Nike to increase the rates of conversion and customer retention. In general, the digital efforts have enhanced the market position, brand equity, and customer satisfaction of Nike in a major way, and therefore, digital marketing has proven to be a critical success factor in driving a sustained brand engagement in the UK market. 
[bookmark: _Toc213278818]Problem statement
Due to the success of Nike, it has been facing challenges when it comes to maintaining high digital engagement. As the underlying algorithms shift, as well as more competition between brands such as Adidas and Puma, and as consumers insist on authenticity in the Internet, customer loyalty can and must be preserved only through continuous change. Furthermore, the digital content consumed by the UK consumers is increasingly being discriminated based on transparency and social values, encompassing the value that is shifted towards being more selective, (Paul et al., 2024)Nike should strike a balance between personalization and privacy issues and align the digital campaigns in the context of various audience groups. Thus, the study explores the impact of the changing digital marketing concepts used at Nike on brand interaction and consumer attitude in UK.
[bookmark: _Toc213278819]Research aim and objectives
Aim
This study is intended to focus on a survey on the effects of digital marketing techniques on the brand engagement Nike experiences in the UK market.
[bookmark: _Toc213278820]Research objectives
· To analyse the main types of digital marketing employed by Nike in the UK.
· To examine the effect of these strategies on customer engagement and brand loyalty.
· To evaluate how influencer marketing and social media platform influence the digital brand image of Nike.
· To examine the degree to which digital marketing has led to the overall brand equity of Nike in Britain.
[bookmark: _Toc213278821]Research questions
· What are the digital marketing initiatives of Nike to increase brand engagement in UK?
· What is the impact of such strategies on consumer perception, trust and loyalty?
· How can influencer relationships and social media campaigns keep Nike sustain its digital brand presence?
· What role does Nike playing with digital analytics and AI serve in the personalized marketing and interaction?
[bookmark: _Toc213278822]Literature review
[bookmark: _Toc213278823]1. Online Marketing and Customer Engagement
Digital marketing has transformed the brand and consumer relationship by facilitating communication in real time, personalization and emotional attachment. Creativity of digital marketing facilitates engagement with the combination of visual storytelling and interactive elements. In the case of Nike, this innovation is reflected in its electronic adverts and social media promotions that motivate consumers to engage in it. This  also point out that long-lasting digital marketing practices enhance the brand equity in the long term due to consistent channel contacts.
The author believes that the high brand equity that Nike has in the UK market is driven by the fact that Nike has integrated digital communication with public relations, which contributes to improved awareness and brand equity based on customers. (Mohammed, 2024) Equally, it  note that the most prominent strategy used by Nike is content marketing because it enables the company to develop substantial stories related to empowering, diversity, and motivating individuals. These stories are converted to increased consumer engagement and brand loyalty.
the UK consumers interact with more personalized online experiences with the brand in a more effective way. The use of data analytics has helped Nike to be aware of user behaviour, preferences, and lifestyle, leading to product suggestions being made according to the individual. This individualization promotes interaction and loyalty (Safitri and Nurul Komaryatin, 2025). The organisation claims that due to the emergence of digital branding, divisions between sportswear and lifestyle have been erased, making Nike an underperformance brand and a cultural brand.
Generally, according to the literature, digital marketing is effective in increasing the visibility as well as in increasing emotion and behavioural engagement; these two factors are essential in sustaining brands in the long term.
[bookmark: _Toc213278824]2. Influencer Marketing and Social Media
The social media platforms have been instrumental in building the brand engagement of Nike. The use of social media, enables brands to engage and attract female consumers of sports products due to the ability to create inclusive and interactive communities (Xu, 2023). This is exponential when Nike works with athletes and influencers, enabling the brand to access other audiences besides conventional advertising.
Nike produces a unified online system of 4Ps: product, price, place, and promotion with the focus on user experience and engagement. Nike has global icons and micro-influencers because by collaborating with these influencers, Nike can be sure that its messages will find an echo in various cultures.It further notes that the issue of digital transformation at Nike after COVID was aimed at improving online experiences and incorporating the use of mobile-based tools of engagement into its arsenal, including the Nike App and SNKRS platform.
The storytelling strategy of Nike is also upheld by social media. Dream Crazier and Play New campaigns are examples of how emotional narratives can make people engaged. Through such campaigns, the content that is created by consumers is generated, which promotes two-way communication and a sense of belonging (Wang, Krause and Henkel, 2024). As emphasized , in the process of internationalization, Nike applies social media as a tool not only in selling goods but also conveying values that are attractive to the audience around the world.
Together, the literature highlights the fact that influencer partnerships and social media posts form an ecosystem of interactions that enhances consumer trust, boosts visibility, and solidifies the identity of Nike globally.
[image: ]
Figure 2: Marketing Strategy of Nike
(Source: Boienko et al. 2025)
Digital marketing strategies of Nike refers to a key driver which helps to improve brand engagement. As stated by Boienko et al. (2025), data driven insight od the company is able to reach consumers across various platforms like Facebook, Instagram, and TikTok. Bedside traditional advertisement, this brand focuses on digital advertisement process which helps to strongly resonate with UK consumers. The digital interaction is able to improve loyalty, and provide active participation of the targeted audiences.  
[bookmark: _Toc213278825]3. Digital Transformation and Customer Engagement Theory.
The Customer Engagement Theory also gives a background on how Nike designs effective consumer relationships. The study explain engagement as a multidimensional meaning that entails emotional, cognitive, and behavioural presence. Digital campaigns by Nike invite the audience to contribute to content, experience a variety of experiences, and engage in brand conversations (Verhoef et al., 2021).
The study underline the opinion that conservative interaction rests on genuineness and uniformity throughout platforms. This is in line with the findings that Nike utilizes AI-based analytics to ensure message consistency and content personalization to certain consumer segments. The perceived value and loyalty are boosted by the incorporation of personalization tools, online communities and storytelling.
Moreover, Nike digital transformation efforts in the pandemic era and notes that the efforts made it more dependent on digital communication channels (Roy et al., 2023). These were strategic as well as technological adaptations that have transformed the company to direct-to-consumer (DTC) company interaction. In the same vein, author notes that digital interaction is becoming more favourable to international growth, in which real-time information informs local market optimization.
Theoretical Implications 
Customer Engagement Theory 
This theory helps to explain the meaningful, and interactive experience which improve the customer strategies and try to connect with the brand. Therefore, based on the customer engagement, overall brand reputation has to be developed (Champaneri and Jain, 2021). Moreover, based on digital campaigns, social media interactions, loyalty and trust of the consumers are increased which helps to develop the involvement with the brand.
[bookmark: _Toc213278826]Methodology
[bookmark: _Toc213278827]Research philosophy, approach and design
The philosophy that will be used in this research will be interpretivism which will aim at establishing the impact of digital marketing strategies on brand engagement in various aspects (Nickerson, 2024). The interpretive approach focuses on the meaning and the context of how consumers interact with brands, which is why it is an appropriate approach to understanding how Nike has tried to build relationships in the UK market.
It will enable emerging patterns and themes to be formed on the data that will result in a better comprehension of the role that Nike digital strategies play in consumer engagement.
The research design will be exploratory, because the goal is to investigate the qualities and the breadth of the digital marketing practice of Nike, and not to measure the results. Such a design will be useful in discovering trends, marketing approaches, and consumer engagement mechanisms that will be the case with the Nike digital presence. It will also enable the flexibility in interpreting such complex relationships among digital marketing tools, brand identity as well as customer loyalty. 
[bookmark: _Toc213278828]Data selection and analysis technique
The sample size of 10 peer-reviewed sources will be used to gather the data published between 2021 and 2025. They will involve journal articles, academic dissertations, conference papers, Nike’s website, and publications that are credible in their discussion of digital marketing, branding, and customer engagement especially in the global and UK-based markets. It will use literature sources, which will be focused on collecting information on the digital transformation, consumer interaction, and online brand of Nike.
In this research, secondary data collection method has been used which helps to analyse the collected data qualitatively. This qualitative method helps to gain topic related data from various peer-revied articles, journals, and websites. Moreover, this research method will be cost effective, and require limited time to collect data. In this research positivism research philosophy will be used which helps to provide flexible information about this research topic. Board access of information is another advantage of this research process; therefore, this process will help to get information about brand engagement process (Chen, 2024). After that, with the support of thematic analysis, collected data will be analysed within this research. Furthermore, brief discussion about the brand identity, and digital marketing strategies will be discussed. For this data analysis, 10 topic related peer-reviewed data will be collected which will help to gain knowledge about this research. 
The thematic analysis will be the primary method of analysis used in the study. This approach will entail sensitively determining and coding important themes throughout the literature gathered (Ratajczak et al., 2025). These key themes that will be analysed include influencer marketing, social media engagement, personalisation, data-driven marketing and customer loyalty. The relationship and patterns between these themes will be decoded into an interpretation of how the digital marketing activities by Nike influence the consumer perception and long-term behaviour. The thematic approach will help the research to come up with comprehensive, qualitative information based on available scholarly evidence.
[bookmark: _Toc213278829]Ethical considerations
The research will also adhere to the ethics principles to maintain integrity and transparency. All the secondary data will be acquired out of credible academic and professional literature, and appropriate reference and citation will be done to give credit to original authors. Ethical risks in the research will be reduced as participation of human subjects, gathering of personal data and intervention will not be involved in the research projects (MBPI, 2024). Academic honesty will also be observed through preventing plagiarism and having the interpretation objective and all findings will be derived in a responsible manner through credible literature.
[bookmark: _Toc213278830]Expected findings
The study is anticipated to positively establish a strong positive correlation between the digital marketing approaches and the brand engagement of Nike in the UK market. Storytelling, influencer partnership, and data-driven personalization are areas that Nike will probably consider its primary source of consumer loyalty and satisfaction (Roy et al., 2023). 
The research will equally indicate that providing customers with personalized communication and product recommendation following the application of digital analytics and AI tools resonates with Nike as a company. Such online projects will be demonstrated to make people feel connected in real life and become successful in engaging in virtual societies (Afaf Ouahchi, Siham Chouchane, 2024). Moreover, the focus of Nike on inclusivity and encouragement on digital marketing campaigns will remain popular among a large range of consumers, especially to younger consumers who want socially responsible companies.
Nike continues to captivate audiences outside of the sports world by sharing tales of overcoming hardship as marketing changed and consumers got tired of straight sales pitches. Nike visually emphasizes these themes, which is equally vital. Nike's marketing approach heavily relies on celebrity endorsements. Collaborations with local and international influencers boost sales, brand recognition, and trust. Indeed, according to 56% of consumers polled, celebrity endorsements had an impact on their choice to purchase a Nike product (Wu, 2022). Nike may also obtain first-party information on the interests, behaviors, and purchasing habits of its customers through its digital platforms. Nike is able to provide individualized product demonstrations, marketing messaging, and services by combining data analytics with AI capabilities. Moreover, an effective digital marketing strategy helps to improve the overall brand identity of Nike, and it also helps to improve customer satisfaction. 
In short, it is anticipated that digital marketing will result in increased visibility of Nike and will also strengthen its long-term brand recognition and consumer confidence in the UK market.
[bookmark: _Toc213278831]Limitations
The primary weakness of this research will be the secondary data use as this will not be possible to test real-time consumer perceptions. The research will not involve the primary data collection (a survey or interviews), therefore, it may miss the first-hand perspective on the attitudes of consumers. The narrowness of the study on one market, the UK, will also be a constraint since it will not provide very much room to generalise the results to other markets. Moreover, the unpredictability of speedy technological development can potentially make some data irrelevant with time and therefore will need to be updated occasionally.
[bookmark: _Toc213278832]Timeframe
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Figure 3: Project Timeline
(Source: Project Libre)
The study will be carried out within eight weeks. The first two weeks will be devoted to the literature collection and review. The third and fourth weeks will consist of data synthesis and thematic coding. The fifth week will be spent on the development of the analysis and results interpretation. Editing, referencing, and lastly, maintaining academic consistency will be done in the next two weeks. The last week will be dedicated to proofreading and submission.
[bookmark: _Toc213278833]Conclusion
Online marketing continues to be the focus of Nike, sustaining the engagement and competitiveness at the UK market. Nike can build upon its own emotional and behavioural relationships with its customers by using a mixture of influencer help and personal campaigning and storytelling driven by data. The literature confirms that the successful application of digital media helps not only in increasing visibility but also brand loyalty, authenticity, and long-term consumer relationships. The study concludes that the strategic digital marketing of Nike is an excellent example where customer engagement theory, creativity, and analytics have been consolidated to maintain a powerful global brand image in a digitalised global world.
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