


   

DISSERTATION
The impact of Integrated Marketing Communications on consumer buying behavior: A case study analysis of Nike



[bookmark: _Toc83206166]Abstract
This study is presenting the academic research of the impact of Integrated Marketing Communications to the consumer buying behavior, particularly analyzing the case study of the sports brand leader Nike.  The conceptual framework of the dissertation is to demonstrate a high level of understanding, the key Integrated Marketing Communication strategies, theories and practice which influence the consumer decision and affect the business performance. The researcher is achieving that by critical examining different authors and by analyzing all categories of Marketing Communication of the sport brand and messages that they send to customers. The research is designed to collect only primary quantities data directly from the brand customer by face-to-face survey. The sample is examination of 50 participants with the Non-Probability Sampling Methods. In the investigation, the fundamental part is the date collection method and date analysis by visual representation of the answers of the participants and detailed explanation. 
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[bookmark: _Toc83206170]1.1 Background of Nike
Nike is the currently the most famous athletic shoes company and largest sports brand in the world. As a company they have a very rich history and have dominated the sporting market to become a household name worldwide.
The initial name of the company is known as Blue-Ribbon Sport and was established by the student Bill Bowerman and his University coach Phil Knight in 1964. The history of Nike begins in America, United States where the founders combined their skills and knowledge to design and distribute their unique Nike shoes. It was an idea, that to this day, has helped to shape the world we live in. The business idea to manufacture the products in Asia where the cost for production is low compared to America, lead to great value and profits. This idea would allow the growth of the company to evolve in a way that would not have been possible otherwise. To this day, many other companies have followed suit and it has allowed the growth of those companies as well. The sport brand quickly became very popular by targeting athletes, in doing so, the audience of the brand was able to be shown worldwide. Athletes wore their trainers, and the brand quickly became associated with sport and fitness itself. It wasn’t just the brand, the wider public wanted to wear what their role models were wearing, in a sense, it made people feel more popular and trendier. This was, and still is, in many peoples view, Nikes strongest marketing strategy. The great sales of the shoes lead to expansion of the business. Over the years, the brand successfully developed and manufactured many types and variations of designed sport shoes, apparel, and equipment. Everywhere you looked within sport, you would see the signature Nike tick. The biggest sports stars in the world would be targeted to represent and be sponsored by the company (Willigan, n.d.). For the athlete, they would be rewarded financially, for the company, they would be rewarded with huge amounts of publicity, which would ultimately lead to increased profits as well. It was a win win situation for everyone involved. As a company, the competitors of Nike have attempted to keep up and better the company, but even to this day, Nike is the company that is on top. From humble beginnings, the company has evolved and managed to adapt to make sure that it is their brand, logo, name, that is associated most heavily with sport. Main key factors of the brand are the function of design, sourcing, and consumer experience. The unique selling points of Nike are based on product features, innovative technology, high quality, and stylish products.
Mission of Nike is to “to bring inspiration and innovation to every athlete in the world.” This statement shows the company’s strategic objectives to reach customers internationally.
[bookmark: _Toc83206171]1.2Rationale of the study 
Integrated Marketing Communication is part of the overall Marketing strategies of the company and can also be determined as a long process of planning and exchanges of value. The Integrated Marketing Communications is an important part of the marketing communication between the company and people. The process is very challenging and includes different types of advertisement and understanding of how the brand message can influence the customer buying behavior. 
 investigate the impact of IMC to the consumer psychology and perception around the sport brand Nike. The idea of the research is to focus on combined and synchronize marketing communication, target audience and customer behavior. This will be realized by strictly following the set of research objectives and by answering the research questions.

[bookmark: _Toc83206172]1.3 The research aim 
 To describe the aim

[bookmark: _Toc83206173]1.4 The research objectives

1. Determine what motivates people to keep purchasing from Nike.
2. To investigate how the sport giant Nike influences the customer decision making process.
3. To analyze how the IMC strategies of Nike increases the overall performance of the brand.


[bookmark: _Toc83206174]1.5 Research questions
1. What motivates people to keep purchasing from Nike?
2. How does the sport giant Nike influence customer decision-making process?
3. How does the Integrated Marketing Communication strategies of Nike increase the overall performance of the brand?


[bookmark: _Hlk78034680][bookmark: _Hlk79392906]The research work will cover all the above and different marketing models and strategies. As an example, is the Consumer Buying Behavior Model, which is referring to the behavior that the consumer is showing when they’re searching, purchasing, and using brand products which they expect to satisfy their needs and wants (M. Saunders, 2018). Another major model is the Communication Process, which is divided into two models, known as the Macro Model of communication, and Micro Model of consumer response. The Macro Model of communication is representing the effective ways of any communication. The Micro Model of consumer response is describing the response process and is based in three major stages which are cognitive, affective, and behavioral. The Problem and Recognition Model is represented by identification of the needs and wants, by applying the theory for Maslow’s Hierarchy of Needs. The areas that this work is covering are particularly focused to support the investigation tasks and find answer on the dissertation topic. The advantage of this research is that it will bring value to the reader on the knowledge of the Integrated Marketing Communication. It is important to mention that this paper will not cover all types of marketing activities and strategies known to us, just the one that is needed to achieve the research. The disadvantage of the work may be expressed as the ignoring of the competitors of Nike and no comparisons with them.

[bookmark: _Toc83206175]1.6 Chapter’s overview 
The research is structured in a logical way of three large chapters, which are including smaller sections within. Chapter one contains an introduction to the dissertation, background of Nike as a company, rationale of the study and the research objectives. Chapter two is presenting the literature review. In Chapter three is the Research methodology structure and full details of the date collection method of the research work. Chapter four is the analysis section which contain the visual representation and interpretation of the data collection results. In the final chapter is the discussion review, conclusion of the work and recommendation. To add More details
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[bookmark: _Toc83206177]2. Literature Review
This section of the study will present analysis of well selected literature from different authors, which is helping to explain the main topic: Impact of the Integrated Marketing Communications on consumer buying behavior by examining the case study of Nike as a company. The analysis is presenting different models for consumer response, consumer behavior, and decision-making process. Also, are applied theories for marketing communication including the communicational process and the transmission of the brand message with the Shannon and Weaver model. It is also reviewing the concept of the Integrated Marketing Communication and performance of the sports brand. The final part of the review will give critical analysis of the relationship between all models and the impact of them. 

[bookmark: _Toc83206178]2.1 Marketing Communication
Marketing communication can be determined such as a process of exchanging information about a product or services between companies and their audience. In the past was a commonly spread thesis that the purpose of marketing communication is mainly concerned to increase the sales and profitability of the company by advertising the product or services. The sale promotion is short term marketing strategy aimed to increase the demand and sales of the company’s products. The advertisement are paid messages aimed to increases the overall sales and profitability of the company for long term. However, in recent years the practice of contemporary marketing communication shows that it was broader concept and application. Some of which can also be described as exchanging the values between two or more parties or the ability and willingness to exchange. Some authors have a theory and consider the role of marketing communication to be engagement between the organization and their customers. This engagement is considered to have two components such as intellectual and emotional elements. In this case the marketing communication should balance the rational needs for information and emotional expression for different target customers. The better quality of communication and interaction will lead to greater level of customer engagement. 
According to other theories the marketing communication can be introduced as a process of reinforce, inform, differentiated, and persuade the audience to buy the brand product. In this case the marketing communication is happening by delivering a brand message through different channels of media. The aim of the message is to bring brand awareness throughout informing the people about the new or existing product and their benefits. The marketing message also can include information for who is the product, suggestion how to use it and advise when is best to be perform. The effective marketing communication need to target the audience depending on their need and wants and differentiated the company products from the competitors of the market. Understanding the consumers and offering them what they need is increasing the engagement and influence on the customer decision process. Moreover, the perception of marketing communication can be used to persuade people to purchase the brand product. Indeed, the power of advertisement can build desirable force which to persuade the current and potential consumers to buy good that they don’t need now or don’t want. Product purchasing is one of the many tasks that marketing communication can rich. Besides is crucial to mention that the marketing communication is part of the overall marketing planning and activities of the company need to be linked together for better performance and effectiveness. 
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Figure 1 Shannon and Weaver Model of Communication (Egan, 2019)

[bookmark: _Hlk80359811][bookmark: _Hlk79328741]Reviewing the role of the marketing communication is just the beginning of our research. The next thing which we need to discuss and critically analysis is how the marketing communication is working or in other words how the message is influencing the audience.  For this purpose, we need to apply different communicational models and compare their similarities and differences. Further, in this section we will try to answer the research objective and question which is what motivated people to keep purchasing from Nike company.  The first model known as ‘the mother of the models’ is the Shannon and Weaver Model of communication which is very popular and fundamental in the marketing management. This macro-Model of the communicational process was developed in 1948 year to present the standard ways of any form of effective communication. This model is very important because explain the basic way of transmission the information from the organization to the audience (PR Smith, 2019). Also is reviewing the factors that can affect the company’s message and what is the response of the customers back to the sender. All elements of this communicational model are Sender, Encoding, Media, Decoding, Receiver, Respond and Noise. This various components in the communication process determine whether a communication event will be successful or not. The transition of information begins with the Sender which is the main body sending the information. In this first stage is important to be established the target audience, product characteristics and purpose of the communicational message. This is necessary for the success of every marketing communication. The Sender need to highlight the focus group of people that is aimed to be reach with the message and address the product to specific needs. For example, the marketer needs to know the product specification, and to address them to the customers. The purpose of the message is also very important because need to inform what is the main goal of the organization that need to be achieved with the message. Examples of that are brand awareness, sales promotion, and brand differentiation or in other words the purpose of the message need to increasing the new customers, knowledge about the brand and increasing the sales of the products. The next element is the Encoding which is named like that because plays the role of a transmitter of the signal from pictures, symbols, words, music, or data provided from the Sender to the Channel. The organizational message or signal needs to be created in way that the receiver can understand and influence them to act. This task is not easy because in addition to the content of the message is needed to be considered which media to be used for the target group of communication. For example, if the target groups are people passionate about fitness, then the brand message should be encoded with information trying to influence and highlight the brand product to that audience. Media is the component of the model which describes the channels of distribution the brand messages. Here are important the financial resources of the company and selection of right media. This means that the brand message was created and send to the audience in the most appropriate channel. Example of which can be advertisement of the sport product in sport magazine. In this case the magazine is the selected channel of distribution to present the information from the message to the consumers. The types of media can be newspapers, magazines, television, radio, cinema, outdoor and by online channels. Whatever the format of the message is needed to be decoded by the receiver. The Decoding is the next element which translates the meaning of the message and explains how the information from the signal was received to the target audience. Receiver is the main body for who the message was created at the beginning and influencing them is very important here. Decoding process is not an easy part of the marketing communication but the success of the message depends here. Understanding the meaning of the message or in other words advertisement depends on the individual perception of the target group and the ability of the marketer to address the product to them in the best way. The Response component shows the set of reactions that consumer have after receiving the message from the sender. This stage demonstrated how effective was all the previous components of the model and what is the consumer action after decoding the message. The strength of the message can influence the people to purchase the product, to search for more information and opinion of others or to do nothing. Whatever the responses from the audience are the sender needs to analysis them. The feedback is the element that monitor the responses from the audience and send back information to the sender how effective was the message. This is very important part of the successful performance of this communicational model because the sender can learn from the good and from the bad feedback. From other side collecting data is not easy process, people are not willing to provide opinion. However, knowing what people like and dislike or what they want is key part of the planning the marketing communication and applying marketing strategy. Noise is the factor that occur to reduce the quality of the message or to reduce the influence of the message by move the attention of it. A major source of noise is another sender of messages which distracting the focus and attention. Example of which can be communicational message from competitor or different organization.
[bookmark: _Toc83206180]2.2.1 Advantages and Disadvantages of the Model
In summary the advantage of the Shannon and Weaver model is the simplicity of the communicational process which make it easy to be applicable in practice. Understanding every element of the theory it is very effective and useful way to better plan the message in general communication. Besides, knowing from where the Noise is coming can help the marketer to remove the factors that potentially can reduce the attention and influence from initial message. Critical analysis of the model shows some disadvantages which is important to consider as well. The main one is that the human communication is not mathematical in nature and different barrier from the Noise can reduce the influence of the message. Examples of those communicational barrier can be the psychological, philosophical, physical, language differences, or not active listening (C. Keates, 2018). The Shannon and Weaver model is also not providing many details in the communicational process, the simplicity of the elements can lead to miss judgment and the benefits from the model can be less than the cost of the message.
[bookmark: _Toc83206181]2.2.2 Relating the Shannon and Weaver model to Nike company
Relating the communicational model to the marketing communication of Nike will help us to find answers on the questions in this study. To be able to do that first we need to identify the channels of communications of the sport brand and then to explain how the company distribute the message to the audience to motivated people to buy their products (Juneja, n.d.). The analysis of the company shows that the brand messages are intended to focus on the mass communication by using different online and offline tools and technologies. The brand messages are in form of paid advertisements in the traditional and digital Media. Examples of which are the national television, radio, sports newspapers, magazines, outdoor banners, and online. Looking closer in the advertisement in those variety of media we can see that the company is applying the same strategy in their communicational messages. By doing this they are reaching more people with different interest and motivated them to buy the brand products. Connecting the Shannon and Weaver model to Nike’s communication present that all components of the message are planned very systematic and related to their organizational goals. Beginning with the Sender who is the main source that create the content of the message, target group and the purpose of the message. Analysis of the content of the messages shows that Nike had establish strong focus to promote the physical exercises and healthy lifestyle by telling them a story. The brand messages are created in a very simple way but effect the people emotionally and influence their feelings. The target group is everyone who want to be fit and successful. Fact to consider that is their famous slogans “Just DO it” and “Be a better athlete and If you have body, you are athlete” (Willigan, n.d.). The purpose of the message is to increase the brand awareness and boost the sales of the sport brand products. Nike is a champion brand builder and often shows pain and victory of famous athletes and ordinary people to challenging the audience to try and never give up of their dreams. The Sender in Nike’s message transmit the content to visualization on the final goal instead of the brand products. In fact, the company presents the messages with motion and light music which make them unique and emotionally powerful to the audience. The financial stability of the company allows them to spend a lot of money to transmit the brand message to the most popular channels. This is very influential because they reach many people. In recent years the digital media are very popular way the companies to communicate with younger audience and Nick know that. Now days the main digital channel that company is using to distribute the brand messages are in Facebook, Instagram, YouTube, Google, and Twitter. Millions of people are using those channels and they are great example where the brand audience is receiving the message and decoding the meaning. The simplicity of Nike advertisement creates easy understandable message. Depending on the individual perception audience decide what action to take next. In Nike case consumers are inspired to go and look for information about the brand products and making a purchase. Different factors such as Nike's competitors can try to reduce the influence of the message but the noise from them is not so powerful and effect from them is considered as low (Willigan, n.d.).  The final element of the communicational model is the feedback which related to Nike’s message is an instant action. People share their opinion, like and dislikes in the social medias in many ways. Examples of which are the shares, like buttons, discussion in the forums and emails surveys. The feedback is very important part of Nike communication because shows what people really think and feel about the brand advertisement and brand products. Nike is strongly learning from the consumers experience and this helps the company to be very productive (Nike, 2020). 

[bookmark: _Toc83206182]2.3 Consumer Response - Hierarchy Models
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Figure 2 Consumer response - Aida Model
[bookmark: _Hlk80359930]The theory of the communicational process which we are going to analysis is the Micro Model of consumer responses or known to us as the Hierarchy Models. Those models are explaining how the message in the advertisement work and how can affect the customer buying decision. For any message to be successful needs to be designed to be meaningful for the receiver and fit cognitive capability of the target group. Focusing on the consumer respond of the marketing communication we will discuss the three main stages throughout the buyer cross. The stages that people are processing information are cognitive, affective, and behavior. The cognitive stage is where the thinking process is happening. In the affective stage consumer feel and evaluate the goods. And in the behavior stage known also as Conative stage the actual purchasing is occurring. Each of those stages’ discus the customer motivation from unawareness of the product to purchasing it. The desire to understand this relationship between the attitude and psychological behavior are leading to explore the AIDA model. This model stands for Attention, Interest, Desire and Action and they define the stages that stimulate different emotions in the consumer. The first point of interaction here is the attention of the customer who becomes aware of the nature of the company or the advertised product. Then is the stage of interest where the customer knows the product benefits and learn more how to adopt them to his lifestyle. Desire is the stage three and is convincing the audiences to want and buy the advertised product. The final step is the action stage where the customer is taking the decision to purchase and buy the advertise goods. To summaries this model the product brand awareness and attention occur in the cognition stage, the potential interest and desire in the people occur in the affective stage and the action happens in the last conative stage. According to McGuire the AIDA model as well as other Hierarchy effects models can not affect to the immediate respond from the consumers, but they can lead to series of mental consideration that eventually over the time in future to affect the purchase decision process. Considered as disadvantage of this theory is that the models are based and are following logical, rational movement of learn, feel, and do stages which cannot be described as general buying behavior.

[bookmark: _Toc83206183]2.3.1 Relating the Aida model to Nike company
The consumer response is very important part of the communicational process and relating the Aida model to the case study of Nike will bring insight about the how the brand influences the decision-making process. Analyzing the marketing campaigns of Nike show that Aida formula is strongly corporate in the brand message. The Attention, Interest, Desire, and Action are the steps that we are going to interpreted. They are happening when customers enter the marketing funnels of the brand and affect the final decision. Creating advertisement is the first step of the marketing the products and Nike use the Attention element to capture the focus of the target people. Here the customer perceives Nike’s products. This is happening by the strong content of the company mission which drive audience to feel that Nike can help them to expand their human potential (Nike, 2020). Also, to increase the Attention Nike is using a famous athletes and high-profile celebrities which are wearing the brand products and advertise the new models of trainers and clothing. In the next step Nike is capturing the interest of the customers by telling motivational stories of other people (Erkilic, 2018). The emotional content of the sport company is about the pain and victory of other people and challenge the audience to not be afraid of the failure by using the brand products. Besides, the image of the people in the Nike’s advertisement is leading to strong interest of the products and this is visible instantly in the social medias. Increasing the audience Interest and engaging them is the very important part of the success of the message in Nike communication (Brown, J. P., 2020). The strong influence of the advertisement brings to the people desire to be more physical active and be fit with the help of the brand products. Examples of which are the advertisements messages: ‘Find your greatness; Just Do it; Freedom for your feet; You can’t be stopped’ and more (Nike, 2020). The desire is built in the deeper psychological level and create in the people minds needs and wants for Nike products. Moreover, the brand messages show the innovative technologies that increases the desire element with the feature of the products that are unique in the market and benefit the physical performance of the people. The final stage of the model is the Action which is logical way that customers go through. Nike increase the Action by sending a promotional offer such as push notification in the social medias, in Nike’s app and by emails. Another method that the brand is using to stimulate the action is like working with close partnership with different sport influencers who get paid to review Nike products and share their opinions with other audience. In summary applying the AIDA model to Nike performance create strong brand awareness, increase the followers in the digital medias and help the brand to increase the sales of the products (Namburi, 2021).

[bookmark: _Toc83206184]2.4 Consumer Behavior 
Consumer behavior is a long process which describe the stages of how people are going through to purchase a product or service for personal consumption. This decision making can happen in different ways and different factors can influence the final action. Understanding the nature of how the buyer make decision will increase the effectiveness of the marketing communication of the organization. Building a solid knowledge of this model is very important for answering the research questions of this investigation. Analyzing the factor that influence the customer behavior will help to define what consumer buy and why. The main factors are the Environmental, Personal and Psychological influences. The major driving force of the individual are the cultural and social factors because they determine the personal identities such as a nationality, social class, education, religion, income, and age preferences. The political situation, the economy of scale and technologically can also impacting the consumer decision. The personal factors are related to individual personal preferences, interest, customer lifestyle and privies experiences. The psychological factors are very important for the buyer behavior because they are unique for every individual and can be influences by motivation, perception, learning, belief, and attitudes.


[bookmark: _Toc83206185]2.5 Maslow’s hierarchy of needs
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                                           Figure 3Maslow's hierarchy of needs Model

[bookmark: _Hlk80360339]Different theories are examining what is the psychological effect of the consumer but the main one of them is the Maslow’s hierarchy of needs. The scientist Abraham Maslow developed the psychological theory in 1943 year to explain the human motivation based on satisfaction of different stages or the levels of needs. The Maslow’s hierarchy of needs has the shape of pyramid and present five main layers designed to work from the bottom where is the most basic needs to the top where is the self- fulfilment needs. The first lowest level is the physiological needs where people may be concerned with basic thinks that need to survive such as food, water, and shelter. The second level of the pyramid is the safety needs which is related to personal needs to be safe and secure. Motivation here comes for need to protection of uncertainty (M. R. Solomon, 2017). The next level is the love and belonging needs and here the outline is the need of family, friendship, and receiving of love. The fourth level of the Maslow’s hierarchy is the esteem needs which describe the needs for respect form others and the needs of respect of oneself. The final level of the theory is the self-actualization needs which is associated with the full realization of the individual potential. Understanding the factors that affect the consumers will help the organization to better target the people and create marketing messages with which can talk to the different individuals and influence their buying decisions (M. R. Solomon, 2019).  Benefits of the Maslow’s theory are understanding the nature of human motivation and consumer behavior. This model is very relevant to present times and help the organizations to create better engagement with customers by addressing their needs. The main limitation of the model is the cultural differences between the people and their individual preferences. People think differently and is really difficulty to measure the consumer behavior.

[bookmark: _Toc83206186]2.5.1 Relating the Maslow’s hierarchy of needs model to Nike 
The hierarchy of human needs is very applicable theory in the marketing management of the company Nike. Analysis of the model shows that the five stages that leads to self-actualization are influencing people to make a purchase decision. The Self-actualization messages are incorporated in many marketing communicational campaigns of Nike. The slogan “Just Do it” goes above and beyond the level of needs and responds to higher organizational purposes. People are the core center of the brand focus and embracing their needs is fundamental. Determination and relating Nike to the Maslow’s needs will happen in three main categories which are combined in Basic, Psychological and Self-fulfillment needs.  In the first stage Nike satisfy the Basic needs be offering products that fulfilling the people’s need like supplying trainers and sport gear. This is important also for the protection and safety performance of the workouts or sport games. In the next level Nike is influencing the psychology needs by the emotional messages that are created in purpose to build feelings and belongings for something bigger than the physical brand products. Nike understand very well the sport cultures and support the need for prestige and social recognition of the customers. They do that in very effective and emotional ways with stories of others which are pushing the people to do more like participated in sports. The connection of the company with the audience affects in positive way the purchase decisions (M.Esselstrom, 2020). After the inner motivation is reached the person can achieve the full potential. Nike understand that different cultures have different needs, and they simply deploy separate multiple advertisement to fulfill them. 
[bookmark: _Toc83206187]2.6 Decision-making process
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Figure 4 Decision-making process
The decision-making process is a complex model that analyzes five different stages during which the buyer decides to make a purchase. Those stages are described in a logical order beginning with need recognition for the product all the way through the post-purchase evaluation. Marketing communications can impact any of these stages so is very important to monitor and discuss all of them. The first stage of decision-making process is the need recognition or in other words the consumer realize that they need or want to buy new product or services. This need can be stimulated from external and internal sources such as marketing campaign or individual instant need. Once the need is established potential customer start looking for more information and move to the second stage which is information search. Those activities involve online searching for extra information, watching advertisement, or asking member of the family or friends. The next stage is evaluation of alternatives and is refer to the ability of the consumer to choose the right product for them and to differentiate the companies by their unique value proposition. Customer decision can be made very quickly or may take a longer time everything depends very individually on the evaluation criteria. Stage fourth from the model is the actual purchase decision where the consumer know what product want to buy, is ready to buy it and is process to payment. This is happening when the motives to buy certain item are matching the evaluation criteria of it. The final stage is the post-purchasing decision and is very important part of the model because the feedback from the customer is available to the marketer. Once establish positive connection organization can learn from the customers, can keep the long-term relationship, and can updated the product features to increase the overall satisfaction. Advantages of the model are that stages follow logical order and marketer can easy navigated the customer decision by applying a lot of information and investing in good advertisement for brand awareness. Disadvantages of the model are few such as not all individuals go through the same rational order and that sometimes external influence or person may make the buying decision instead of the actual consumer. 
[bookmark: _Toc83206188]2.6.1 Relating the Decision-making process to Nike consumers
Decision making process is another very important theory that help us to understand what the brand do to influence people before, during and after purchasing the brand products. Relating the process to Nike practice will bring answers about how the brand navigate the people to buy from them. Analysis shows that in the first stage which is the need recognition and problem awareness the brand Nike’s messages are focused to stimulate the consumers to desire brand products. For example, the emotional message of the athlete Michael Jordan wearing new pair of sneakers that are making him faster and better in the sport game stimulate Nike audience to desire those shoes and want them. The next stage is the information search which can be from external and internal sources. Here Nike’s consumers read a comment in the social media or ask a friend for advice to make sure they are taking good decision before to buy brand products. Of course, the experience of others is not always enough, and Nike consumers may need to make Evaluation of alternatives which is the stage three. Examples for that are the comparison between Nike and other sports brands or comparing the particular shoes to other models at Nike. Once the decision has been made the customer move to the purchase stage in which Nike also influence people choice. For example, on the till in store the member of staff makes a comment how nice is the product that you decide to buy or with a message in the online order which content is confirming that your products are the best choice for you. The last stage is the post purchase evaluation where the brand has touchpoints with the customers and can communicated with them. For examples after the consumer bought sneakers from Nike and begin to use it, they often compare the expectation of product and how satisfied their needs. The feedback in comments, rating and survey are the most common way that Nike learn from people about their experience after purchasing the brand products. Here often the cognitive process is occurring in consumer mind and influence the next purchase decisions. If the consumer is satisfied with Nike products, then is most likely that in future they will purchase again from the brand. 

[bookmark: _Toc83206189]2. 7 Integrated Marketing Communication
Role of the Integrated Marketing Communications is to secure all forms of information and messages are related together to maximize the efficiency of the strategy. To establish IMS the first thing that is needed is to select a target group of people which one wants to influence and then to analyze the consumer’s behavior. Having done that, according to the customer’s needs and desires, the company needs to set promotional objectives or products. Next step is creating a brand message and design, also creating the promotion mix where it informs the audience about what the company is offering and highlight the benefits. Business should determine the overall budget and channels of communication with the target customers. Finally, the company needs to assess the results from the communication process and therefore form marketing strategies.
[bookmark: _Toc83206190]2.7.1 Nike’s Promotional Mix
From the foundation level in Marketing, we know that the 4Ps Marketing mix include product, price, place, and promotion. Each of those elements need to be planned and integrated in strategic manner to support the general marketing goals of the organization. The element promotion is representing main part of the marketing communication and need to be integrated with others marketing strategies. The special attention to the promotion and advertisement of Nike was to find the answers to how the brand convince the consumers or target market to buy their products. The communicational mix include eight different kinds of promotions that Nike company is using to target and influence the people in the sport industry. The following promotion activities are explaining how the company is promoting the brand products and increasing the brand image. 
Advertisement
Advertisement is the most popular and effective way that Nike organizations use to reach the target audience. Nike advertisement create attention by presenting the brand products in different medias, on celebrities and sports stars. Some of them are Tiger Woods, Roger Federer, Cristiano Ronaldo, Serena Williams and Lebron James


Sales promotions 
This kind of promotion is used only for short-term incentives as discounts for limited time or products. Nike apply sales promotion in the marketing strategies to increase the overall sales, to introduce new products in the market or to clear out old collections.  
Public relations and publicity 
Nike use public relation to reach new potential clients and to increase the brand awareness of the company. Sponsorships…
Mobile marketing
The Mobile marketing for Nike is very important part of the promotion strategy of the company because the modern technology allows customers to directly shop from the Nike app plus they’re available more customized tools for great experience. Also in recent years  the mobile use is dominating in the products search and purchase. 
Direct marketing
The direct marketing is helping the brand to directly communicate with customers and listen they’re response. Emails..text messages..website 
The main source of information is their Nike website where the customers can find everything that they need to know about the company, available products and features and new technology.
Personal selling 
Personal selling is a classical way of promotion where Nike is interacting face to face with customers and trying to convince them to buy their products. 
For example, the staff in Nike stores who is trained to promote the brand products and delivering great customize experience during the stay in store. Also, Nike is communicating with clients by direct emails which allow the company to personalize the responses. 
(This is happening by creating a new relationship with sports organizations, schools, colleges and sports teams)
Online and social media marketing
Digital marketing is …



[bookmark: _Toc83206191]Chapter three

[bookmark: _Toc83206192]3. Research Methodology
[bookmark: _Hlk79677525]This chapter is going to explain how the researcher will investigate the research topic of this work and find the answers of the research objectives and questions. The research methodology is a long process applying different philosophies and methods.  This process is very rational and consists of variety of phases describing such as identification of what is the needed data, from how will be collected, the collection methods, how the data will be analysis and the results interpreted. In this dissertation will cover the methodological choice of the author and for this purpose will apply the Research onion model. This is a model developed in 2007 year from Saunders et al to help the researchers to determine the stages that they need to go through in order to have an effective methodology. According to the book: Research Methodology for Business Students the Research Onion is model considered as an extension of the model Research Methodology Tree (M. Saunders, 2018). The purpose and main aim of the model is to clearly explain the future writers of dissertations what the different layers are and how systematically they need to be applied for organized methodology. The method illustrated six different layers which start at the beginning with the philosophies, then is the types of approaches, then are the strategies, choices, time horizons and finished with the techniques and procedures of data collection. To successful accomplishing the study is needed to be pursuit clear objectives in very organized and narrow direction and applicable facts supporting the main thesis of the research (Flick, 2020).
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Figure 5 Research Onion Model

[bookmark: _Toc83206193]3.1 Research Philosophy
[bookmark: _Hlk79665647]The first layer of the Research onion is the Philosophy and is presented of positivism, interpretivism, pragmatism and realism. According to Kothari the definition of the Research philosophy states that is overarching term relation to the development of set of belief, knowledge, and the nature of that knowledge (R.Kothari, 2020). In this work are applied fundamental principles of the Ontology which referring to the originality of the information and to the Epistemology which require the validation of the information. The research philosophy of this study will follow the initial goal of the researcher to investigate the impact of the IMC of the consumer buyer behavior analysis of the case study of Nike. For this purpose, the chosen research philosophy is going to be the positivism. According to this philosophy the trustworthy results are only achieved by actual knowledge, data collected and measurement through independent observation. The role of the researcher here is described as testing different hypothesis, data collection and analysis of the results in objectives manner.  With this method the research finding depend on the statistical analysis from the initial observational. Positivism philosophy is widely used and applied in the academic works because is allowing the researcher to demonstrate the viewpoint from the collected facts and figures of the study judged by the literature review. 

[bookmark: _Toc83206194]3.2 Research approach  
The research approaches are the second layer of the Saunders model and include two methods such as Deductive and Inductive. Influenced from the first layer here the researcher is going to choose and apply the Deductive research method. Reason of that is the aim of finding the answers on the initial questions which was set of the beginning of this study. This method also will be helping the researcher to scan different theories around the research questions and revision them to be able to complete the final objectives of this dissertation.

[bookmark: _Toc83206195]3.3 Research strategy
The third layer of the model is the research strategies which are describing the choice of the research style for date collection and data analysis. Options here are between Experiment, Survey, Case study, Action Research, Grounded theory, Ethnography, and Archival Research. The appropriate and selected research strategy for this investigation is by survey. This strategy is considered as fast and low-cost way in the Marketing to collected data on large group of people. The survey is general used to answer the research questions that are concerning the researcher. There are answering will lead to specific goals and to the evaluation of the results. Also, the Survey can be conducted from distance as online or direct as offline. According to Flick the advantages of this strategy are the large number of questions that can be set and processed (Flick, 2020). They are excellent way of gathering demographic data which in Marketing is very important and reliable measuring the information from the sample group. According to Kothari (R.Kothari, 2020) the survey is a process where the main instrument for collecting information is the questioner. The researcher can use different questions for one or more topics with closed-ended or open-ended answers to gain the best accurate information and interpreted the respond of them (Cartlidge, 2017). However, in this study will be applied only close type answers which means the sample group will have to select the response between few options. The key to this kind of questions is that they can be easy to respond and fast to be analysis. The disadvantage of this decision can be the limitation of expression the individual opinion of the given topic.
[bookmark: _Toc83206196]3.4 Type of investigation 
In the research methodology are available only two sources from where the data can be collected, and they are the primary and secondary data. The primary date has been defined as extract directly from the individual. This type of firsthand source of information is usually collected through survey or interview. In the Marketing Management this is very effective way to gain an information directly exploring the opinion of the consumers. The secondary data is extract from other work or can be describe as the opinion of literature review. Characteristic for this source of information is that has been used before from another researcher. 
The detailed analysis shows that the benefits of the primary data are that the collection of data can be very specifical and unique for the needs of the investigation. Also, the selection of participants, method and strategies can be controlled by the researcher. However, the limitations of this data collection method are the cost for materials and study procedures and needed time (Flick, 2020). Critical analysis of the secondary data present that they have great benefits as well which are saving time and money, it supports the understanding of the research problems and provide data for comparison with collected primary data. The limitation of this type of investigation shows that sometimes the secondary data which we can find are not relevant to the area of our research, they are not accuracy and can be put out of date (M. Saunders, 2018).
In this academic research the type of used to support the needs are combination of primary and secondary data. Both types of investigation are very useful because fulfill different sections of this investigation and support the research thesis of each other
[bookmark: _Toc83206197]3.5 Research Choice
The fourth layer of the Research Onion is the research choice which is concerned with what is the research methodology and types available here are qualitative research and quantitative research. This is very fundamental part of the model and will be critically analyze. Qualitative research is used to describe variations, express individual opinion, and relationships. This type of scientific research is concerned with investigation that seek answers on questions to a specific research problem. It is very effective to provide data from people about their experience, behavioral or beliefs. Also, the qualitative research is helping the researcher to better understand and interpreted the information and situation. The quantitative research is describing characteristic of population and related to numbers and measurement of quantity (R.Kothari, 2020). General this type of research is used to confirm specific hypothesis through extract and classify the responses of given questions. Characteristics of the data collection is by questioner in survey format with closed-ended questions. The main differences between both research is the level of flexibility which for qualitative method use more flexible style compared to quantitative where questions are identical for all participants. General advantages of the qualitative research are the application of open-ended questions which allow the participants to respond with their own words and ability of the researcher to ask additional questions such as how and why. The disadvantages of the method are the long time for analysis of the information and the influence of the participants responses. It is important to mention that depending on the choice is made here we will need to follow a specific structure of methods and tools. Also, we need to choose one of the three existing methods in this layer which are Mono-method, Mixed-method, and multi-method. Briefly defining the Mono-method apply one type of data either qualitative or quantitative. In the Mixed-method and multi-method the researcher combines both types of data.
Moving to the choice of the author in this investigation the type of date that we are going to use is only quantitative and will apply the Mono-method. This choice is based on the previous decisions in the research onion combined with the aim of the study and research objectives. Reason of that is the need of conducting only the customer opinion for Nike company. This research method will allow the researcher to analyze participants point of view for the sport brand and reasons why people buy from them. The main advantages of the quantitative research are the closed-ended questions which allow the researcher to analyze large group of people in fast, easy, and numerical data format. Disadvantages of the quantitative research are the missing individual opinion and answers represent too general characteristic. 

[bookmark: _Toc83206198]3.6 Time Horizons – Cross - sectional 
In the research onion the time horizons layer is the fifth layer and is presented of two types which are named cross-sectional and longitudinal. They present the time frame of the research and are important part of the research methodology. According to the nature of this research the time horizons will be cross-sectional. This type will assist to monitoring and investigated the behavior of an individual or a group of people at a specific time.

[bookmark: _Toc83206199]3.7 Data collection 
The final layer of the Research Onion model is the data collection and data analysis. Those two data tasks are describing in detail what the researcher is doing to collect data and how is going to analyze the results from it. Also, this layer is very important because here the researcher will demonstrate the ability to apply different tools and techniques to achieve the research aim of the study. The data is taking the central part of the research attention because the overall study depends on the reliability and validity of the information and need to be abstract very carefully. How was state in the previous lines the choice for data collection will be from primary sources and the method is going to be by survey questionnaire. Additionally, to this method (R.Kothari, 2020) we need to describe the design of the questionnaire, the place and time of the survey and the choice of the participants. The chosen place of the survey is going to be at the main entrance of Nike Town shop located on the famous Oxford Street corner in central part of London. This place is inspiration for many people to visit and shopping because is offering huge variety of products positioned in 4 floors. The data collection is planned to happen approximately for two days through August month. In this investigation the participants will be randomly selected from the visitors of the Nike store. The plan is the researcher to stop and ask Nike customers for permission to participated in academic research. After established permission from the participants questioner will be given to them. The approximately time for answering the selected questions will be 5 minutes and it will be completely anonymous. 

[bookmark: _Toc83206200]3.7.1 Data Sampling 
In Research methodology the sample is used for measurement the large group of people who represent the population. The data sampling is essential elements of this research and is important to select the most effective method for that. Characteristic for the sample process is the large number of available sampling techniques which can be divided in two subgroups such as probability sampling and non-probability sampling. Briefly the first one is representative and the second one is judgmental (R.Kothari, 2020). The right choice for the researcher will depend on the choice for sample size. In this investigation the chosen sampling method will be the non-probability sample which will apply the judgment (or Purposive) sampling for the survey data collection. This determined that the participants will be selected by the judgment of the researcher which will depending on the need on the study. The expected sample size will be targeting group of 50 participants including females or males who are Nike consumers. Main reasons for selected method were the suggestion from Saunders (M. Saunders, 2018) that probability sampling is not suitable for small sample size and is very difficult to be executed because people are not willing to take part of the survey. Advantages of the Judgmental method are the effective way to collect relevant data and saving time to do that. Disadvantages are possible lack of representation of all population and uncontrolled variability in the estimates.
[bookmark: _Toc83206201]3.7.2 Questionnaire design
This section is important part for the success of the final dissertation because explain how the researcher will design the questions to collect valuable data from participants. The questioner is focused to collect quantitative data from primary sources which is needed for the analysis section and interpretation of the research thesis (R.Kothari, 2020). For this purpose, the researcher was preparing a survey with 10 close-ended questions created specifically to investigate the opinion of the consumer buying behavior and marketing communications for Nike consumers. To extract that necessary information the questions was divided in several sections. Their design includes the format of two demographic questions, three multiple-choice questions, two YES or No and three with 5-point Likert scale. Benefits of those design are the variety of formats to collect the feedback from large sample group. Every kind of questions bring different point of view. For example, the demographic questions are effective way to collect background information for the participants which is very useful tool for gaining the better understanding who the people are responding the survey. The multiple-choice questions are very popular way to collect structured response and they are easy to be analysis. The questions with Yes and No are required to express accurate answers and they take only little effort to be completed. The Likert scale questions are great way to capture the participants opinion and feelings in large way of options from strongly agree to strongly disagree. 

[bookmark: _Toc83206202]3.8 Data Analysis Tool
The collected data from the survey will be analyzed with one of the best programs which is Statistical Package for the Social Sciences (SPSS) software. To the research only quantitative data will be used. This statistical data editor will easily allow the analysis of a large quantity of social science data for a short period of time. The statistical analysis is easily accessible, exceptionally organized and can be presented in different ways such as interactive figures.

[bookmark: _Toc83206203]3.9 Ethical considerations
A brief definition of research ethics is a system of moral principles. The research ethics is important to be considered because it is affecting the way of how people live their lives and make daily decisions.  This moral philosophy is concerned not only what is good for society but also what is good for the individual. Example of ethical consideration in the research dissertation will be the responsibility for the collected data and the legal rights regarding the data. Hence, the survey will be anonymous and all the primary data which will be collected during the research process will be kept in private in a secure place.
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4. [bookmark: _Toc83206205]Analysis of the data collection

[bookmark: _Toc83206206][bookmark: _Hlk83202244]4.1 First question from the Survey

	What is your age?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18 - 24 years old
	14
	28.0
	28.0
	28.0

	
	25 - 34 years old
	29
	58.0
	58.0
	86.0

	
	35 - 44 years old
	4
	8.0
	8.0
	94.0

	
	45 - 54 years old
	2
	4.0
	4.0
	98.0

	
	55 +
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
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[bookmark: _Toc83206207]4.2 Second question from the Survey



	What is your gender?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	22
	44.0
	44.0
	44.0

	
	Male
	28
	56.0
	56.0
	100.0

	
	Total
	50
	100.0
	100.0
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[bookmark: _Toc83206208]4.3 Third question from the Survey

	Do you think the online advertisement affect your decision to buy from Nike?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	34
	68.0
	68.0
	68.0

	
	No
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
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[bookmark: _Toc83206209][bookmark: _Hlk83290115]4.4 Fourth question from the Survey


	Do you like Nike advertisements?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	43
	86.0
	86.0
	86.0

	
	No
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
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4.5 [bookmark: _Toc83206210]Fifth question from the Survey

	What type of promotion best describes your motivation to purchase from Nike?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Advertising
	10
	20.0
	20.0
	20.0

	
	Personal Seling
	3
	6.0
	6.0
	26.0

	
	Direct marketing
	7
	14.0
	14.0
	40.0

	
	Sales promotion
	18
	36.0
	36.0
	76.0

	
	Public relations
	4
	8.0
	8.0
	84.0

	
	all
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
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4.6 Sixth question from the Survey

	How has the Marketing Communication of Nike impacted your decision-making process?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Nike advertising is creating deep emotions
	4
	8.0
	8.0
	8.0

	
	Social-media channels create online communities
	4
	8.0
	8.0
	16.0

	
	Positive Brand image associated with elite sport performance
	22
	44.0
	44.0
	60.0

	
	Nike Marketing reminds my needs and wants
	10
	20.0
	20.0
	80.0

	
	Increase my desire to spend money
	3
	6.0
	6.0
	86.0

	
	All
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
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4.7 Seventh question from the Survey


	Determine what is the main factors motivating you to buy from Nike?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Price of the product
	2
	4.0
	4.0
	4.0

	
	Quality and design
	20
	40.0
	40.0
	44.0

	
	Reputation of the company
	5
	10.0
	10.0
	54.0

	
	Previos experience
	6
	12.0
	12.0
	66.0

	
	Easy way to order/buy brand products
	3
	6.0
	6.0
	72.0

	
	All
	14
	28.0
	28.0
	100.0

	
	Total
	50
	100.0
	100.0
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4.8 Eight question from the Survey

	
	Strongly Agree
	Agree
	Neither agree/nor disagree
	Disagree
	Strongly Disagree

	1. I am following Nike in the social medias because they have good content and promote the latest technology and products
	16.0%
	36.0%
	20.0%
	20.0%
	8.0%

	2. I prefer Nike brand because my favourite athletes wear the brand products
	2.0%
	46.0%
	32.0%
	14.0%
	6.0%

	3. I think Nike advertisement motivated me to be better version of myself
	2.0%
	42.0%
	34.0%
	14.0%
	8.0%

	4. I visit Nike store because they always have good customer service and promotion offers
	14.0%
	42.0%
	26.0%
	14.0%
	4.0%
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4.9 Ninth question from the Survey

	
	Strongly agree
	Agree
	Neither agree/nor disagree
	Disagree
	Strongly disagree

	1. The price, place and promotions are the most important for me when I decide buying Nike products
	24.0%
	54.0%
	14.0%
	6.0%
	2.0%

	2. I buy from Nike because I am loyal and emotionally connected to the brand
	10.0%
	40.0%
	22.0%
	18.0%
	10.0%

	3. The last TV advertisement influenced me to order more products from Nike
	2.0%
	26.0%
	34.0%
	28.0%
	10.0%

	4. Nike affects my decision to purchase with their motivational marketing campaigns
	6.0%
	30.0%
	50.0%
	8.0%
	6.0%
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4.10 Tenth question from the Survey

	
	Strongly agree
	Agree
	Neither agree/nor disagree
	Disagree
	Strongly disagree

	1. Nike is a leader in the market because they invest in sales and promotions
	26.0%
	50.0%
	20.0%
	4.0%
	0.0%

	2. Nike advertisement is focused to create feelings and deeper desire to take action
	26.0%
	50.0%
	22.0%
	2.0%
	0.0%

	3. Nike use direct marketing to create strong relationship with customers
	18.0%
	62.0%
	18.0%
	2.0%
	0.0%

	4. Nike are successful because they have good brand awareness and brand image
	56.0%
	40.0%
	4.0%
	0.0%
	0.0%
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Survey
Main aim of this survey is to help the researcher to explore the impact of Integrated Marketing Communications and the consumer buying behavior for Nike company. The researcher is student at London campus of University of Wales Trinity Saint David in MBA program.  The collected data will be used for an MBA Dissertation.  This survey contains 10 close-ended questions in several sections. The answers will be completely anonymously and will be used only for the analysis in academic research. Please the participants to respond to all questions in appropriated and honest manner. The success of the research depends on the validity of your responses. 

Section 1. Demographic questions


1.What is your age?                                              
a) [bookmark: _Hlk80611279]18 – 24 years old                                         
b) 25 – 34 years old
c) 35 – 44 years old
d) 45 – 54 years old
e) 55 +

2.  What is your gender?    

a) Female 
b) Male   

     
Section 2. Yes or No questions

3.  Do you think the online advertisement affect your decision to buy from Nike?
a) Yes
b) No

4. Do you like Nike advertisements?
a) Yes
b) No

Section 3. Multiple-choice questions

5. What type of promotion best describes your motivation to purchase from Nike?
a) Advertising
b) Personal selling
c) Direct Marketing
d) Sales promotion
e) Public relations

6. How has the Marketing Communication of Nike impacted your decision-making process?
a) Nike advertising is creating deep emotions
a) Social-media channels create online communities
b) Positive Brand image associated with elite sport performance
c) Nike Marketing reminds my needs and wants
d) Increase my desire to spend money

7.Determine what is the main factor motivating you to buy from Nike?
a) Price of the product 
b)   Quality and design
c)   Reputation of the company
d)   Previous experience
e) Easy way to order/buy products

Section 5. Five-point Liker scale

Please express your opinion for every statement by ticking one of the following boxes.  

8. Consumer side of Nike Communication 
	[bookmark: _Hlk80646818]Statements

	Strongly Agree
	Agree
	Neither agree/ nor disagree
	Disagree
	Strongly Disagree

	I am following Nike in the social media because they have good content and promote the latest technology and products 
	
	
	
	
	

	I prefer Nike brand because my favorite athletes wear the brand products
	
	
	
	
	

	I think Nike advertisement motivated me to be better version of myself
	
	
	
	
	

	I visit Nike stores because they have good customer service and promotion offers
	
	
	
	
	




9. Consumer Buying decision
	Statements

	Strongly Agree
	Agree
	Neither agree/ nor disagree
	Disagree
	Strongly Disagree

	The price, place and promotion are the most important for me when I decide buying Nike product
	
	
	
	
	

	I buy from Nike because I am loyal and emotionally connected to the brand

	
	
	
	
	

	The last TV advertisement influenced me to order more products from Nike

	
	
	
	
	

	Nike affects my decision to purchase with their motivational marketing campaigns 
	
	
	
	
	





10. Marketing side of Nike communicational 
	Statements

	Strongly Agree
	Agree
	Neither agree/ nor disagree
	Disagree
	Strongly Disagree

	Nike is a leader in the market because they invest in sales and promotions

	
	
	
	
	

	Nike advertisement is focused to create feelings and deeper desire to take action

	
	
	
	
	

	Nike use direct marketing to create strong relationships with customers

	
	
	
	
	

	Nike are successful because they have good brand awareness and brand image
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