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	I consider myself a loyal customer to the product brand Nike. Using persistent, compelling, and cutting-edge marketing, it has evolved from the traditional athletic apparel company to a product that is an indispensable part of my life.
	 Nike's marketing strategy maintains my brand loyalty through inspirational narratives combined with personalized online content. The Nike app suite serves up personalized recommendations and challenges. This strategy is an excellent example of the strategic deployment of artificial intelligence in marketing, using data on consumer behaviour to continually optimise the promotion and sustain interest (Oh, 2026). The fact that the promotions are relevant to my unique running interests makes them more like a valuable personal service than an interruptive ad.
	In addition, Nike promotions are carefully integrated with different cultural values. It does not adopt the "one size fits all" global strategy, but promotes inclusion. In the promotion of the Nike Pro Hijab, for example, Nike showed a deep understanding of and consideration for the cultural and religious beliefs of Muslim women athletes. Through their celebration of diversity and conversations around social justice, Nike is able to deliver culturally relevant messages that resonate with the socially-inclined, progressive values of their customer base.
	 While I hold a positive brand relationship with Nike, I would immediately boycott the brand if Nike were found to be engaging in unethical business practices. Marketing communications are at the heart of the relationship between multinational corporations and customers. Although a brand may have power in the marketplace, this creates a power imbalance between the source and the receiver of brand communications (Fan et al., 2023). If there were an inconsistency between Nike's "behind the scenes" practices and its promotion of empowerment, this lack of ethical justification of its position in the market would render my trust and loyalty never to be regained.
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