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OUR AGENCY 

 

 TIVE Communications is a small but mighty agency. Although TIVE is new to the PR 

scene, we’ve already achieved widespread recognition as PRNews’’ Top 5 agencies to look out 

for in 2019.  

 

At TIVE, we live by a motto: no challenge is too daunting for us – we are always ready to learn 

and take action. That’s what makes as so active, creative, innovative and collaborative. We 

never shy away from the hard stuff. It’s our belief that the most meaningful work might be the 

hardest. And if that’s the case, we’re ready to give you a whole lot of meaning.  

 

 TIVE was founded in 2016 when Kaela, Danya, and Michelle met at the University of 

Guelph-Humber while studying Public Relations. Their passion for the field brought them 

together, and their ambition to create a forward-thinking, results driven company helped them 

form TIVE. By early 2018, they had grown their three-person agency into a team of five by 

recruiting Mahleej and Celia, two of the brightest students in their year, and created a full-

service agency. In 2019, TIVE continues to grow their team and clientele.  

  

Kaela Johnson: As the founder of TIVE Communications, Kaela doesn’t take no for an 

answer. Her unwavering faith in this agency and her clients is what makes TIVE an 

award-winning agency, continuing to improve itself with the trends of the PR world.  

 

 

Danya Elsayed: Outspoken and dedicated Director of Client Relations. Her expertise 

includes building relationships and fighting for the best results, which is how she brings in 

so much business and fosters lasting client relations. 

 

 

Mahleej Raja: With her experience in digital content production, our business savvy 

Marketing Communications expert produces quality only. When it comes to branding, she 

makes TIVE look as good as she’ll make the client look. 

 

 

Michelle Vu: With her knack for detail, our head of Accounting always produces the 

results our clients deserve. With her extensive marketing and finance experience, she’s 

our jack-of-all-trades. 

 

 

Celia Commisso: Having worked with many media corporations, Celia knows how to 

talk to people and how to get the job done. As our lead Event Planner, she has the skills 

it takes to produce beautiful and memorable events. 
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RESEARCH 

 

 Founded in 1964, Nike is a multinational company that sells footwear, clothing, 

accessories and services making them one of the top athletic brands on the market. For 55 

years, Nike has dominated the market catering to billions of athletes and people across the 

globe. Through hundreds of thousands of successful campaigns and thousands of charity 

events, Nike has created a powerful strategy for success. From the campaign “Reactland” to 

Nike’s “Unlimited Stadium,” the company is revolutionizing technology to change the industry of 

footwear. Nike also supports the charity Made to Play and shows the strong social 

responsibility they uphold as a company.  

 

 Nike is planning to release a sneaker that has the power to charge 

phones through kinetic energy set to hit stores in August 2019. With updating 

technology, self-lacing shoes are already on the market with Nike. A shoe that 

charges your phone is not such a far jump, since this technology has already been 

speculated in the past. The innovative technology inspires people to get active. “No 

plug, no problem,” is the message that is sent to the buyer. How the technology 

works is that the charger is placed inside the shoe and charges the phone 

through movement. Whether you are walking, running or playing a sport, 

the shoe will help convert the energy you create into power for your 

portable charger. The KinectRUN is also waterproof which means it can be 

used in rainy and snowy weather and has a wear and tear warranty. 

The sneaker is meant to get your whole body moving; in a generation where the most 

movement people are doing is through their thumbs, it is revolutionary for a mass 

company like Nike to create a product that can support the use of technology and 

movement all in one.  

 

People with physical disabilities are not all likely able to use the 

shoe to charge their phones. Another challenge may be that our initial 

launch will be strictly limited to Canada, losing potential sales from other 

countries while we do a market test of our product. Lastly, the challenge of getting non-

active people to purchase the product could prove difficult. People may see the fact that 

they have to walk around in order to get their phone to charge as a burden. Motivating 

people to want to get active more is a strong opportunity for Nike. 

 

 Despite the upsides of Nike, we need to factor in the controversial 

challenges they have faced in the past year. Firstly, Colin Kaepernick 

being the face of Nike’s 30th anniversary campaign sparked a lot of public 

criticism. The campaign was meant to motivate people to “Believe in something. Even if it 

means sacrificing everything”, but the message was boycotted from upset NFL fans. Colin 

Kaepernick was a former NFL quarterback on the 49ers who kneeled during the national 

anthem in support of #BlackLivesMatter against police brutality. People began burning Nike 

products around the world and some stores even discontinued Nike products altogether over 

this choice. In the end, the campaign took a turn and became one of the most successful and 

talked about campaigns in Nike’s history. The risk the athletic company took paid off and gave 
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“record engagement with the brand.” Another challenge Nike has faced recently was on Feb. 

20, 2019 -- a Nike PG 2.5 sneaker had completely blown out underneath the foot of a player 

during a high-profile basketball game, ultimately causing an injury. The two topped ranked 

college basketball teams playing were the University of North Carolina and Duke University, 

with former U.S. president Barack Obama in attendance. Zion Williamson was supposed to be 

the first pick for the upcoming NBA draft; this incident resulted in a mild knee sprain and 

embarrassment for the player and Nike. Competitors such as Puma were quick to respond on 

Twitter and social media saying, “Wouldn’t have happened in our shoes.”  

 

Furthermore, Nike can also see challenges with other companies through celebrity 

endorsements. A lot of customers will choose sides over which company they will buy from, 

solely because of the celebrity that is endorsing the product at that time. For example, there has 

been recent conflict involving Kanye West and Drake over songs putting down Adidas and vice 

versa. 

 

Finances  

 

• Nike is currently doing well on the market and trends show it will continue to do so 

• They are the largest supplier of shoes and clothing around the world 

• In 2017, Nike had a market share of 2.8 per cent. By 2018, Nike’s global revenue 

amounted to approximately 36.4 billion U.S. dollars 

• In 2016, Nike employed over 70 thousand people worldwide. Nike also ranked 89 in 

2018 as Fortune 500’s largest corporations in the United States 

• In 2018, over 55 per cent of high-income earners in the U.S. said they owned Nike 

product 

• In 2018 Nike also had a brand value of 28 billion U.S. dollars.  

 

Porter’s Five Forces Analysis Chart  

Rivalry Amongst Existing Firms  

 
• Other clothing options on the market: 

Adidas, Puma, Fila, Under Armour, Reebok 

• Other tech and retailers on the market: 

Apple, Best Buy, Amazon and eBay 

Threats of New Entrants  • Copy cats 

• Self-tying shoes by Nike now being adopted 

by Adidas  

Threat of Substitute Products  • An actual plug into the wall phone charger  

• A portable charger  

• Phone case that charges your phone  
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Bargaining Power of Suppliers  

 
• Nike can set the price point to suppliers 

because they have market power and there is 

nothing like this shoe currently on the market  

• If Adidas and Puma introduce the release of 

shoes that has the ability to charge your 

phone through motion, then the ability to 

charge your phone through motion, then the 

prices may need to be adjusted for supplies 

and competitors  

Bargaining Power of Consumers  • Co-creation: important because it brings 

customers together to make a collective 

decision  

• Uniqueness to the market  
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ANALYSIS/PLANNING 

Objectives  

 

• Generate $5 million through KinectRUN sales in Canada within a one-year time period, 

by Aug. 2020.  

• Market to new customers by reaching out to higher demographics through our marketing 

campaign to secure 200 new Nike customers within the first two months of the product 

launch, Oct. 2019. 

• Give existing Nike customers an incentive to purchase KinectRUN by offering exclusive 

early access to 100 lucky, loyal shoppers through a contest that will take place 

approximately two weeks prior to the official launch through social media, from July 1 – 

14, 2019. This can be used for promotional and brand loyalty purposes. 

• Generate one million social media impressions through Instagram, Twitter, Facebook 

and Snapchat within the time period of two months prior, to two months past product 

launch (June —Sept. 2019), increasing engagement ratings.  

• Create a 30 second TV ad that will air on sports, news and entertainment channels two 

months prior and three months past launch date (June — Oct. 2019), that will generate 

200 thousand views. 

• Embed a shortened version of the TV ad into a 15 second YouTube advertisement 

played before sports and shopping related videos, to generate three thousand additional 

visits to Nike.ca one month prior and two months past the launch date, from July — 

Sept. 2019. 

• Gain TV media coverage on 11 difference channels from our KinectRUN fundraising 

event/promotional launch, one week past the run, by Aug. 30, 2019. 

• Garner 30 spots in print advertising in ten different popular Canadian newspapers and 

20 North American magazines, within two months of the launch, by the end of Sept. 

2019. 

• Partner up with eight well-known Canadian influencers/athletes to help promote 

KinectRUN, six weeks before the launch (July 20, 2019).  

 

 

Strategy 

  

KinectRUN is a product on the market that is so unique and practical on its own, that it 

sells for itself. Combining style, function, practicality and usefulness, this new addition to Nike’s 

footwear is projected to generate a lot of sales. By following our time-bound objectives, we will 

be able to keep ourselves on track to meet the needs of the Nike brand in regard to the product 

launch. Our strategic plan will appeal to new and old customers alike, as well as people of all 

demographics. Although we can easily put a lot of emphasis on athletes, with KinectRUN we 

hope to achieve the loyalty of the everyday on-the-go individual.  

 

KinectRUN is essentially a product that captures the busy lifestyle of everyday, average, 

hardworking individuals — and that is exactly who we want to market to. Anyone who is on the 

move and has a phone will be able to not only utilize this as a sneaker and a charger, but also 

as an incentive to get more active. This is a product that will require movement and an urge to 
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keep our phones charged. Although everyone is welcome to use it, our most effective marketing 

strategy would be to direct our attention to the demographic of the 15-35 age range. Since our 

target market will cover a wide range of ages and personalities, we will need to market to each 

group a little bit differently to keep a consistent appeal.   

 

 The primary proposed strategy we have to promote the launch of our event is a five-

kilometre fundraiser run, with the main rule of eligibility for the race being that you must be 

wearing a pair of the new Nike KinectRUNs. Not only are marathons a great way to bring out a 

crowd of people, as previously seen in similar fundraiser runs, but this allows people to test and 

review the new product. Nike is also known for their community impact through a program called 

Made to Play and their Nike School Innovation fund. A part of the funds raised through the sales 

of each of the KinectRUNs for the marathon participants will be donated to these programs, 

simultaneously building sales and contributing to Nike’s corporate social responsibility. With this 

being tied up to our main launch event, we will invite various media channels to cover our event, 

showing community participation for a good cause as well as promoting the new line of 

sneakers. After the marathoners are one of the first groups to get their hands on the new 

sneakers, they will get the opportunity to review how well the sneakers were for them and how 

high of a charge they were able to generate through their movement. 

 

We anticipate for this event to be held one week before 

our launch, with signups for the 200-spot marathon taking 

place up to one month prior. The marathon will take place 

across Canada in major cities, starting in Montreal, moving to 

Ottawa, Toronto, Calgary and Vancouver. As this run will 

connect major cities, we will brand it as the “KinectionRUN”, 

bringing publicity to each major consumer area. Marathoners 

will be excited to try a new product while doing what they love, 

and sneaker-heads will come out and get active to get first 

dibs on a new, highly anticipated Nike pair to add to their 

collection. With an event like this, Nike will not have to spend 

excessive money to get people interested, and the results at 

the end will be honest customer reviews, which is what every 

brand hopes to achieve. Major potential costs will include 

booking an outdoor venue (such as Downsview Park in 

Toronto, where the annual Colour Me Rad 5K is held, 

accommodating hundreds of people); advertising and 

marketing; water cooling stations for participants; tents for the 

media; and event permits. 
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Target Market 

 

 

  

Athletes The individual who lives to move. Athletes who 
wear these shoes during high impact sports such as 
basketball and soccer will build up a charge faster 
than the average user. Not to forget, also hikers 
and runners who generate a ton of kinetic 
movement — why not put it to use? When you’re on 
a hike in the middle of the woods with no power 
source, you can rely on KinectRUN to keep your 
phone from dying. 

Travellers In a country where the voltage isn’t the same? The 
sockets are different than what you’re used to? No 
plug, no problem. All the adventure and sight 
seeing you do will build enough charge for you to 
last a while. 

Commuters Running to catch the train, walking to your 
destination… forms of movement that will quickly 
build up a charge for your device to last you through 
your long transit rides. 

Students One of the most phone dependent individuals tend 
to be students, and between several classes in a 
day, stopping somewhere to charge your phone 
isn’t always a feasible option. That’s why all your 
walking across campus will come in handy, after all. 

Workers Whatever type of job you have, if you’re not sitting 
at a desk all day with an outlet beside you, chances 
are your phone is going to slowly drain with your 
extensive daily use. With KinectRUN, you can keep 
your phone from dying all day long. 
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COMMUNICATIONS 

Key Messages 

1. KinectRUNs are an energy-efficient sneaker that acts as an alternative for charging your 

phone using non-renewable energy 

2. KinectRUNs can be used by any phone user (Android or Apple) 

3. The KinectRUNs will bridge the gap between technology and an active lifestyle 

 

Spokesperson 

 

 Our spokesperson for the campaign will be Nike Communications Director of Canada & 

US Midwest, Claire Rankine. We anticipate many questions regarding how the shoe works, and 

since Claire has experience dealing with media for Nike and considers herself a “tech junkie” 

she would be a great fit. She also helped with the communications for the recent Nike Adapt 

shoe, the predecessor tech shoe to the KinectRUNs. 

 

Strategy 1: Social Media 

 

A month prior to our launch, we will be starting our #HowDoYouRecharge? social media 

contest on Instagram. We will ask Nike followers how they recharge their energy after a 

stressful day using physical activity. Studies show that exercising releases endorphins and 

helps relieve tension in the body, which in turn helps strengthen your mental and physical 

health. One thousand people across Canada will get exclusive early access to the KinectRUNs 

two weeks prior to the official launch. Promoting the exclusive access to the sneaker will drive 

the anticipation and encourage more people to talk about our KinectRUNs. The goal of this 

contest is to associate Nike as a progressive company that promotes mental health. On each 

day of the KinectionRUN we will be posting photos on the main Nike Instagram account with 

real-time tracker of which city we’re in. We’ll have our city’s brand ambassadors posting on their 

social media accounts as well. We’ve chosen ambassadors who have a strong social media 

following that are either athletes, sneaker professionals or technology experts and have an 

audience that will be interested in our product. 
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Strategy 2: In-store promotion 

 

Once the product launches, we will have in-store promotions at popular shoe stores and 

gym franchises across Canada. We’ll have cutouts of our influencers holding the sneaker at 

each different store including Nike, SVP sports, Footlocker, Champs, FootAction, Goodlife 

fitness, LA fitness, Fit for Less and Planet Fitness. 

 

Strategy 3: Influencers 

 

For KinectRUN launch, we’ll hire influencers in each different city to promote the sneaker on 

their social media channels. These influencers are chosen for their expertise in sneakers, as 

well as being top athletes.  

 

• Sneaker influencer Anna Bediones for Toronto - 30,000 Instagram followers 

• Sneaker influencer Cherry Grewal for Montreal - 5,000 Instagram followers 

• Soccer player Christine Sinclair for Vancouver - 15,000 Instagram followers 

• Hockey player Micheal Ferland for Calgary - 20,000 Instagram followers 

• Hockey player Anthony Duclair for Ottawa - 48,000 Instagram followers 

• YouTuber and “sneaker-head” Sean Go - 50,000 YouTube subscribers.  

• YouTube tech blogger Lewis Hilsenteger from Unbox Therapy - 13 million YouTube 

subscribers.  

• Brandon Wiebe does sneaker unboxing - 500,000 YouTube subscribers  

 

Strategy 4: Marketing/Advertising 

 

We will use out-of-home (OOH) advertising in major 

Canadian cities such as Toronto, Montreal, Vancouver, 

Edmonton, Calgary and Ottawa because the ads will be 

displayed in high-traffic areas such as billboards on highways, 

downtown areas, shopping centres and on major public transits.  
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Nike will air a 30-second ad for various social media platforms (YouTube, Twitter, Facebook, 

and Instagram) and television that will air on sports, news and entertainment channels a month 

prior and three months past launch date.  

 

 
 

Strategy 5: Traditional media – Print/Online 

 

We will pitch to the list of journalists and reporters below for coverage on the announcement 

of the sneaker and our KinectionRUN. We are targeting major Canadian news outlets, lifestyle 

and technology blogs and magazines. We believe that we can secure news coverage through 

the news values of: 

• Prominence: Nike’s easily recognizable checkmark makes the brand one of the most 

well-known brands in the world. With a product launch that combines technology and 

active lifestyles, technology and lifestyle reporters will want to cover this launch 

• Proximity: The KinectionRUN is a cross-Canada event taking place in 5 major cities; 

people care about things that are local to them 

• News anchors for channels such as CTV News at Noon, CTV News at Six and CTV 

Morning Live and can provide on-location coverage of our KinectionRUN event 

https://drive.google.com/open?id=1JPfu-prfQTXNjMzW_xk7yCKuegFZHbKk
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Strategy 6: Traditional media – Digital 

 

We would use the same television ad and shorten it to 15 seconds to air it on YouTube. 

We’d use advertising on Spotify playlists for staying active and Snapchat, Twitter, Instagram 

and Facebook ads to promote the sneaker throughout the timeline. 

 

Stakeholder Chart 

 

Stakeholder Why are they important to the 

company? 

How will we make sure they feel 

listened to? 

Employees The way they value and perceive 

the company is how well they will 

able to sell the KinectRUN. 

By allowing them to get a try-on 

session upon the first arrival of the 

KinectRUNs, they will feel they are 

valued in the creative process. This 

will enhance their skills and 

passion in selling the product. 

Consumer If they perceive the product well 

and are receptive to it, we will be 

able to generate more sales with 

their support. 

By taking into account their 

feedback and reviews of the 

product to improve it or better 

market it in any way we can. 

Investors 

 

Being a new product, the support 

of investors is one of the most 

crucial aspects. By putting to them 

effectively and persuading them to 

invest, we will have the right 

funding for promotion and 

technological details. 

Board of Directors’ meeting that 

allows them to try on the shoe, so 

they have a full understanding of 

how the sneaker works and why 

it’s important. 
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Date Event Details 

June 1-4 2019 Marketing and advertising 

campaign begin 
-News release sent out 

-Billboards posted 

-Ads placed over 

YouTube and TV 

-Website redevelopment 

June 15-20, 2019 Send out sneakers to 

influencers and have them post 

about it on social media 

-Send out packages to 

influencers across Canada 

with tailored notes 

July 1 – July 14, 2019 Social media contest on 

Instagram for the public 
-Asking people to tag Nike 

and use the hashtag 

#HowDoYouRecharge  

-1000 winners across 

Canada 

July 15, 2019 Contest winners are announced 

via email 
-Access codes sent out 

July 16, 2019 - onwards Winners are able to buy the 

sneakers online 
-Given 10 per cent 

discount as incentive to 

buy the sneakers 

August 1, 2019 Official Canadian Launch of 

KinectRUN 
-Sneakers will drop at all 

Nike affiliated shoe stores 

August 7, 2019 Confirm attendance of 

influencers at KinectionRUN 
-Contact influencers in 

each city to make sure 

they are aware of event 

details 

August 10, 2019 Media Advisory -Confirm attendance of 

media at event 

August 18-23, 2019 KinectionRUN starting in 

Montreal, Toronto, Ottawa, 

Calgary, Vancouver 

-Official event launch for 

KinectRUNs 

June 1 – Sept. 20 Media monitoring -Checking social media 

channels to see what is 

being said about the 

sneakers 

-Influencer engagement 

using bit.ly links 

September 23, 2019 Final report -Evaluation of objectives 

-Calculate social media 

impressions 

-Calculate total sales 
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Budget 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

After combining all costs 

for the execution of the 

KinectionRUN, marketing 

costs, influencer 

onboarding and PR 

reports, we’ve determined 

that we will need 

approximately $261,242 in 

total. However, we are 

going to request that 

Nike provides a rounded 

number of $300,000 as 

additional money in case 

it is needed later for last 

minute changes, add-ons, 

details and contingencies.  
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Email Pitch 

 

Subject Line: Nike to release a new sneaker with phone charging capabilities 

jacktodd46@yahoo.com 

 

Hi Jack, 

Reading through your articles on the Montreal Gazette, you seem very knowledgeable about 

sports and the Nike brand! I wanted to extend an invitation to the Nike KinectionRUN event for 

the launch of Nike’s most innovative sneakers: the KinectRUN. The sneaker uses kinetic energy 

to charge your phone and is the first of its kind. This unique addition to the athletic market is 

anticipated to have a lot of attraction brought to it, which is why we’re holding this run across the 

nation. The run will start in Montreal on Aug. 19, 2019 and will continue across Canada until the 

23rd. Please let me know if you are interested in attending, and we can send you you’re very 

own pair of Nike KinectRUNs for you to test out! You’ll be one of the first to try them on, so feel 

free to flaunt it on your socials. 

 

Here’s what it looks like: 

 

 

 

 

 

 

 

 

 

 

I’ve attached a press release with more details on the KinectionRUN and Nike’s KinectRUNs, 

please click here.  

 

Kind regards, 

Danya Elsayed 

VP of Client Relations at TIVE Communications 

Tel: 647-608-8973 

Email: danya@tivecomms.com 

 

 

 

 

 

 

 

 

 

mailto:jacktodd46@yahoo.com


  Nike KinectRUN 17 

 

TIVE Communications 

Communications  

 

 

 

News Release  

 

 

 

 

 

 

FOR IMMEDIATE RELEASE  

 

Nike to release a new sneaker with phone charging capabilities 

  

TORONTO, June 1, 2019 – International apparel and footwear powerhouse, Nike, is launching 

a new and innovative sneaker that will ask people to challenge the way they charge. 

  

Launching this coming Aug. 1, the KinectRUN is Nike’s newest line of running shoes featuring a 

built-in portable charger. To celebrate the launch of the KinectRUNs, Nike is hosting a five-

kilometre cross-Canada fundraiser titled the KinectionRUN, beginning in Montreal on Aug. 19, 

2019 and will end in Vancouver on Aug. 23. 10 per cent of sales will be donated to Nike’s Made 

to Play and School Innovation Fund. 

  

“The KinectionRUN is a great way to get Canadians excited about our new innovative collection 

and to give back to the community,” said Claire Rankine, Director of Communications in Canada 

and U.S. Midwest. “Canada is only the beginning. We plan to expand this collection across the 

globe within the next few years.” 

  

Our ultimate goal is to get people moving. We’re so connected to our smart-phone, so why not 

use that to our advantage? The sneaker will allow consumers to create enough kinetic energy to 

charge their electronic devices. The friction that is created through the active process will 

generate a charge and any that then can be taken off and used to charge any USB compatible 

device. The KinectRUN is water-proof and can be used in any type of weather – money back 

guaranteed. 

  

One thousand steps will be the equivalent of approximately a 10 percent charge increase. Per 

day, the average person is estimated to walk ten thousand steps which means by the time they 

reach their daily limit, they will have a fully charged device.  To learn more about the collection 

and the KinectionRUN, click here. 

-30- 

About Nike 

NIKE, Inc. is the world's leading designer, marketer and distributor of authentic athletic 

footwear, apparel, equipment and accessories for a wide variety of sports and fitness activities. 

Our mission is to “Bring inspiration and innovation to every athlete* in the world. - if you have a 

body, you are an athlete.” 
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EVALUATION 

 

 Once our campaign wraps up, our team will work together to collect all of the data to 

determine whether our objectives were obtained, and our goals were met. We will achieve this 

data collection monitoring the rise in numbers to Nike.ca; tracking how many people watched 

the whole YouTube advertisement without skipping it and giving our influencers bit.ly links for 

their social media bios to track how many clicks they get. By doing so, we will calculate the 

number of media impressions, stories generated, social media coverage, traditional and non-

traditional media coverage to measure the success of our campaign. For example, our 

#ChargeYourPower social media contest that gave exclusive early access to 100 shoppers, we 

are able to see and track the amount of engagement from users. We can also track the foot 

traffic we get in our Nike stores by tracking conversion rates (proportions the number of visits to 

the amount that buy a product). If we get positive reviews following the campaign and surpass 

the objectives we put out, then we will be able to continue working with Nike.  


