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While being quite a small country, Belgium holds its own when it comes to its place in the European Union. Not only is Belgium the home of the NATO headquarters, it is also the homeground of many NATO initiatives such as the fight against climate change. Beyond governing bodies, Belgium is also the home of unique architecture, art, and culture. Nike, being an American company, is looking to make its move to be more present in the European athletic market. They have already chosen Belgium as the location for the European Logistics Campus. The Campus itself hinges on making Nike more sustainable as a whole, which directly relates back to Belgium’s efforts and values in fighting climate change. Understanding both the similarities and differences between Belgium and the United States will be one thing that PR practitioners will have to navigate while operating in Belgium, including honoring cultural values.  





























Country Profile 


Belgium is a stable, democratic country known for its strong economy and strategic location as a hub for trade and international business. For Nike, Belgium offers access to the broader European market, with its well developed infrastructure, skilled and active workforce, and a consumer base interested in athletic and active lifestyle products. Additionally, Belgium’s commitment to sustainability and innovation aligns with Nike’s goals of reducing its environmental footprint and fostering innovation in its supply chain and operations across Europe. The country’s political stability and robust legal framework make it a reliable environment for long term business, growth, and expansion. 


Political Structure: Belgium is a federal constitutional monarchy with a multi-party democratic system, headed by King Phillipe (head of state) and Prime Minister Alexander De Croo (head of government). Its governance is complex and is structured across federal, linguistic, and regional levels. The main regions include Flanders, Wallonia, and Brussels that hold significant autonomy over issues such as education, healthcare, and economic development (European Union, n.d.; Freedom House, 2024). Belgium’s federal parliament legislates, overseas government, and amends the constitution. Linguistic and cultural divisions, particularly between Flemish (Dutch-speaking) and Francophone (French-speaking) communities, create deep political divides that influence separate party systems (Freedom House, 2024; The Guardian, 2010). Public participation is robust, with regular elections and participatory initiatives like the Citizens’ Council, reflecting high public opinion engagement (Freedom House, 2024). Despite challenges such as lengthy government formation, Belgium’s institutions maintain stability, aided by key economic stakeholders like Nike, which significantly contributes to employment and investment through its European Logistics Center (Notteboom, 2021). 


Economic Structure: Belgium has a mixed-market economy that has integrated into European Global Markets. The economy has a slow but steady growth by household consumption and is high in public debt (Central Intelligence Agency, n.d.). Belgium is also recovering from an inflation spike in 2022 which peaked at over 12%, and now Belgium is sitting at just over 3% (Statista, n.d.). Belgium is heavily reliant on international trade, benefiting from their location being near France, Germany, and the Netherlands. Service Sectors, such as bankers and insurance workers make up a substantial part of Belgium's GDP. The capital, Brussels, is also home of both NATO and the European Union. The economic structure has a balance between free market forces and state intervention. Belgium's current economic state is marketed by increasing gross domestic product, surging inflation, and rises in employment rate which has been an issue in the recent past. 




Mass Media Structure: The mass media landscape in Belgium is characterized by a two-way symmetric communication model which provides Nike with a dynamic platform for engaging with its audience. Belgium’s advanced media development ensures effective dialogue and feedback, which aligns with Nike’s interactive approach to advertising and Public Relations. Its media also contains a specific range of media outlets such as print, radio, television, digital media, and social networks (Evans & Raemaeckers, n.d.). Nike can create its communication strategies to reach diverse demographics, leveraging traditional media for older audiences and digital platforms for younger, tech-savvy consumers.
Belgium’s media operates within a libertarian framework, cultivating freedom of expression and minimal government interference. Additionally, the media’s economic structure, dominated by corporations like Mediahuis and DPG Media, serves as a communication system rather than a societal influence (Evans & Raemaeckers, n.d.). This allows Nike to create campaigns that resonate with Belgian consumers without being overly shaped by political or economic agendas. The widespread use of radio and high public trust in the press provide Nike with reliable platforms for promoting its brand and addressing social issues. These trusted mediums enhance Nike’s credibility and ensure its messages are received with authenticity.
Nike relies heavily on social media and television commercials in Belgium to maintain its brand presence and influence. Social media platforms allow the company to engage younger audiences with interactive and culturally relevant campaigns, while TV commercials offer a visually compelling way to reach a broader demographic. By understanding and adapting to Belgium’s unique media environment, Nike strengthens its ability to address social issues, build brand awareness, and sustain its position as a global leader in sportswear.


Infrastructure: With a score of 82.3 out of 100 in key digital public services, Belgium is an energy and technology giant.  This is above the average of the rest of Europe, whose score is 79.4. Belgium also has 100% electricity throughout the entire country (Belgium Digital Decade Country Report, 2024).  Belgium’s main form of public transportation is by train, which connects the rural parts of Belgium to its cities and other European cities.  Additionally, Belgium has buses, trams, and metros in many urban areas (Public Transport, 2024).


Legal Structure: Legislators in Belgium are elected individuals who work to create and uphold the laws of Belgium. Judges however are appointed by the king (Freedom House, 2024). Legislation itself in Belgium is readily available online for people both inside and outside of Belgium to use (N-Lex, n.d.). When it comes to communication practices in Belgium, laws have been enacted to protect and regulate electric communications (Country Legal Frameworks Resource, 2017). PR practitioners themselves are allowed to operate without checking in with a legal advisor; however, many organizations have a legal advisor on staff to advise during all stages of the PR process. Nike, for example, has an advisor that oversees operations in their Belgium locations (Nike, 2024).  


Social Structure: Belgium is a rather diverse society with most people identifying with their region rather than Belgium as a whole. The regions of Belgium also differ not only by ethnicity, but language as well (Traynor, 2010). The landscape in Belgium is overwhelmingly urban, with only 1.8% of the country being rural (Van der Wee et.al, 2024). The overwhelming amount of urban areas in Belgium directly correlates with the extremely high literacy rate. Belgium is one of the most literate countries in the world with a literacy rate of 99% (U.S. Career Institute, 2024). Majority of the country has at least a high school education, but it is extremely common for people to continue to college and eventually gain one or more higher degrees. About 50% of the population have a degree from higher education (Statbel, 2024). As far as religion in Belgium goes, most Belgians identify as Catholic but all religions are welcomed and celebrated in Belgium. 




Cultural Profile


Belgium is a low context society and focuses on individualism, much like the United States. However, they differ from the U.S. in terms of uncertainty avoidance, power distance, and feminine culture. Much like Belgium, Nike thrives on low context communication and individualism, as they are heavily competitive in Europe. Nike also values sustainability and stability, thus making Belgium an ideal European country to operate business. Nike’s goal in Europe is to continue to innovate new ways to make their products and facilities more sustainable and eco friendly (Tardiff, 2016). 


Similarities and Differences to the United States: Belgium and the U.S. share multiple commitments such as: professionalism, punctuality, and brand innovation which aligns with Nike’s core values. However there are differences especially in communication style, decision-making, and work-life balance. Belgium's high-context, reserved communication style and consensus-driven decision-making differs from the United States (Housing Anywhere, 2024). The U.S. maintains direct, low-context approaches and fast-paced decision-making processes. These cultural factors would require Nike to adapt to more subtle communication styles in Belgium to avoid misunderstandings. Belgium’s higher power distance respects hierarchy, favoring formal communication, while the U.S.’s lower power distance supports open communication with leadership, meaning Nike should recognize hierarchical norms in Belgium. Culturally, Belgium leans toward collectivism, emphasizing group consensus and collaboration (Housing Anywhere, 2024), while the U.S. values individual achievements, suggesting Nike may need to emphasize teamwork in Belgium and individual performance in the United States. Finally, Belgium’s high uncertainty avoidance favors structure and clear guidelines, requiring more detailed planning for Nike’s operations, in contrast to the U.S.’s more flexible, risk-tolerant approach.


Cultural Metrics: Both the United States and Belgium are considered low-context cultures, relying on explicit communication rather than nonverbal cues or context (Hornikx et al., 2017). While both lean towards individualism, Belgium ranks as more individualistic than the U.S., emphasizing personal autonomy to a greater extent (The Culture Factor, n.d.). Belgium also scores significantly higher on uncertainty avoidance, valuing rules and structure to manage ambiguity. The U.S. has a lower score, demonstrating greater openness to innovation and flexibility (The Culture Factor, n.d.). In terms of masculinity versus femininity, Belgium aligns with a more feminine culture, prioritizing relationships, quality of life, and work-life balance. In contrast, the U.S. attains a masculine focus on competition, achievement, and personal success (CIA World Factbook, n.d.). Finally, Belgium exhibits a higher power distance, with more centralized authority and formal respect for hierarchy, whereas the U.S. fosters decentralized decision-making and a collaborative ethos (CIA World Factbook, n.d.). 


Impact on Nike: To succeed in Belgium, Nike should adapt to the country’s structured communication style and formal hierarchy by respecting authority and using well defined communication channels. Given Belgium’s high uncertainty avoidance, Nike should prioritize long-term operations and ensure detailed communication about new products or policies to reduce ambiguity. Marketing strategies should emphasize teamwork and community wellbeing, aligning with Belgium’s collaborative culture. Additionally, enhancing work-life balance policies to reflect Belgium’s focus on quality of life can strengthen Nike’s brand image and appeal in the market (The Culture Factor, n.d.). 

Communication Profile


Belgium is a country that emphasizes low context communication and high motivation towards success. These cultural metrics often influence workplace culture which is directly reflected in the image Nike has created. Nike is known for supporting athletes in their pursuit for accomplishment. As a company, Nike strives for success in the sustainability sphere while also supporting employees to improve their personal lives. This comes in the form of offering employees opportunities to take an extended leave while still being compensated for their work. They also have facilities in their office dedicated to bettering one's health both physically and mentally (Nike, 2024).



Verbal Communication in the Workplace: Much like the United States, Belgium verbally communicates in direct ways within their business settings. Professionally, Belgium prefers clear and detailed communication. However, bluntness in the workforce is discouraged due to their preference of collaboration over confrontation. Finally, modesty is appreciated in the Belgium workforce as it shows a sign of respect towards coworkers. While the U.S. is not persistent on modesty in the workforce and does not always value collaboration over confrontation, Nike will be able to adjust to the difference between the two countries. The development of Nike in Belgium has already shown value in sustainability and welcoming working climates. Belgium’s business setting for Nike will be an easy adjustment in terms of collaboration and communication, as it is not a very dramatic verbal communication shift from that of the United States (Cultural Considerations, n.d.). 



Nonverbal Communication in the Workplace: In Belgium, nonverbal communication in the workplace is generally formal and restrained compared to the United States. Belgians often maintain greater personal space, preferring not to touch frequently or stand too close, which could be perceived as intrusive. Eye contact is valued for conveying confidence but should be balanced to avoid intimidation. Gestures are minimal and subtle; excessive hand movements might come across as overly animated (Rivermate, n.d.). For Nike, understanding these nuances is crucial, as American norms: such as more expansive gestures or closer personal space might be misinterpreted, this could affect a rapport with Belgian employees or partners.



Visual Communication in the Workplace: Visual communication is extremely important for global brands; especially for big companies like Nike. Belgium has diverse cultural influences which make up the people of Belgium. “Diversity, equity, and inclusion (DEI) and environmental, social, and governance (ESG) considerations are increasingly important to communication and content creation strategies” (Deloitte, 2023) Visual Communication in Belgium is a blend of other European cultures, having a focus in minimalistic communication. Humor and irony are used often in advertising which appeals to the consumers who love creativity and authenticity. U.S. visual communication differs in many ways. One example being  that business communication in Belgium focuses more on relationship building, while the U.S. is more focused on achieving concrete goals (EuroDev, 2023). Belgium also has a focus on emphasizing more on straightforwardness and data driven graphics compared to more western cultures. In order to fit in more with Belgian consumers, Nike’s marketing team should focus more on lifestyle, emotional storytelling, and community engagement that incorporates the local culture. An idea for a Nike campaign in Belgium is to work with local athletes to connect with the culture. This would better Belgian’s visual communication and build connections with Belgian consumers. 



Impact on Nike: The differences in communication styles between Belgium and the U.S. require Nike to adapt its strategies for effective engagement. Internally, Nike should foster a collaborative and modest workplace culture for Belgian employees, while also incorporating more formal training approaches. Externally, the marketing team should embrace simplicity and elegance in advertising to resonate with Belgian preferences for minimalism (Rayner, 2017). By tailoring communication frameworks to cultural sensitivities, Nike can strengthen brand loyalty and build relationships (Lobeda, 2023). 

Media Directory for Nike in Belgium


Nike is one of the largest organizations to come out of the United States. As an organization, Nike focuses on much more than selling athletic clothes and accessories: by supporting athletes around the world. Nike operating in Belgium is just one step in supporting athletic endeavors globally. Having a media directory is essential to ensure meaningful messages are being created for Belgians.


Relevant Organization Contacts
1. Carl Grebert - Vice President and General Manager for EMEA at Nike
a. Role: Oversees Nike’s business strategy across Europe, the Middle East, and Africa (EMEA) 
a. Significance: Key individual in setting strategic directions and managing regional growth, including Belgium
a. https://www.linkedin.com/in/carlgrebert/
2. Adam Paris - EMEA Director, Corporate Narrative and Media Relations
b. Role: Leads Nike’s media relations and public narrative strategy for the EMEA region
b. Significance: Manages Nike’s regional public image, which can be crucial in Belgium’s media landscape
b. https://www.linkedin.com/in/adam-paris-aa128421/
3. Mark Rhodes - Media Contact for Nike
c. Role: Handles media inquiries for Nike globally
c. Significance: Essential contact for official communications and media requests, useful for Belgium-focused initiatives
c. https://www.linkedin.com/in/mark-rhodes-b0464512/details/experience/
4. Sarah Mensah - Vice President and General Manager, Asia Pacific and Latin America (APLA), previously in EMEA leadership roles 
d. Role: Experienced in EMEA operations, provides valuable insights into cross-regional strategies, including Belgium
d. Significance: Strategic experience in managing Nike’s EMEA market, applicable in guiding Nike’s Belgian PR strategies
d. https://www.linkedin.com/in/sarahmensah/
5. Heidi O’Neill - President, Consumer and Marketplace 
e. Role: Responsible for consumer engagement and marketplace operations, reporting directly to the CEO
e. Significance: Drives Nike’s customer-facing and retail strategies, which impact marketing approaches in Belgium
e. https://www.linkedin.com/in/heidi-o-neill-6616b04/


Industry Contacts
1. Marc Lambrechts, Senior Business Journalist at L’Echo
a. Website: Actualité économique, politique, financière et culturelle | L'Echo
a. Linkedin: Marc Lambrechts - Journaliste économique - L'Echo | LinkedIn
a. Relevance: Lemaire is a journalist at L’Echo which is known as a leading Belgian business publication. This places him at the front of economic, corporate, and consumer news. Nike in Belgium could look to collaborate with him to feature stories on business growth or corporate social responsibility programs in Belgium. Lambrechts coverage could help Nike reach local business stakeholders, potential partners, and reach an audience who is interested in the business aspect of Nike in Belgium. This connection would also be useful for press releases and other communication methods. 
2. Tom Palmaerts, Partner and Trendwatcher at Trendwolves 
b. Website: Trendwolves - Trendwolves
b. Linkedin: Tom Palmaerts - Trendwatcher - Trendwolves | LinkedIn
b. Relevance: Trendwolves has a focus on youth culture and trend forecasting, which is extremely relevant for Nike’s marketing team and market targeting and Belgium. Working with Tom Palmaerts would provide insights into cultural trends in Belgium as well as youth behavior. Nike could leverage this relationship for campaigns that focus on the youth and the younger demographics. 
3. Joris Peeters, Editor-in-Chief at Sport/Voetbalmagazine
c. Website: Knack - Nieuws, opinie en duiding
c. Linkedin: Joris Peeters - Antwerp Metropolitan Area | Professional Profile | LinkedIn
c. Relevance: Sport/Voetbalmagazine is the leading sports magazine in Belgium and provides a direct connection to athletes and those who love sports. Working with Joris Peeters and this publication would give Nike the opportunity to reach Belgian sports fans and potential customers through targeted ads and coverage of sporting events and also athlete sponsorship.
4. Bart Steukers, CEO Agoria (Belgian Federation for Technology Industry)
d. Website: Home | Agoria
d. Linkedin: Bart Steukers - Agoria | LinkedIn
d. Relevance: Agoria supports sustainable business practices and tech innovation. Working with Bart Steukers could help Nike with building connections in Belgium’s tech and sustainable sectors. This relationship could also lead to partnerships for sustainable product development.
5. Elke Timmerman, Fashion and Lifestyle Editor at Elle Belgique
e. Website: ELLE Belgique / ELLE België
e. Linkedin: Elke Timmerman - International & Business Relations - Flanders DC | LinkedIn
e. Relevance: Elle Belgique is a lifestyle and fashion. By partnering with someone like Elke Timmerman, Nike could dive more into the lifestyle clothing scene in Belgium. This will help Nike align with modern trends and promote Nike’s apparel line to an audience that has a focus on style.


Government Contacts
1. The U.S. Embassy in Belgium
a. Website: https://be.usembassy.gov
a. Phone Number: (32-2) 811-4000
a. Relevance: The U.S. Embassy offers support and information for American Citizens traveling, or living in Belgium.
2. U.S. International Trade Administration
b. Website: https://www.trade.gov/belgium 
b. Social Media: @TradeGov 
b. Relevance: This contact gives resources on commerce in foreign countries. This also gives resources on foreign markets.
3. Communication Directorate
c. Website: https://diplomatie.belgium.be/en/about-us/communication-com-directorate 
c. Youtube: @BelgiumMFA
c. Instagram:@belgiummfa
c. X: BelgiumMFA
c. Relevance: This organization regulates communication across Belgium. This includes regulating the press as well as all forms of digital media.  
4. European Commission
d. Website: https://commission.europa.eu/index_en 
d. Phone Number: +32 2 299 96 96
d. Relevance: This contact gives information on starting a business in the European Union as well as outlines overarching laws that regulate commerce within the Union. 
5. Flemish Regulator for the Media
e. Website:https://www.vlaamseregulatormedia.be/en
e. X: @VRMedia 
e. Youtube: @vrmvlaamseregulatorvoordem4778
e. Relevance: This is the Governmental regulator for all Belgian media.This is useful when creating new media for the organization.


Press Contacts
1. Gazet van Antwerpen
a. Dirk Van De Poel: Board of Directors Chairman of ATV
a. Website: https://www.gva.be/
a. Facebook:  Gazet van Antwerpen
a. X: @gva
a. Instagram: @gva
a. Relevance: Gazet van Antwerpen is a local newspaper in Antwerp, Belgium. Antwerp is the city closest to where the new Nike European Logistics Campus is located. ATV is the production company that owns the GVA news outlet. 
2. DPG Media: HLN news marketing team 
b. DPG Website: https://www.dpgmediagroup.com/nl-BE/contact-dpgmedia
b. HLN Website: https://www.hln.be/
b. Facebook: HLN.be
b. X: @HLN_BE
b. Instagram: @hln_be
b. Relevance: HLN is based in Antwerp, Belgium, near the new Nike European Logistics Campus. This newspaper is both heavily circulated around Belgium and has many publishing locations, including Brussels. 
3. Royal Belgian Football Association
c. Website: https://www.rbfa.be/en
c. Address: Rue de Bruxelles 480, 1480 Tubize
c. Phone: +32.2.477.12.11
c. Facebook: Royal Belgian FA
c. X: @RoyalBelgianFA
c. Instagram: @royalbelgianfa
c. Relevance: The Royal Belgian Football Association is a non-profit administrative organization for Belgian Football. Their editorial office is located in Antwerp, Brussels.
4. De Morgan
d. DPG Media Website: https://www.dpgmediagroup.com/nl-BE/contact-dpgmedia
d. De Morgen Website: https://www.demorgen.be/ 
d. Facebook: De Morgen
d. X: @demorgen
d. Instagram: @demorgen
d. Relevance: De Morgen is a Flemish newspaper, published in Antwerp, Belgium.  DPG media is the advertising team with De Morgen.
5. DH Sports
e. DH Sports Website: https://www.dhnet.be/ 
e. DH Sports Phone: 02/211.27.57 and 02/211.30.93
e. DH Sports Email: redactionweb@saipm.com
e. Facebook: The DH
e. X: @Ladh 
e. Instagram: @la_dhbe
e. Relevance: DH Sports is a French sports newspaper in Belgium.  This newspaper has an online and print paper in multiple Belgian cities, including Brussels. 


Public Relations Discipline Contacts
1. Claude Singer, PR firm CEO of Interel Belgium
a. Website: https://dgagroup.com/
a. Relevance: Interel is one of the largest PR firms in Belgium, with a strong background in corporate reputation and public affairs which is suitable for a global brand like Nike entering a new market.
2. Dieter Jaspers, Managing Partner of RCA Group
b. Website: https://www.rca.be/
b. Relevance: RCA has a wide-ranging expertise in marketing communication which would help brands like Nike adapt to the Belgian consumer mindset.
3. Charlotte Van Everen, Communications Director at Akkanto
c. Website: https://www.akkanto.com/en/
c. Relevance: Akkanto provides insights into local communication practices and has worked with international brands. This experience would help by offering knowledge on bridging cultural gaps.
4. Catherine Haquenne, Head of Strategic Communication at Whyte Corporate Affairs
d. Website:https://whyte.be/
d. Relevance: Whyte’s expertise in corporate and crisis communication can provide Nike with strategies to maintain brand integrity and adapt messaging to the Belgian market.
5. David Hageman, CEO at TBWA Belgium
e. Website: https://tbwa.be/
e. Relevance: TBWA Belgium is known for creative and impactful campaigns, TBWA can assist with tailored brand storytelling, aligning with Nike’s innovative and dynamic image.
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