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Abstract:  They're selling in excess of an item; they're selling aspiration. In this task I will advance how Nike 

has caught 48% world game shoes industry through there splendid idea summoning MARKETING strategy. 

Nike didn’t build its loyal fan base by harping on its iconic waffle shoes. In fact, Nike’s ads rarely, if ever, 

mention their products at all. Indeed, Nike's promotions once in a long while, if at any time, notice their items 

by any stretch of the imagination. What their advertisements do, and progress nicely, is actuate feeling in the 

buyer through 'emotional marketing'. Every promotion is painstakingly created to bring out specific 

sentiments and requirements in the buyer that must be fulfilled by Nike items. It does this by hyping the 

customary story of a hard legend to defeat difficulty, eventually arising successful against a horrendous 

enemy. However, it's anything but a strict foe being battled for this situation. Nike takes the relationship to a 

level undeniably more interesting: the 'awful enemy' is the voice in your mind that tells you, "You can't". To 

that, the association says: “Just Do it”. 

 

I. INTRODUCTION 

COMPANY PROFILE  

Nike, Inc. is an American global organization that is occupied with the plan, improvement, producing and 

overall showcasing and deals of footwear, clothing, gear, embellishments and administrations. It is one of 

the world's biggest providers of athletic shoes and clothing and a significant maker of athletic gear. The 

association was set up on January 25, 1964, as Blue Ribbon Sports, by Bill Bowerman and Phil Knight, 

and legitimately became Nike, Inc. on May 30, 1971. Nike promotes its things under its own picture, 

similarly as Nike Golf, Nike Pro, Nike+, Air Jordan, Nike Blazers, Air Force 1, Nike Dunk, Air Max, 

Foamposite, Nike Skateboarding, and assistants including Brand Jordan, Hurley International and 

Converse. As well as assembling athletic apparel and hardware, the organization works retail locations 

under the Niketown name. Nike upholds a few high profile contenders and sports bunches all around the 

planet, with the significantly seen brand names of “Just Do it” and the Swoosh logo. 

 

 

II. STRATEGIES OF NIKE  

 

LOW-COST MANUFACTURING STRATEGY 

 Nike items are produced in manufacturing plants owned and operated by other companies. This outsourcing 

helps the Nike to take advantage of low manufacturing cost. Its significant manufacturing nations 

incorporates: China, Indonesia, Vietnam, Thailand, Italy ,Taiwan ,South Korea . For eg In fiscal 2003, roughly 

1% of all out NIKE brand clothing creation available to be purchased to the United States market was 

manufactured in the United States by independent contract manufacturers, by far most of which are arranged 

in the southern states. The rest of fabricated by self-employed entities situated in 35 nations.  
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PRODUCT RESEARCH AND DEVELOPMENT  

Their research and development efforts are key element of their past and future success. Technical innovation 

in the design of footwear, attire, and athletic equipment receive continuous emphasis as NIKE strives to 

produce products that diminish or eliminate injury, aid athletic performance and maximize comfort. In 

addition to NIKE's own staff of experts in the space of biomechanics, exercise physiology, designing, modern 

plan and related fields, they likewise use research councils and advisory boards made up of athletes, trainers, 

coaches, equipment managers, orthopedists, podiatrists and different specialists who consult with us and 

review designs, materials and ideas for product improvement.  

 

TARGETING 

 At first, Nike focused more on the male consumer and was devoted to athletes. But, with the growing 

popularity of female activewear and gear section, it has broaden its target market. It has moved into new 

games regions from the running legacy. Because of which, it's main interest group has moved from more 

manly towards female and surprisingly third agers.  

 

POSITIONING  

Nike's Punch line “Just Do it” has enabled the company to create the picture of the aggressive, action-oriented 

company. Beginner just as expert competitors see Nike as creating great shoes that assist athlete with 

performing to their most extreme potential. They were firmly established as performance shoes with 

innovative designs and technology. Additionally, Nike's main position was due in part of its product 

positioning.  

 

BRANDING  

Symbol as a brand: The main part of a brand's name and image is that it quietly talks everything about the 

organization or item. Nike is the best illustration of how an image is best used and taken advantage of and its 

solid relationship with the items. Nike is represented by a tick imprint or something which is correct all the 

time. The business card of a Nike worker has a tick on it rather than the organization name and still individuals 

make out the organization where the individual is utilized just by taking a gander at the tick. 

 Brand Extension: Nike has transformed sneakers into something else – athletic tools. Over the long run, 

numerous customers have fostered an attitude about the distinction between Nike sneakers and some other 

brand of sneakers. Presently, numerous years after the fact, Nike is investigating line augmentations into 

different sorts of apparel and footwear to support its image against changing socioeconomics and ways of life. 

 

Brand Narration: Nike don't shout at the customer to purchase, purchase, purchase. They rather draw in 

them in a story that makes the customer need to purchase since they relate to account parts. Nike's image 

account recommends the customer to get out and work out, “Just Do it”. Purchasing Nike item is right around 

an after idea.  

 

ADVERTISING STRATEGY: 

 Nike customarily involves an exceptionally visual arrangement for its advertisements. These images benefit 

from consumer emotion and attempt to link personal value to the wide array of Nike items. Publicizing is 

never pretty much Nike, the brand. It is carefully constructed to draw in customers. In recent campaign, 

renowned Nike-sponsored athlete showed their injuries from competitions, including scars, missing, fingers, 

and knocked-out teeth. By doing so, Nike connected its own items with the physical and emotional side of 

athletic competition. Other than this, the Nike swoosh image is an exceptionally perceived brand name that 

evokes these ideal impacts since it is an episode encoded in the buyers mind. The athlete who convey its 

message are a central point for promotion of the brand. For instance, Michael Jordan is generally considers 

the best basketball player in the history of the game. Exactly when Nike profits were sinking, Knight picked 

Jordan to reestablish the brand's image. Roughly 35 advertisements later, Jordan was the most famous athlete 

in the nation, as per New York based promoting Evaluations. The allure, ability, mastery, and personality of 

such athlete convey Nike's message. Nike has likewise extended its advertising techniques by collaborating 

with MTV2 to deliver street basketball series.  
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GAINING POWER FROM COMBINING STRATEGIES  

With the benefits of improved performance, linked to aspiration of becoming a top athlete at various target 

user groups, together with emotion in advertising materials and athlete endorsement, Nike have enhanced its 

position in the footwear industry. 

 

RESEARCH METHODALOGY 

Research is a study to demonstrate key points from the study of the papers and articles present and fall on a 

conclusion of the study. Methodology is an approach used by the researcher to analyze the data. It is the 

crucial part of the study as it shows the reliability of the study.  

 

SAMPLE SIZE: A survey of 100 people was conducted to come to a conclusion. Its is not possible to tap the 

entire market of Nike and hence sample of 100 people were taken. 

The questionnaire was circulated to about 125 people and got a response of about 100 people. The conversion 

rate was about 80%.  

 

DATA COLLECTED; Both primary and secondary data were used. 

For primary information, a survey was created and regulated to the respondents who are the consumers of 

NIKE in Delhi. 

For secondary information, existing writing in type of magazines, papers, organization writing, book, web 

sources will be counseled. Question connecting with consumers conduct towards Nike shoes can likewise be 

incorporated. 

  

QUESTIONNAIRE: For leading the essential consumer loyalty review for NIKE SHOES, an organized poll 

with different decisions connected with generally fulfillment level of clients, their complaints connected with 

items presented by NIKE, and so on will be inquired. 

  

STEPS TO BE FOLLOWED  

Various sites having information about Nike shoes and its marketing strategies will be studied. Sample of 100 

people will be taken for survey and the questionnaires are to be filled by them. Then the analysis and the 

interpretation will be done to come to a conclusion. 

 

 

ANALYSIS OF DATA AND ITS INTERPRETATION 
 

1. Do you like Nike footwear items? 
          a) Agrees 

          b) Disagrees 

         

RESULTS 

     a) 93% respondents agreed 

     b) 7% people said No 

 

Therefore, I observed that Nike products were the most liked products by the respondents. 

       

 

2. Did you purchase Nike footwear items? 

a) Agreed 

b) Disagreed 

      RESULTS: 

 
          a) 82% respondents agreed 

          b) 18% respondents disagreed 
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Thusly, it can be interpreted that many of respondents bought Nike Products. 

 

3. For what reason do you purchase Nike footwear item? 

 

a) High quality 

b) Brand +Trendy pursuer 

c) Brand Ambassador 

d) Other 

        RESULTS 

 
       a)72% respondents claimed High Quality 

 b)23% respondents claimed Brand + Trendy pursuer 

 c)2% respondents claimed Brand Ambassador 

       d)3% respondents claimed others 

 

In this way, most people purchase Nike footwear on account of  High Quality. 

 

4. To buy a games footwear, which one is your most ideal choice? 

      a) Nike 

      b) Reebok 

      c) Adidas  

      d)others 

The results were as follows:  

    a) 47% respondents claimed Nike  

    b) 13% respondents claimed Reebok  

    c) 20% people said Adidas  

    d) 14% people said Puma 

    e) 6% respondents claimed others 

 

Therefore, it is seen that Nike is the most mentioned footwear. 

 

5.  What sort of Nike items do you purchase? 
          a) Footwear  

          b) clothes 

          c) Accessories 

          d) Other 

 

 The observations were: 
         a) 76% respondents claimed Footwear  

        b)  17% respondents claimed clothes 

        c) 2% respondents claimed Accessories 

         d) 5% respondents claimed Other 

 

Thusly, it is seen that maximum saleable thing of Nike is Footwear. 

 

6. Where is the best spot to reach you with Nike advancement? 
       a) Television  

       b) Newspaper  

       c) Internet  

       d) other  
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The following results were observed: 

       a) 16% respondents claimed Television.  

       b) 0% respondents claimed Newspaper  

       c) 75% people said Internet. 

       d) 9% people claimed other 

 

In this way, it is accepted that internet is the most favored medium. 

7.) How frequently do you purchase Nike items? 

      a) Every week 

      b) Monthly 

      c)  every half-year 

      d) every year 

The observations were :  

      a) 0% respondents claimed every week. 

      b)11% claimed every month 

      c)33% claimed half yearly 

      d) 56% respondents claimed yearly 

 

Thusly, it is seen that people buy Nike things once in a Year. 

 

8. How oftentimes do you watch Nike TV advertisement in one month? 

       a) 0 times 

      b) 1-5 times 

      c) 6-10 times 

      d) 11-15 times 

 

The results were:  

      a) 21% people said 0 Times  

      b) 59% people said 1-5 Times  

      c) 15% people said 6-10 Times  

      d) 5% people said 11-15 Times 

 

In this manner, it is seen that people haven't watched Nike advertisement in a month. 

 

FINDINGS 

Nike has been imaginative since the beginning. It brings been pushing the technological boundaries of 

innovation to offer its customers new items and furthermore separate itself from its rivals. Some place in its 

development, Nike additionally understood the significance of tech devices in day to day lives. So, it started 

to combine new products with high-tech solutions to give unconventional capabilities to a customer of 

sportswear. Nike rushed to take advantage of the opportunity offered by social media to engage with a wider 

client base to such an extent that it is ready to connect its new high-tech gadgets to social media platforms. 

The force of such client contact is wonderful as it gives more viability in a single click, creates interactions 

among clients and offers the organization a chance to gather information about clients' choices and 

preferences. It also gives endless chances for customer segmentation and product differentiation, the pillars 

of any marketing strategy. Estimated as Brand Intent to Purchase, Nike is the forerunner in practically all age 

groups. Nike thinks about Adidas its most grounded rival, yet Reebok has likewise had a few position 

accomplishment with items, for example, the DMX shoe. Fila seems to blur, in spite of the fact that Hilfiger 

and Polo are new participants centered around the design side. Nike will probably carry Indian utilization to 

similar level as the other Asian nations.  
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CONCLUSION 

 

The particular brand objective of Nike India is develop its brand reputation, image and value. A brand isn't just 

a collection of products and benefits, yet in addition a storage facility of significant worth coming from 

awareness, loyalty and association of quality and brand personality. Fundamentally, a brand distinguishes the 

vender or creator. It can pass on up to six degrees of importance: Attributes, Benefits, Values, Culture, 

Personality and User. Assuming an organization treats a brand just as a name it overlooks the main issue. The 

marking challenge is to foster a profound arrangement of positive relationship for the brand. Albeit these six 

implications are perceptible in the Nike brand in the west and different areas of the world, they are yet to be 

developed in India. Nike needs to guarantee that their image is developed on these points of support in India. 

Nike notwithstanding being one of the most famous brands on the world has not actually gotten on in India. 

Consequently, it is sensible to express that Nike's popularity level in India could do with a boost. The best 

method for achieving this would be some critical brand building. The picture of the brand must be improved 

and individuals should be made mindful of its essence. Along these lines, the reasoning behind picking 

improvement of brand image and reputation as the organization's essential target is very clear. Nike's distinctive 

competency lies in the area of marketing, particularly in the area of consumer brand awareness and brand 

power. On the global scale this key distinctive competency tower over the competitors. Thus, Nike's market 

share is number-one in the athletic footwear industry in many spots all over the world. Expressions like, “Just 

Do it” and symbols like the Nike "Swoosh," couple with sports icons to serve as instant reminder of the Nike 

Empire. The time has come for this skill to be utilized on to India. Two vital qualities of a distinctive 

competency are its inability to be easily replicated and the value or benefit it offers to consumers. Few 

organizations have such a conspicuous picture and the resources to advance it. This at last converts into added 

incentive for customers. The public advantages from the strength of Nike's image at the point of purchase. For 

quite a long time, customers have come to relate the Nike picture with quality items. By associating star athletes 

and inspirational mottos like, “Just Do it” with marketing efforts that emphasize fitness, competition, and 

sportsmanship, consumers recognize their purchases with the prospect of achieving success. This image is 

something that contending organizations can not effectively dublicate by just upgrading the physical 

characteristics of their items. Nike's vision is to stay the leader in the industry. The organization will keep on 

creating the quality items that have been manufactured previously. In particular, Nike will keep on meeting the 

steadily changing needs of the customers, through product innovation. Previously, the organization has used 

Product Differentiation as the main competitive strategy. As Nike's reputation dictates, it will continue to place 

emphasis in that area. Nike has built its business on giving items that transcend all others and this has made it 

the overall achievement that it is today. Nike is known for its technology advanced products and is the leader 

around here. This permits Nike's items to stand apart from the rest. The company’s focus also allows it to 

maintain a somewhat narrow niche that enables it to effectively capture the needs and wants of the consumers. 

An example of Nike's superior and innovative is its new range of shoes called "Air Presto" termed as the 

primary T-shirt for the feet, these shoes can take the shape and size of the wearer's feet. Not at all like ordinary 

shoes it comes are sizes like XL, L, M, S and XS. Every one of these sizes can oblige three customary foot 

sizes. Nike will keep on creating such way breaking items later on and remain a stride in front of its rivals. 

Nike will also focus on making a strong effort in price leadership. Nike's items in the past have been gathered 

in the higher end of the pricing strategy. An entry will currently be made into lower price classifications with 

these quality items. This will empower Nike to catch a considerably more prominent hang on market share. 
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