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INTRODUCTION 
Nike is currently the world’s largest marketer and retailer of athletic footwear, apparel and accessories. The company was founded in 1964 by a University of Oregon track and field athlete, Phillip Knight, and his coach, Bill Bowerman. It was originally called Blue Ribbon Sports and while the company was developing its own line of track shoes, it generated revenue as a distributor for the Japanese shoemaker Onitsuka Tiger (Referenceforbusiness.com, 2014). Bowerman had long been experimenting with modified running shoes for his team, and he worked with runners to improve the designs of the prototype Blue Ribbon Sports shoes. This idea of innovation in its shoe design eventually would become the foundation for the company's future expansion and success. The firm decided to start working even more closely with its Japanese partner company in an attempt to compete with the leaders of the industry in almost every market, Adidas and Puma. In the year 1966, the company opened its first store in Santa Monica, California and the next year opened a store on the east coast in Massachusetts to expand its market. By the year 1970, the relationship between Blue Ribbon Sports and Onitsuka Tiger had pretty much collapsed. Phillip Knight thought that the Japanese company was hurting Blue Ribbon Sport’s financial ability to grow and prosper in the US, so he disbanded their relations. One year later, the company launched its first own line of footwear and decided to rename itself “Nike”. The name Nike was chosen from Greek mythology and it is the name of the goddess of victory. During the year 1971, Caroline Davidson created the iconic “swoosh” trademark for a fee of $35. The following year, Nike with its brand-new swoosh trademark promoted its products heavily at the 1972 U.S. Track and Field Olympic Trials (Referenceforbusiness.com, 2014). This idea of making marketing campaigns centered on attaching Nike’s name to the ascending careers of young popular athletes has been the cornerstone of Nike’s strategy for success (Flynn, 2014). 
The new Nike brand generated about two million dollars in revenue in its first year of distribution, which was the start of something great. In two years, the company’s sales revenue had more than quadrupled and it was able to endorse its first prominent athletes, tennis players Jimmy Connors and Ilie Nastase. Nike was starting to accomplish its goal of expanding its visibility, brand awareness, and popularity. The company really started experiencing a boom due to its phenomenal marketing and growth strategies, it even became involved in international markets in Asia and South Korea and by 1978 the corporation’s revenue had reached twenty-eight million. By the year 1980, Nike was already offering more than three million common shares to the public and revenues had surpassed $269 million (Referenceforbusiness.com, 2014). In 1984, Nike made a monumental decision and endorsed around sixty athletes at the Olympics, who ended up winning a combined sixty-five medals. This is the first time Nike had been seen on a global scale and as a result, international sales boomed, resulting in overall revenue reaching 918.4 million dollars. The following year, Nike made the best decision in its company’s brief history by acquiring its biggest asset, in the form of an endorsement deal with Michael Jeffrey Jordan, who later went on to become arguably the greatest basketball player of all-time (Referenceforbusiness.com, 2014). This fuelled the company’s success for many years into the future. By 1991, Nike became the first world company to have revenue over $3 billion. Nike realized at an early stage that it is more important to endorse the players/teams competing, instead of the event they are competing in. After its early success with athletes, especially with Michael Jordan, Nike continued this momentum to sign the top athletes around the world in many different sports. This has continued to fuel the company’s dominance in the sports apparel industry, which is why it currently has the highest market share of any company. In 2015, Nike is planning to earn revenue of about $30 billion; with an estimated 25% return on the capital it has invested already (Nike.com, 2014). The focus or goal of the company is to be the most innovative and popular brand on the market, and what better way to do this than by investing heavily in research and development and endorsing the most famous faces around the world (Flynn, 2014). 
Nike products in the market are Running, Nike Basketball, Jordan Brand, Football, Men’s Training, Women’s Training, Sports Wear, Nike Action Sport, Golf .


Air Jordan
In the mid 1980’s, Nike made an excellent business decision, by signing an endorsement deal with Michael Jordan, which resulted in the birth of the Air Jordan brand. Michael was able to compile a ton of individual and team accolades during his career that made him one of the greatest athletes. This made his brand the most popular one on the market. People would watch him play, wishing they could “be like Mike”, and would pay almost anything to have something with his logo on it. His Jordan brand has made the greatest impact in the sneaker market by transforming the industry. For example, before the launch of Air Jordan, almost all types of sneakers were white. Michael was actually fined multiple times during one particular season, because he would wear his signature shoes that did not comply with National Basketball Association (NBA) rules (Danforth, 2014). Air Jordan started out as a performance brand, because people thought that by wearing its products, it would somehow make them faster, stronger, or jump higher. This type of positioning allowed Nike to market products to its target market, which was consumer-athletes. As the Jordan market became even larger, Nike was able to significantly increase its prices and reduce the quantities manufactured in the early 2000’s. This resulted in Jordans being labeled as a “luxury good.” For example, the Air Yeezy’s (Jordan sneakers endorsed by Kanye West) retailed at $225 and have a resale value of over $1000 (Howenstein, 2014). This high resale value was due to the brand recognition/popularity of Jordans, and has created an entire part of the global population that has been labelled as “sneaker heads”, who are known for buying and collecting these expensive shoes. Customers would purchase these products as a flashy statement of their monetary status. Today, Nike offers Jordan sneakers at prices over 200$ or under 100$ to try and target both sets of customers. Each and every year, Nike makes sure to improve or add at least one feature on its Jordan sneakers when they are released. For example, the original Jordan 1 was the first shoe to offer heel Nike “Air cushioning”; the following year, the Jordan 2s offered full length Nike “Air cushioning”. Jordan Brand continues Nike’s tradition of making state of the art shoes and apparel “by the athlete for the athlete” (Downs, 2013). 
The brand is so immensely popular that each year Nike puts out a new sneaker, and the release has often been mentioned on different news programming venues because of the ridiculously long lines and “die-hard” brand loyalty (Sneakernews.com, 2013). Air Jordan’s success and design ultimately led to the release of two new sneaker brands for Nike, the Air Forces and the Air Flights. The Jordan brand is one of the main reasons Nike was able to separate themselves from the rest of its competition, during the 1980’s, and has helped them maintain the largest single share of the athletic apparel/footwear market. This franchise embodies all of the core values that Nike projects and “continues to lead and shape the athletic footwear industry into the future” (Sneakernews.com, 2013).

Nike’s Marketing Strategy
In today’s competitive environment, Nike has been able to differentiate itself, compared to competitors, and has become the global leader in the athletic footwear/apparel industry. The absolute key to Nike’s success has been its excellent marketing strategies that allow the company to sell a massive quantity of its highly innovative products. Nike has become a transcendent super-brand, because it understands that products are made in factories, but brands are built “in the mind and bought by the consumer” (Kazi, 2011). The Nike swoosh is widely considered the most iconic logo in the business world and revolutionized the way that the corporation has been able to market its products. 
 The first aspect of Nike’s strategy is to find its target market for a particular product. For example, for most of its products it tries to cater towards all types of athletes or sport enthusiasts. These targeting techniques include product sponsorship by many different types of professional athletic teams, college sports teams, as well as celebrity athletes. This is where Nike has really gained a major competitive advantage over other companies in its industry. The portfolio of teams and athletes that endorse Nike is extremely long and all are considered to be at the top of their respective sports. As already mentioned, that list starts with Michael Jordan and includes athletes such as Lebron James, Kobe Bryant, Tiger Woods, Lance Armstrong, Derek Jeter and Cristiano Ronaldo; teams include the Universities of North Carolina/Alabama, the National Football League (NFL), and soccer giant Manchester United Football Club.  Now Nike by no means invented this strategy, but the company made it famous and has shown it be extremely successful. This particular strategy does an excellent job of increasing the brand awareness and popularity of Nike, because people see their favourite players, celebrities, and teams wearing Nike products. This makes them significantly more inclined to purchase those items, because they want to support and be like their favourite player/team. Also, people start to associate certain products with victory and triumph, which creates appeal for these products worn by collegiate and professional athletes, who are sponsored by the company. An underrated aspect of this strategy is that Nike’s portfolio of high profile athletes will continue to grow, because when the top athletes choose to be endorsed by Nike, others will follow, so that they are mentioned in the same sentence as the best in their particular sport. For example, Nike has accumulated sponsorships from, arguably, the three best basketball players of the last 10 years, in Lebron James, Kobe Bryant, and Kevin Durant, who all want to be mentioned with Naismith Hall of Famer, Michael Jordan. 
Once the target market and sponsor have been chosen, Nike invests a lot of money into its advertising campaigns. Nike believes that this heavy investment will increase the breadth and quantity of an audience. For example, the “Just Do It” campaign is arguably the industry’s greatest advertising slogan of all time and has continued to fuel sales even today. Another great campaign that was launched during the 1980’s was the “Bo Knows” slogan, which depicted two-sport athlete Bo Jackson as being able to do anything athletically; as a result, if you wore his shoes, you were able to do anything. Nike has done an excellent job of marketing its products by coming up with great advertising campaigns and endorsing young athletes, as well as professional and collegiate teams. This has built tremendous popularity for the brand and as a result has led to a lot of consumers Nike over all of its competitors. For example, the author’s two favourite athletes are both endorsed by Nike, Lebron James and Derek Jeter, and therefore I buy a lot of the same Nike products that they use, rather than buying another company’s similar products.
Within the past five years or so, Nike has started to shift its marketing strategies away from the big television campaigns that led to its original success. As new, state-of-the-art products are released, Nike Fuel Band and the Nike+ Sports Watch GPS, Nike has been able to track its core customers and has learned that they spend an increasing amount of time on the Internet. This resulted in Nike launching on-line, digital ad campaigns on various social online communities/outlets. The Nike+ series of new innovative products records customers’ behaviours and patterns, as well as creating a platform for customers to really connect with Nike. By going digital, Nike is now able to directly communicate with its past and future customers, which allows it to understand what its target market wants out of a product. One example of this new technique was when Nike created a 30-story billboard in Johannesburg, South Africa, that posted fan headlines from Twitter (Cendrowski, 2012). Not only is Nike able to reach a much larger quantity of people, but also it is able to do so at a much lower cost than the expensive TV ad campaigns. Instead of spending $100 million on advertising during major sporting events, to reach at most 200 million people (Superbowl), Nike is able to reach this many people every single day for a fraction of the cost over its various websites and social media platforms (Cendrowski, 2012).
NIKE BRAND TOUCHPOINT
 “Just Do It.™” Three concise words that not only comprise one of the most recognizable slogans in advertising history but have transformed Nike® into an emblem of athleticism. According to Nike company lore, the slogan was coined quite unintentionally in 1988 at a meeting hosted by Wieden and Kennedy, Nike’s advertising agency. Dan Weiden, speaking admiringly of Nike’s can-do attitude to a group of Nike executives, reportedly gushed, “You Nike guys, you just do it.” And the rest, as they say, is advertising history. Twenty years later, juxtaposed next to Nike’s indelible “swoosh,” the “Just Do It” slogan is still deeply imprinted on our collective brand consciousness. I felt the sway of Nike’s brand as I eyed a new pair of cross-trainers during a recent shopping trip. “You’ll like them,” the salesman assured me, “they’re really athletic.” Really athletic. My mind raced with images of Sporty Me. Suddenly, I was transformed into a vigorous jogger. Or perhaps the shoes would morph me into the aerobics maven who lurks under professional clothes and demeanor. Maybe I could “just do” the physical lifestyle that hectic real-life keeps me from pursuing. My mental model was seized with possibilities.
NIKE CUSTOMER JOURNEY
The customer journey is the complete sum of experiences that customers go through when interacting with your company and brand. Instead of looking at just a part of a transaction or experience, the customer journey documents the full experience of being a customer.
The main stages of Customer Journey
· Awareness
Nike promotes themselves as the given choice for anyone through the prominent backing of their merchandise which creates overall positive brand awareness Nike has used pull marketing to establish a connection between the brand and potential customers.2 One of their best pull methods is their logo known as “swoosh”. When people see the “swoosh,” it’s directly identifiable to the brand. It’s extremely beneficial when a company has become so popular they don’t even need to have their name shown, only a logo. Nike is efficient in making sure they are the name brand in any sort of athletic competition or activity. Nike also does a fantastic job of appealing to all ages and genders. When people look into what the company can offer them, Nike gives them what they want. Everything they show and promote looks, feels and sounds like something everyone needs and it increases brand awareness and profit. Nike also incorporates to their website in the “clearance” section. The reason it provides success is people get a chance to try out the brand without having to spend too much. It keeps customer coming back by selling a discounted item that currently has a new version. Consideration
 Nike doesn’t just sell products. It tells customers what they want — and then makes that value readily available. The key is Nike’s ability to cultivate customer trust. Between its brand legacy, its knowledgeable team and its commitment to the entire athletic experience, Nike proves it knows athletes. With personalized recommendations, it then proves it knows individual customers. This one-two punch puts Nike in the unique, coveted position of consistently anticipating and meeting customer needs. It allows Nike to “Just Do It.”
· Decision
Decision making involves a series of steps in which individuals practice on a daily basis.  It is especially crucial for big time companies like Nike.  The process of decision making by individuals and groups should be thoroughly planned out in order to lead to a companies successes. Actions that are part of the process include recognizing, identifying, gathering, listing and evaluating, and selecting the best option.  As a leading manufacturer of sports products Nike must use efficient and effective management to make decisions that best fit the company.  Decisions need to be based on the consumer needs and wants in order to sell the apparel, shoes and equipment.  This is done by looking at the facts.  Nike knows what the consumers are looking for and therefore can develop a thought-out process to get the product out there.
· Retention
Customers feel empowered in making informed buying decisions. This tactic helps make customers feel good about the products they buy from the company. Thus, Nike's marketing communications mix uses personal selling to create better customer experience and customer relations, while promoting the company's products.
· Advocacy
Customer advocacy is a form of customer service where your business’ entire focus is on delivering the best possible service for its customers. Being bullish on satisfying your customers will yield terrific results- that’s the whole point of creating a customer advocacy program. Customers are best as advocates since they lend credibility to your brand. If a friend or a colleague say that they loved a product, there is more trust factor there than when it comes from the brand itself. This is something we established in the introduction of the article, where we gave the example of Nike. Word-of-mouth marketing or Social Proof are some of the terms that we associate with when a customer talks positively about a brand to his/her peer group.



CONCLUSION
Nike was founded by a simple handshake in 1964 by a University of Oregon track and field athlete Phillip Knight and his coach Bill Bowerman. This handshake led to the company becoming the world’s largest marketer and retailer of athletic footwear, apparel and accessories. Early on Bowerman created a company culture that fosters innovation, which has been one of the main reasons for its continued success today. Nike’s goal is to create products and services for today’s athletes, while solving problems for the next generation. Currently, Nike dominates its industry and owns a market share of over 40%, which is a direct result of its significant competitive advantages. 
	Early in its history, Nike understood that the key to increasing its profitability is to offer the most advanced products on the market and by building a strong and immensely popular brand reputation. Incorporating innovation into its mission and vision statements was a phenomenal move by Nike, because it stressed to the public and its employees just how important it was for it to be the most innovative company in its industry. This led to major breakthroughs in the company and has prepared it for future growth. Examples of Nike’s innovations, described earlier, include the Air Jordans, Nike+ package, and Fuelband. The other important part to Nike’s growth strategy over the years was excellent and relentless marketing platforms. The focal points of these platforms were to attach Nike’s brand name to the careers of ascending young athletes and creating catchy advertising slogans. Two of the more popular slogans were the “Just Do It” campaign and the “Bo Knows” campaign. Although these were extremely popular, and did lead to a lot of success for the company, Nike truly separates itself from its competition in its endorsement deals. As already highlighted, Nike signs the most prominent athletes in each sport and, as a result, its products have a significant popularity boost and the overall brand grows in strength. Ultimately, Nike has done so well over the years due to the strength and popularity of its brand. Customers associate the name Nike with popular, innovative, top-of-the-line performance gear. Also, Nike takes a genuine interest in each individual customer and wants to provide some form of good or service for everyone. Its new digital ad campaigns allow Nike to track exactly what its potential consumers are looking for from a product and then the company can develop its marketing strategies around these ideas, or even build completely new products that fill these needs. As soon as someone uses or buys their first Nike product, Nike wants them to feel like they are a part of the global Nike family. For example, Nike created a platform online for direct communication with its customers, to answer any questions/concerns or listen to any ideas they may have. 
	Competitors in its industry are taking notice of Nike’s dominance and have tried imitating its famous marketing strategy of attaching its brand to the careers of popular athletes. This tactic has worked so well for Nike in the sports apparel market that other companies (Wrangler, Gillette), in completely different industries, have implemented similar strategies. As the list of individual and team accolades grows, so too does the brand awareness and strength of the company that is utilizing these athletes as representatives of its respective brands. For the foreseeable future, Nike will continue to be the leader of its particular industry and will be a company imitated for its culture centered upon innovation, as well as its world famous marketing strategies. The company’s success depends critically on their consistent ability to continue to understand and emphasise with the customers
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