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Abstract 
 The thesis purpose is to examine the 
interrelationship of consumer perception and brand 
awareness. The main objective is to research how 
consumers’ perception of brand awareness before 
and after seeing Nike advertisements influences 
their relation to brands.The thesis has deductive 
quantitative research approach, since it starts from 
theory to gain more understanding of the research 
area. The data is collected through an online 
questionnaire. This study is based upon the general 
brand and branding definitions, with focus on brand 
personality, consumer perception and findings 
within the study of Nike.The study is investigated 

quantitatively. An online questionnaire was used to 
gather the empirical data.This study provides a 
broad overview about consumer perception of brand 
personalized commercial advertisements and what 
is their relation to brands after seeing Nike 
advertisements. The research contributes to brand 
personalization theory and Nike studies and 
demonstrates that Nike influence on brand 
personalization depends on how strong the 
consumer-brand relationship is.  
Keywords: Brands, Brand Personality, Consumer 
Perception, Brand awareness.

 

Introduction  

 The global sportswear market is trending with innovation, increasing health awareness, 

popularity of athleisure, combination of smart clothing and growth of functional clothing. The 

major trends of the market include increased health awareness, product innovation, popularity of 

athlesiure and combination of smart clothing and sportswear. The competition in the market will 

largely be dominated by big firms. The report offers an in-depth analysis of the global sportswear 

market. It also covers the regional aspect of the market. The report profiles Nike, Inc., Adidas 

Group, VF Corporation and PUMA.  

 

Nike's Corporate Mission Statement 

"To be the world's leading sports and Fitness Company." 

 Nike’s mission statement resembles a vision statement and is therefore a weakness. While the 

mission does broadly identify the business we are in, namely the sports and fitness industry, it is 

not specific as to what products and services we provide. The mission statement also omits any 

mention of distribution channels and customers. It does, however, portray management’s beliefs 

and values of their desire to be number one and maintain the leading position in the sports and 

fitness shoe and apparel industry.  
 

Areas of Focus 

 Nike sport research focuses on biomechanics, physiology, sensory/perception and data science. 

Researchers test theories and conduct studies in pursuit of enhancing performance, reducing 
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injury, strengthening perception and feel, and delivering innovative products to athletes primarily 

through these their disciplines.  

 
Product Analysis  

 Their primary product focus is athletic sportswear designed for specific-sport and/or leisure 

use(s). We also sell athletic apparel carrying the same trademarks and brand names as many of 

their sportswear lines. Among their newer product offerings, we sell a line of performance 

equipment under the Nike brand name that includes sport balls, timepieces, eyewear, skates, 

bats, and other equipment designed for sports activities. In addition, we utilize the following 

wholly-owned subsidiaries to sell additional sports-related merchandise and raw materials: Cole 

Haan Holdings Inc., Nike Team Sports, Inc., Nike IHM, Inc., and Bauer Nike Hockey Inc. Their most 

popular product categories include the following:  

 Running, Basketball, Cross-Training, Outdoor Activities, Tennis, Golf, Soccer, Baseball, 

Football, Bicycling, Volleyball, Wrestling, Cheerleading, Aquatic Activities, Auto Racing, Other 

athletic and recreational uses  

 
Review of Literature  

1. Bob (2008) stipulates the use of right kind of sportswear. The author observes that most of the 

time people buy sportswear for their looks and do not consider comfort. With the 

advancement in technology even safety shoes come in all styles. The author deliberates on 

certain variety of shoes namely electrical hazard safety shoes, ankle protection shoes and 

chemical shoes and points out the importance of having these shoes depending on the kind of 

job one is in.  

2. The study by Curran (2009) explores the impact of trade defence actions by the European 

Union on China on low cost goods especially textiles and sportswear. The author in his study 

argues that such kind of trade defence actions against China has benefited other developing 

economies like India, Brazil and Indonesia than the European Union. According to the study, 

sportswear imports by the European Union from India rose from 486.4 Euro Million in 2004 to 

732.1 Euro Million in 2007 after the imposition of anti- dumping duties in China. The 

restrictions imposed on China have become a boon for other developing countries.  

3. Hewson (2010) focuses on the pressure exerted by media, government and public for 

exploitation of labour in the clothing and sportswear firms. As it was evident in the cases of 

Walmart and Nike for which they became infamous in the 1990’s in United States. Therefore 

inorder to incorporate fair labour practices, government and industry coalitions were formed. 

The author observes in his study that with accelerated pace of globalisation in clothing and 

sportswear the vulnerability to competitive pressure increases and therefore sweat shop risks 

shall also increase.  

 

Research Objectives  

Primary Objectives 

 To study the consumer perception about sportswear in NIKE.  

 To analyse how brand awareness affect the buying behaviour of consumer.  

 

Secondary Objectives 

 To study the power of brand NIKE in the market place among competitors.  

 To light out the advantages of brand awareness in profit making through NIKE.  
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 To measure the effectiveness of sales promotional activities taken by the NIKE and suggest 

measure to increase.  

 

Scope of the Study  

 The researcher study entitled comparative analysis of market potential, market share and 

consumer perception for NIKE sportswear.  

 Study on market potentiality depends on different type of market share. The study also gives 

the extent of satisfaction and dissatisfaction among the users, so that the company can take 

the desired step to minimize the dissatisfaction level.  

 Study of the various factors which plays a major role in purchasing decision which provide the 

opportunity for the company to get the information about the most common factors which 

influence the purchase decision.  

 The aim of the study is to estimate the market potentiality and compare it with its 
competitive brands and also forecast the various opportunities available in the market for NIKE 
sportswear for coming years.  

 

Data Analysis and Intrepretation  

  Users of Nike        Chart-5 

     
Inference 
 From the above table respondents that 60% are Nike users and 40% are Non-users of Nike. 
 

What Products did you Purchase from Nike    Chart 

 

Inference 

 From the above table represents that 30% of the customers purchase shoes /socks 10% of the 
customers purchase tract suit cottons   40 % of the cottons purchase no products on  
 
Table Which of the following would you            Chart 
like to Best Describe Nike 

 
 
 
 
 
 
 

Particulars Respondent % 

Yes 30 60 

No 20 40 

Total 50 100 

particulars Respondent % 

Shoes Socks 15 30 

Tract suit Cottons 5 10 

Nothing 20 40 

Shorts & Bags 10 20 

Total 50 100 

Particulars Respondent % 

Cheap 5 10 

Fashionable 20 40 

Innovation 10 20 

Global 15 30 

Total 50 100 
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 From the above table represents that 10% of customers describes Nike product as cheap 40% of 
customers describes Nike product as fashionable 20% of customers describes Nike product as 
innovation and 15% of customers describes Nike product as global. 

 
Table What is the Main Reason you Buy or     Chart 
Caught Nike Product 

 

                           
 From the above table represents that 30% if the customers buy nike product for product design 

as the main reason 20% of the customers buy nike product for brand reputation as the main reason 

10% of the customers buy nike product for memorable advert and 40%  of the customer do not buy 

nike product 

 

Table where would you put Nike in top 100 for  

most innovation companies in the world    Chart 

 

 

Inference 

 From the above table represents that 50% of the customers put nike in top 10 20% of the 

customers put nike in 11-25 20% of the customer put nike 26-50 10% of the customers put nike 

above 50 as the most innovation companies in the world 

 
Table what you would say Nike is Most Recognized for 

 
 
 
 
 
 
 

 
Inference 

 From the above table represents that 40% of 

the customer says nike is most recognized  for 

sporting equipment 30% of the customer says nike is most recognized for footwear 20% of the 

customers say nike is most recognized for clothing 10% of the customers say nike is most 

recognized for accessories 

 

 

Particulars Respondent % 

Product design 15 30 

Brand reputation 10 20 

Memorable advert 5 10 

I do not buy nike 20 40 

Total 50 100 

Particulars Respondent Percent 

Top 10 25 50 

11-25 10 20 

26-50 10 20 

Above 50 5 10 

Total 50 100 

  

Particulars Respondent % 

Sporting equipment 20 40 

Footwear 15 30 

Clothing 10 20 

Accessories 5 10 

Total 50 100 
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Findings 

 The specific brand objective of Nike India would be to build up its brand reputation, image and 

equity. A brand is not simply a collection of products and benefits, but also a storehouse of 

value stemming from awareness, loyalty, and association of quality and brand personality.  

 A brand is a name, term, sign, symbol or design or a combination of them intended to identify 

the goods or services of one seller or group of sellers and to differentiate from those of 

competitors.  

  It can convey up to six levels of meaning: Attributes, Benefits, Values, Culture, Personality 

and User. The branding challenge is to develop a deep set of positive associations for the 

brand.  

 The secondary brand objective of Nike India would be to ensure that they match the market 

share and sales volumes of its competitors.  

 Nike despite being one of the most popular brands in the world has not really caught on in 

India. Hence it is reasonable to state that Nike’s popularity level in India could do with a 

boost.  

 Nike’s distinctive competency lies in the area of marketing, particularity in the area of 

consumer brand awareness and brand power.  

 Nike is known for its technologically advanced products and is the leader in this area. 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.  

 Being a company that always strives towards excellence, Nike needs to know exactly what its 

customers think about their products. Suggestions and comments would be welcome.  

 
Suggestions  

 Department stores are the prime sales and marketing channel for leather consumer goods. In 

addition, store decorations and product displays should be designed to create a strong first 

impression. 

 Seasonal promotion campaigns, like special discounts and advertisements, could be employed. 

New lines of collections should be introduced for festivals.  

 In addition to promotional activities in shopping malls and department stores, discounts and TV 

commercials are considered effective channels for promotion.  

 Popular materials used for leather consumer goods include bovine skin, goat/kid/lamb/sheep 

skin and crocodile skin. Regarding colours, black is by far most sought-after with dark brown in 

second place  
 

Conclusion  

 Nike is known for its technologically advanced products and is the leader in this area. This 

allows Nike’s products to stand out from the rest. Presently, the only form of customer 

relationship management activity that Nike has adopted in India is product warranty. NIKE has a 

very good brand preference among the youngsters currently according to the survey, and NIKE also 

blooming because of its reliability on product quality. The innovative sophisticated produces of the 

NIKE attracts the customers across the world. NIKE has very effective strategies to sustain in the 

market and also the heart of the customer despite the heavy completion, and its advertising 

strategy also efficient to attract all segment of consumer which will leave the everlasting impact 

on consumer mind. In India NIKE is being one of the top most sports apparel concern among 

toughest competition. 


