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	Notice:

	This book is an independent work of an informative and educational nature. The brand mentioned and others cited throughout the text are the property of their respective owners and are used here only for the purpose of historical contextualization and analysis.

	This book is a work of fiction based on real events. Some information may be omitted or interpreted differently from reality.

	This work is not affiliated with, authorized, sponsored or endorsed by any of the brands mentioned. All trade names, logos, slogans and trademarks remain the property of their respective owners. There is no claim of any relationship with the companies mentioned, nor does it represent their interests.

	Any similarity to business strategies, corporate decisions or characters related to the brands is based on public sources, news reports, historical records and research conducted in good faith.

	If any image in this work contains recognizable elements, it was used without the intention of officially representing the brand, and without suggesting any type of endorsement, sponsorship or affiliation. This work is independent and has an informative and educational character.

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	Chapter 1: The Founding of a Legend – Nike’s Origins and Phil Knight’s Vision

	Nike didn't come about overnight. Its journey began in the 1960s with a young man named Phil Knight, who, alongside his mentor Bill Bowerman , found the ideal space to revolutionize the world of sports. Phil Knight, then an MBA student at Stanford University, had not only a business acumen, but a dream of changing the global sports landscape. Nike was born with an inspiring name, “Nike” – in honor of the Greek goddess of victory, a metaphor that reflected the brand’s ambition: not just to be a sports brand, but a brand associated with success.

	Knight began his career in 1964 by partnering with Bowerman , a track and field coach, in founding Blue Ribbon Sports. In the beginning, the company did not manufacture sneakers, but imported them from Japan and distributed them in the United States. However, Knight's grand vision was not just to distribute sneakers, but to create an emotional bond with athletes, a link that made them feel that their success was, in some way, tied to that brand. For him, the key to this success would be to create personalized and innovative products for athletes, products that not only help them improve their performance, but also make them feel unique. The real revolution, however, would come when Nike began to focus not only on developing cutting-edge technologies, but also on strengthening ties with athletes at the beginning of their journeys.

	Practical example: The most classic example of this vision is the partnership between Nike and runner Steve Prefontaine . Prefontaine , one of the greatest talents in American track and field, was in the early years of his career when he joined Nike. The brand not only supported him with sneakers, but also treated him as a symbolic figure, investing in him as an athlete before his rise to stardom. This commitment resulted in a mutual loyalty that remained strong, with Nike associating its name with the athlete who represented the spirit of overcoming obstacles.

	

	

	 

	 

	 

	Chapter 2: Nike’s Partnership Model – Athletes as Partners and Protagonists

	Nike understood very early on that athletes should not be seen just as consumers, but as partners of the brand. This strategy was fundamental to Nike's success in its early years. Rather than simply signing established celebrities, Nike decided to invest in young talent, giving them a platform to grow while also helping to shape their futures.

	By signing athletes before they became stars, Nike made them feel like they had a key role in shaping the brand. This model allowed athletes to have a say in product design and advertising campaigns. This, in turn, created a strong sense of loyalty, as they felt like an integral part of the brand’s journey. For Nike, it also meant that the innovations they invested in were always focused on the real needs of athletes, rather than based on abstract marketing ideas.

	Practical example: Nike's contract with Michael Jordan is perhaps the most emblematic of this philosophy. Although Jordan was already a promising prospect when he signed with Nike, he was not yet the icon he would become. Nike took a chance on him with the Air Jordan model, which not only became a sales success, but also helped create a true symbiotic relationship between the athlete and the brand. This partnership began with a product tailored to Jordan's needs and, over the years, has become one of the greatest marketing successes of all time.

	

	

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	Chapter 3: The Impact of Technology – How Nike Innovated for Rising Athletes

	Technological innovation has always been a cornerstone of Nike since its inception. With the goal of providing athletes with high-performance products, Nike pioneered several technologies that changed the athletic footwear industry. However, Nike’s unique selling point was its focus on improving the athlete experience, rather than creating a product for a specific niche of consumers.

	During its early years, Nike began working with the idea of creating shoes that not only offered comfort, but also optimized the performance of athletes. The first major innovation was the rubber waffle sole shoe , which provided greater grip and efficiency during runs. This innovation, along with the collaboration of emerging athletes, ensured that Nike stood out for its functionality and care for the needs of the athlete in training, not just the athlete in competition.

	Practical example: The development of the Nike Air Max line is a clear example of this fusion of technological innovation with the needs of athletes. Created to improve the cushioning of shoes, the Nike Air Max was not only a revolution in design, but also aligned with the needs of athletes such as runners who sought greater comfort and performance. Before becoming a symbol of style, the Air Max was seen as a true innovation that helped athletes in their daily training.

	

	

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	Chapter 4: The Psychology of the Athlete – Nike as an Emotional Partner

	Unlike many brands that viewed their sponsors as mere sources of revenue, Nike took a unique approach by also focusing on the psychology of athletes. They understood that building a real connection with athletes required more than just financial sponsorship. Nike invested in creating emotional campaigns that spoke directly to the values and aspirations of athletes.

	These campaigns focused on the challenges athletes faced, the daily struggles, and the overcoming challenges that happened before they became legends. Nike showed that no matter where an athlete was in their journey, the brand was by their side, helping them reach their best.

	Practical example: The “Just Do It” campaign, which was launched in 1988, is a clear example of this approach. It didn’t just talk about performance, but about the mindset needed to overcome challenges. Nike used real-life stories of athletes, such as an amateur runner trying to beat his own record, to show that success was not just a matter of talent, but of mindset and perseverance.

	

	

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	Chapter 5: Nike’s Relationship Marketing – Creating Loyalty from the Ground Up

	While many brands sought partnerships with renowned athletes, Nike understood that true loyalty did not come from a million-dollar contract, but from building an authentic and lasting relationship with athletes. The brand did not want to be just a supplier of products, but rather a partner that would be there for athletes every step of the way.

	Nike's marketing, especially in the early years, was based on building a community of athletes and aspirants. It didn't matter whether the athlete was an amateur or a professional. Nike positioned itself as an inclusive brand that supported athletes at any stage of their career. This focus on personal relationships helped cement athletes’ loyalty to the brand.

	Practical example: Sponsoring athletes in sports such as basketball, track and field and football at the beginning of their careers (such as LeBron James and Serena Williams) is an example of how Nike has built a long-term loyalty network. LeBron, for example, signed his contract with Nike while he was still a teenager, and the brand made a point of following his growth, not only with high-performance products, but also with a close relationship and constant support.

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	 

	Chapter 6: Advertising That Connects – Building Powerful Images for Rising Athletes

	Nike has always been known for its unique ability to create advertising campaigns that transcend the product, connecting the brand to an emotional narrative that touches the hearts of its consumers. Early on, Nike knew that the focus should not be on selling sneakers alone, but on building a powerful image of both the brand and the athletes who represent it. The idea was to create a connection between the audience and the athlete, where viewers would not just see a product, but feel that an athlete’s success was an inspiration for their own lives.

	This approach was particularly effective in Nike’s early years, when the brand was still trying to establish itself in the market. By partnering with young, up-and-coming athletes who were just starting to make a name for themselves in their respective disciplines, Nike was able to connect its campaigns directly with the public, creating a connection between consumers and athletes. The brand positioned itself as a true ally of athletes, committed to their success even before they reached the heights of fame.

	Practical example: One of the most iconic campaigns was that of Michael Jordan, when he was still at the beginning of his career. The 1985 "Air Jordan" campaign not only promoted a shoe, but became a visual narrative about overcoming and struggle. Even though he was an athlete who was still forming his legend, Nike built a powerful image of Jordan as a champion, connecting his trajectory to the brand and, thus, associating the athlete's success with that of consumers.
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