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Abstract. This paper investigates the unique role of signature shoes in the global athletic footwear 
industry, with Nike serving as a primary case study. Signature shoes refer to the footwear endorsed 
by high-profile athletes or celebrities, which blends elite sport performance, modern fashion trends, 
and personal character traits into one product. They emerged as a very new type of product in the 
footwear industry, and crucially have given the sports footwear market a completely refreshing 
outlook. The study mainly explores how signature shoes differ from traditional shoes, encourage 
consumer consumption, and contribute to the footwear industry of the brand Nike. Applying the 4P 

marketing mix framework (Product, Price, Place, Promotion), the paper analyzes Nike’s marketing 
approach, detailing how product promotion, pricing strategies, digital and direct-to-consumer 
channels, and celebrity-driven promotion have sustained its dominance. It further addresses current 
challenges, such as diminishing athlete influence and technological stagnation, and provides 
theoretical recommendations for future growth through innovation and strategic branding. 
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1. Introduction 

In 1983, Nike revolutionized the sneaker industry with the creation of its first signature sneaker, 

the Air Jordan 1 (AJ1). This new product line not only disrupted conventional sports marketing but 

also introduced a transformative business model: athlete-endorsed, personalized footwear. The 

success of the Air Jordan series marked the beginning of a new era, where sneakers were no longer 

seen solely as athletic equipment, but as symbols of identity, culture, and lifestyle. 

Signature shoes refer to footwear specifically designed, branded, and marketed in collaboration 

with a high-profile individual—often an elite athlete, influencer, or celebrity. Unlike standard product 

lines that are associated directly with the brand, signature shoes are deeply connected to the persona 

and narrative of the individual they represent. This creates a unique marketing opportunity, allowing 

brands to tap into the cultural capital of their collaborators and build emotional connections with 

consumers. 

This paper focuses on Nike due to its dominance and innovation in the signature shoe market. By 

analyzing Nike’s approach through the 4P marketing framework—Product, Price, Place, and 

Promotion—this study aims to understand the profound influence of signature shoes on the sports 

footwear industry. The paper also explores the evolution of the signature shoe model, assesses its 

financial and cultural impact, and examines the challenges Nike currently faces in sustaining growth 

in this competitive segment. 

2. Case Introduction 

2.1. Nike’s Brand Identity and History of Signature Shoes 

Nike was founded in 1964 as Blue Ribbon Sports by Bill Bowerman and Phil Knight and officially 

rebranded as Nike, Inc. in 1971. Over the decades, the company has evolved into the global leader in 

athletic footwear, known for its innovation, performance-driven designs, and strong marketing 

presence. 

The foundation of Nike’s success in the signature shoe industry can be traced back to 1985, when 

it launched its first-ever athlete-endorsed sneaker, the Air Jordan 1, in collaboration with NBA rookie 



Highlights in Business, Economics and Management CMAM 2025 

Volume 60 (2025)  

 

230 

Michael Jordan. At the time, Nike was still an emerging player in basketball footwear, competing 

against dominant brands like Adidas and Converse. However, the partnership with Jordan proved 

revolutionary, not only transforming Nike into a powerhouse in the basketball shoe industry but also 

reshaping global sneaker culture [1]. 

The launch of Air Jordans marked a new era of signature shoes, turning them from simple sports 

equipment into a symbol of status, fashion, and culture. The massive success of this line encouraged 

Nike to continue developing signature shoes with top athletes. Over the years, the brand introduced 

iconic lines for basketball stars like LeBron James, Kobe Bryant, and Kevin Durant, expanding into 

other sports by collaborating with athletes such as Cristiano Ronaldo in soccer and Serena Williams 

in tennis. Today, Nike’s signature shoe business remains a core pillar of its global influence, driving 

both its sales and cultural impact. 

2.2. Financial Performance 

Nike’s signature shoe strategy has played a critical role in driving the company’s financial growth, 

with endorsements from world-famous athletes and celebrities significantly boosting its market share 

and revenue. The company has consistently led the athletic footwear industry, using methods of 

leveraging the power of limited-edition releases, high-profile collaborations, and strong brand 

storytelling. 

As of 2022, Nike commanded a 30% market share in the global athletic footwear industry, 

reinforcing its position as the dominant player in the sector [2]. Within the sneaker market, Nike held 

a commanding 38.5% market share, far ahead of its competitors [2]. The signature shoe business has 

been one of the key drivers of this success, with Jordan Brand alone generating over $6.6 billion in 

annual revenue in 2023 [2]. 

Nike’s presence in the basketball shoe market is even more dominant. In 1987, Nike controlled 

43% of the basketball footwear market, but through strategic endorsements and innovative product 

development, the company doubled its share to 86% by 2019 [2]. This dominance is largely attributed 

to the continued popularity of the Jordan Brand, as well as the success of other signature lines such 

as the LeBron, Kobe, and Kevin Durant series. Additionally, Nike’s ability to create hype around 

sneaker releases—through strategies like exclusive drops on the SNKRS app and limited-edition 

collaborations with designers like Travis Scott and Virgil Abloh—has helped it maintain strong 

financial performance. 

With continuous innovation and expansion into new markets, Nike’s signature shoe segment is 

expected to remain a major contributor to the company’s financial success. 

2.3. Main Target Customer Group 

Nike’s signature shoes cater to a diverse range of consumers, with the main customer segments 

consisting of athletes, sports fans, sneaker enthusiasts, collectors, and streetwear and fashion 

consumers. Many consumers purchase Nike’s signature shoes for their performance benefits, 

particularly basketball players who look for high-tech innovations in models like the Nike LeBron or 

KD series, which offer superior cushioning, grip, and support. Similarly, footballers and runners opt 

for Nike’s performance-driven models, often influenced by athlete endorsements.   

Another key customer group is sneaker enthusiasts and collectors, who are heavily influenced by 

hype culture and often seek limited-edition releases, retro models, and exclusive collaborations. 

Signature shoes like Air Jordans have become cultural icons, making them highly valuable in the 

resale market on platforms such as StockX and GOAT. Additionally, many of Nike’s signature shoe 

buyers do not purchase them for sports but rather for fashion and lifestyle purposes. Collaborations 

with Travis Scott, Off-White, and Sacai have elevated Nike’s influence in the streetwear and high-

fashion spaces, solidifying its signature shoes as a staple in urban fashion trends.   
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2.4. Major Rivals 

Despite its stronghold in the industry, Nike faces intense competition in the signature shoe market. 

Adidas, Nike’s biggest global rival, has a strong presence in signature basketball shoes, partnering 

with NBA superstars like James Harden and Damian Lillard. Adidas also previously disrupted the 

sneaker industry through its successful collaboration with Kanye West’s Yeezy brand. Under Armour, 

though a more minor player, has made strides in basketball footwear with its Curry Brand, endorsed 

by Stephen Curry, and continues to grow steadily, posing a challenge to Nike in the basketball 

performance market. Other competitors, such as Puma and New Balance, are also making efforts to 

gain a share of the basketball and signature shoe industry, with Puma signing LaMelo Ball and New 

Balance partnering with Kawhi Leonard. 

Nike’s ability to outperform its competitors lies in its strong athlete partnerships, innovative 

technology, and mastery of hype-driven marketing [3]. The company’s deep cultural integration into 

sports, music, and streetwear continues to keep it ahead in the race for sneaker market dominance. 

3. Marketing Strategies Analysis 

Nike has used pervasive marketing throughout its operation of signature shoe lines. The analysis 

will use the 4P marketing mix introduced by Jerome McCarthy in 1960 to analyze Nike's marketing 

methods in detail. The 4P acronyms stand for product, price, place, and promotion. These four 

marketing degrees allow us to comprehensively analyze Nike’s marketing strategies for signature 

shoe lines. 

3.1. Product 

It is evident that Nike’s marketing method concentrates on signature shoes, and how signature 

shoe lines vary from other traditional athletic shoes and sneakers production is essential for Nike to 

target their signature shoes specifically. Due to the strong attachment of one signature shoe to a 

particular athlete, celebrity, or influencer, the marketing process should not only focus on the product 

— the boots itself, but also the connection of the shoes with the attached celebrity so that can increase 

the appeal of the Nike brand and increase the sales of certain signature shoes [4].  

Nike has set a great example of marketing products around products and their attachment to the 

owner of the signature shoes. For instance, the marketing campaign of ‘Air Jordan’ perfectly aligns 

with the characteristics of signature shoes. Nike needs to underline and endorse the air cushion 

technology used in the product — signature shoes of Michael Jordan.  Given this purpose, Nike 

created the product's name ‘Air Jordan 1’. By doing so, Nike successfully associated the shoes with 

Michael Jordan’s artistic and elegant offensive playing style that required Jordan to jump and move 

in the air. The name, followed by the marketing logo ‘Jumpman,’ has attracted many of Michael 

Jordan’s fans who have watched his NBA plays. From roughly 2000 million dollars annually to 7000 

million dollars annually, "Air Jordan 1" has brought in enormous sales revenue for the Nike brand 

[5]. From today's perspective, ‘Air Jordan’ marketed by Nike is still one of the world's most famous 

marketing campaigns. The signature shoe ‘Air Jordan 1’ far exceeds its value as an athletic shoe and 

has become a sneaker that has won artistic value. 

3.2. Price 

Signature shoes are often considered very high-end and high-priced because they are frequently 

shown by elite athletes such as NBA all-star players such as Kobe Bryant and Lebron James, which 

suggests they are very elite products with very high prices.  

Nike frequently uses dynamic pricing strategies while pricing for the purpose of meeting the 

diverse needs of the public. Dynamic pricing allows producers to alternate the price of signature shoes 

based on customer characteristics and supply and demand factors [6]. Nike has introduced a flexible 

discount strategy to boost sales. Through analysis of market demand and competition, Nike often 

modifies the prices of signature shoes in product channels and selling periods [7]. Unlike other brands 
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that somewhat overemphasize the value of each pair of signature shoes and face a hard transition 

from one product to another, Nike adapts to implement promotional discounts on minor products — 

those signature shoes that have passed their marketing period and no longer have to maintain a high 

price to perform to be the top products Nike have. For customers who pursue high-quality and 

performance signature shoes at low prices, implementing promotional discounts can further attract 

those customers to consume these quality signature shoes at lower prices.  

Another benefit of dynamic pricing strategies is that these lower-priced minor products can provide 

more space and opportunity for Nike to concentrate on marketing the more newly designed and 

published products that require essential and extensive marketing operations. Successful transitions 

from one product to another are also why Nike has remained a top leader in the signature shoe industry 

for a long time.  

3.3. Place 

For Nike’s signature shoe production lines, placing strategies play a massive role in marketing 

appropriate products to specific groups of customers. Nike has significantly invested in an E-

commerce trading platform, encouraging direct-to-consumer (DTC) sales. This approach allows 

brands to cut traditional retail channels, thus providing a lasting direct relationship between the brand 

and the customer, aiming to enhance the customer journey by offering a customized brand experience 

[8].  

The DTC model is often combined with digital sales [8]. For example, Nike has introduced the 

Nike mobile app and website, which serve as the primary platforms for the brand to market. Moreover, 

by DTC sales, Nike has more opportunities to explore the release of limited-edition signature shoes. 

Before, it was tough for Nike to control the number and price of some high-scarce products through 

third-party retailers. The DTC sales that directly sell products to customers no longer need Nike to 

make so much effort to control and avoid more risks from Nike to the third-party retailer.  

However, the transition to Nike's DTC sales has disadvantages. The exit from wholesale channels 

has created opportunities for established or newly emerging brands  ’products, such as Hoka, On, and 

New Balance. Nike’s DTC selling approach still needs more time to fully optimize its supply chain 

and inventory management to meet consumer demand efficiently. 

3.4. Promotion 

Nike has harnessed social media to promote strategies very successfully. This approach broadens 

the brand's reach and cultivates a sense of unity and loyalty among Nike's supporters. 

Through platforms like Instagram, TikTok, Twitter, and YouTube, Nike engages millions of 

followers with interactive content, athlete endorsements, and compelling storytelling. The brand 

frequently collaborates with top sports figures, celebrities, and influencers, ensuring its products 

remain relevant in both athletic and streetwear cultures. Campaigns like #JustDoIt and viral marketing 

stunts have helped Nike maintain a dominant digital presence, resonating with younger audiences. 

Additionally, Nike uses its SNKRS app to create exclusive drops and limited-edition releases, 

fostering anticipation and demand. The company personalizes ads and promotions by leveraging data-

driven marketing, strengthening customer engagement. Nike’s strong social media presence not only 

drives sales but also reinforces its identity as a brand that stands for innovation, empowerment, and 

cultural relevance leadership in the market. 

4. Suggestion 

4.1. Current Challenges Faced by Nike 

One current issue associated with Nike’s signature shoes is the lack of innovation in technology 

and design in their newly released signature series, which directly prevents the company from 

attracting new customers. Nike has been famous for its high-end technologies in their shoes, such as 

the air-cushioning midsole technology and the Flyknit upper. Nike revolutionized the whole footwear 
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market with the help of its efforts in technology development. However, with the growing 

competition in the shoe market, many brands besides Nike, such as Adidas(with its Lightstrike Pro 

and Boost cushioning) and Lining (with its Bong cushioning material), have also invested in new 

technologies and inventions and successfully introduced several new technologies to their new 

products which have them significantly gained a lot of consumer attraction. In comparison, Nike’s 

steps in technology improvement have not yet led to significant developments for a while, and the 

company did not achieve to come up with an appropriate reaction method to deal with the external 

change, causing the loss of loyal consumers who tend to buy its products for their uniqueness and 

high technology.  

Nike’s signature basketball shoe business has long relied on the star power and on-court 

dominance of its endorsed athletes. However, with Kobe Bryant’s tragic passing, LeBron James 

nearing retirement, Kevin Durant past his prime, and the contract cancellation with Kyrie Irving, the 

brand faces a critical challenge: none of its current NBA signees command the same cultural influence 

or sneaker-selling power as the previous generation of legends. Although signs and new signature 

shoes series are offered to undoubtedly talented players such as JA Morant, Devin Booker, and Jason 

Tatum, their legendary status were often argued and compared with previous successful careers of 

Michael Jordan, Kobe Bryant, or LeBron James. What’s more, Nike has expanded its signature roster 

(e.g., Giannis, Luka Dončić, Zion Williamson), but this dilutes exclusivity. In the 2000s, only a 

handful of players (Jordan, Kobe, LeBron, and KD) had signature shoes—now, nearly every All-Star 

gets one. Spillover effects of product lines are possibly occurring. With the lack of compelling 

performance from those endorsed players and products, and excessive choices for fans, fans no longer 

saw Nike’s signature shoes as a must-have. 

4.2. Potential Solutions 

To address the lack of breakthrough technology in its signature shoes, Nike should increase its 

R&D investment to regain its technology edge among sportswear brands. Regarding Nike’s unique 

Zoom Air cushioning technology, the company should develop next-generation variations like 

adaptive pressure zones, thickness-adjustable units, and hybrid systems combining Zoom Air with 

responsive foam compounds [9]. At the same time, Nike can still conserve its conventions of the Air 

cushioning system in signature shoes to enhance the customers’ brand loyalty, where Nike’s loyal 

customers who are into this unique technology very much would keep their interest in Nike’s new 

product lines [10]. Simultaneously, Nike should explore revolutionary upper technologies such as 

3D-knit structures with dynamic support zones and smart temperature regulation. By pushing these 

boundaries while maintaining the iconic Air cushioning legacy, Nike can deliver truly innovative 

performance benefits that competitors cannot match, thereby attracting both performance-driven 

athletes and tech-conscious consumers.   

To address the diminishing star power of its signature athletes, Nike must adopt a more strategic 

and research-driven endorsement approach. Instead of overflooding the market with numerous new 

signature lines, the company should prioritize fostering deeper emotional connections between 

emerging athletes and consumers. This can be achieved through immersive storytelling campaigns 

that go beyond traditional, performance-based marketing. These campaigns should emphasize the 

athlete’s authentic personality, personal journey, and core values—crafting narratives that resonate 

with fans on a deeper, more personal level. For example, Nike could produce mini-documentaries 

mainly exploring an athlete’s life off the court, their training routines, and the emotional motivations 

driving their careers. Additionally, behind-the-scenes content showing genuine collaboration between 

athletes and Nike designers can reinforce the products' authenticity and highlight athletes' meaningful 

role in shaping them. 
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5. Conclusion 

Nike’s strategic focus on signature shoes has elevated its brand identity and transformed the global 

sneaker industry. Through pioneering collaborations with elite athletes and leveraging the 4P 

marketing mix—product innovation, flexible pricing, direct-to-consumer distribution, and powerful 

promotional campaigns—Nike has successfully positioned its signature footwear as high-

performance gear and cultural icons.  

Despite facing the challenges of a diluted signature roster and technological innovation stagnation, 

Nike maintains a dominant market position. To sustain its leadership, the company must reinvest in 

breakthrough performance technologies and revitalize its athlete partnerships by telling compelling, 

authentic stories that resonate with modern consumers. 

Ultimately, Nike’s signature shoe model serves as a benchmark in marketing excellence, proving 

that when athletic functionality meets cultural relevance, the result is the product like signature shoes 

that transcend their purpose and become a symbol of personal identity, aspiration, and innovation. 
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