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The AMA defines marketing as an activity, a set of institutions, and 
processes used by a business or individual to create, communicate, 
deliver, and exchange offerings that are of some value for the 
customers, clients, partners, as well as the society in general (Kotler & 
Keller, 2006).

Marketing is the process of forming relationships with potential 
customers so that one can profitably develop and promote their 
products and services (Kapferer, 2008, p. 14). Nike has formed great 
working relationships with its clients especially in the sports world, such 
that the company gets to profit through advertising with the 
professionals.
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Nike is market oriented in that they greatly rely on their customers' 
opinions to determine the company's trends in relation to the products. 
The concept is consumer-driven in that the company produces what 
the clients want, and positions these products where the clients can 
easily find them, at a price that is affordable to them. The concept can 
thus be broken down as a 4C's kind of marketing mix where the key 
factors are consumers, cost, convenience and communication (Kotler & 
Keller, 2006, p. 74).

5
Customer satisfaction at Nike is increased through obtaining customer 
feedback on a consistent and regular basis, as well as conducting 
frequent market researches to ensure that there is a constant exchange 
of information between the company and its clients (Keller, 1998). The 
benefits of the Nike market orientation give the company a competitive 
advantage by ensuring that the products are not only easily accessible 
but also quite affordable to its consumers.
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