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Abstract: This research explores Nike's brand positioning in Pune by understanding customer perceptions 

and preferences. It aims to analyze how Nike's positioning influences its brand management decisions. 

Through a mix of quantitative and qualitative methods, the study highlights the importance of delivering on 

the brand promise to foster loyalty. Despite challenges like competition and price sensitivity, respondents 

generally express satisfaction with Nike's products and pricing. The findings suggest a significant link 

between customer expectations and Nike's brand positioning. Recommendations include expanding outlets, 

adopting eco-friendly practices, and improving feedback mechanisms. 
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