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ABSTRACT 
The sports industry has caused differentiation in marketing strategies with the effect of globalization. As a result of 
this differentiation, manufacturers have put the demands of their customers at the center of production. In the 
study; It is aimed to reveal the interaction elements within the scope of the retro marketing application area 
activities in the promotional videos of the Nike brand to impress people. The sample of the study consists of 4 
promotional videos: Nike Air Max 2090 Cloud, Explore Air Force I City, Build Your Nike Air Max 2090, Nike Air 
Max 720 Day, featuring augmented reality technology  with the retro products of the Nike brand. Density sampling 
method was used while determining the sample. Density sampling covers the best or most information-rich 
examples of the investigated phenomenon, rather than extreme or unusual cases. "Basic Qualitative Research 
Model" was applied as a research method. The main purpose of basic qualitative research is to reveal and 
interpret the meanings created by people. As a pattern in the study; document analysis technique was used. 
Documents used in qualitative research consist of four types: Public records and personal documents are the first 
and second types, popular culture documents are the third type, and visual documents including movies, videos, 
and pictures are the fourth type. This study consists of videos in the visual documents section of the fourth type. 
Analysis of the data obtained in our study; It was carried out according to 5 main titles and 10 sub-titles within the 
framework of "Retro Marketing Application Area in Sports" As a result; The Nike brand used augmented reality 
technology to present its products with a combination of old and new features to its consumers within the 
framework of retro marketing and to enable them to establish an emotional connection with the past. Under the 
title of images of the retro marketing application field in sports; It was observed that the redesign of AirMax and 
Air Force shoe models, which are identified with the brand and the titles of giveaways and themed games/events 
were emphasized in game day promotions. 
Keywords: Sports Industry, Communication, Retro Marketing, Augmented Reality, Promotion. 

 
 

INTRODUCTION 
Technological developments in the world cause 
competition among global brands. In order to increase their 
market share, brands engage in various activities by taking 
advantage of the attraction of sports and benefit from the 
social power that transforms sports into an industry1. Sports 
industry; It provides goods, products and services to sports 
activities and consumers and creates the necessary 
conditions for its formation. It is professional work 
associated with sports such as sportive product, logo, 
franchising, promotion, advertisement, entertainment, 
food2.It also includes services in the production and 
marketing of sports-related items3. Differences in 
technology and market have changed the way sports are 
consumed4. Thanks to digital technologies, brands can 
interact with their customers on a global scale through 
various digital platforms5. Communication on digital media 
platforms combines entertainment and business services. 
The activities carried out here add new values to the brand. 
Attractiveness in digital platforms is important to create 
opportunities in global sports marketing6. One of the 
marketing methods used by companies, businesses and 
brands today is retro marketing. Retro marketing is to offer 
a product or service produced in the past to consumers by 
adapting it to today's technology conditions. It takes place 
in a wide spectrum such as the use of old advertisements 
or promotions, retail stores inspired by the past, products 
inspired by its design, the revival of old brands7,8. In order 
to create a retro product, it is necessary to combine old-

fashioned elements with the latest or current functions in 
terms of function and performance9.For companies, using 
the retro style is important in terms of local and global 
marketing communication. Firms emphasize retrospective, 
local authenticity, the elements of history and tradition with 
their local marketing campaigns. In global communication; 
they highlight the characteristics, history and eternal values 
of the brand. Because of these situations; Retro marketing 
is to focus on goals to improve brand value and strengthen 
brand image10. Sports marketing is one of the areas that 
applies retro the most. One of the methods used to 
introduce retro products in sports is augmented reality 
applications.With augmented reality technology, people can 
access three-dimensional information that takes place in 
the real world. With the help of augmented reality 
technology, people can direct real objects and examine 
them according to their wishes. Unlike two- and three-
dimensional objects; They can include videos, audio files 
and information related to text within the platform11. 
Augmented reality is an up-to-date technology application 
in which objects between the real and virtual world are 
transmitted to users with digital information and different 
experiences are provided to these users. With this 
technology, the individual can make his life easier by 
bringing him information that is not within sight12.  
 Augmented reality is also used in terms of meeting 
consumers with the brand, making promotions, conducting 
market research, determining prices, customizing products, 
and managing consumer services and relationships. It is 
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also important for the application to provide more functional 
and enjoyable interaction with consumers13,14. Sports 
applications are at the forefront of the areas where 
augmented reality technology is used most effectively. 
Within the framework of this information; In our study, it is 
aimed to reveal the interaction elements of the augmented 
reality technologies made by the Nike brand for the 
promotion of retro products, according to the application 

area of retro marketing in sports. 
 

MATERIALS AND METHODS 
The aim and importance of the study 

Ethics committee report of this article was accepted with 
protocol number 209 at the meeting of Marmara University 
Health Sciences Institute Ethics Committee on 11.11.2019. 
In the study; Augmented reality technology applications 
made by Nike, which has an important place in the sports 
industry and is the first among sports brands, for the 
promotion of retro products took place. It is aimed to reveal 
the interaction elements in the retro marketing application 
area of the Nike brand in the introductory videos in order to 
influence individuals and consumers. Since there is no 
previous study examining retro marketing and augmented 
reality technologies in the field of sports, this study will 
contribute significantly to the literature. 
The universe and sample of the study 

The universe of the study consists of sportswear brands on 
global scales. BrandZ database company performs 
statistical analysis to reveal the value of brands in the 
world. According to BrandZ's data; The fact that Nike took 
the first place among sports brands constituted the starting 
point of our study15. The Nike brand, which tries to 
establish an emotional bond with its consumers, used 
augmented reality technology applications together with 
retro products. 4 promotional videos with augmented reality 
technology together with the retro products of the Nike 
brand constitute the sample. Density sampling method was 
used while determining the sample. Density sampling 
covers the best or most information-rich samples of the 
investigated phenomenon, rather than extreme or unusual 
cases16. Among the qualitative research methods, 
generally heuristic approach-based studies use density 
sampling17. The heuristic approach aims to discover and 
make sense of the nature of the event or phenomenon 
studied on, through self-experiences and the researcher's 
subjective explanations18. The heuristic approach is the 
only research approach that enables human experiences to 
establish subjective and creative connections between the 
researcher and the researched phenomenon (taking into 
account the researcher's tacit knowledge)19. 
The Model of The Study: As a research method, “Basic 

Qualitative Research Model” was applied. A researcher 
leading basic qualitative research studies how people 
interpret their lives, how they construct their worlds, and 
what meaning they add to their experiences. In this 
respect, the main purpose of basic qualitative research is to 
reveal and interpret the meanings created by people20. As 
a pattern in the study; document analysis techniquewas 
used. Documents used in qualitative research consist of 
four types: Public records and personal documents are the 
first and second types, popular culture documents are the 
third type, and visual documents including movies, videos, 

and pictures are the fourth type. This study consists of 
videos in the visual documents section of the fourth 
type20,21. 
Data Collection Tools: The video images that will be 

included in the findings part of our study have been 
accessed from Google Search Engine, YouTube, Vimeo 
platforms and the websites of the agencies that design 
promotional videos for brands. Access to 4 videos titled 
Nike Air Max 2090 Cloud, Explore Air Force I City, Build 
Your Nike Air Max 2090, Nike Air Max 720 Day, which 
combines the Nike brand, retro product and augmented 
reality technology application, was provided via social 
networks open to the public. 
Analysis of Data 

The analysis of the data obtained in our study was carried 
out according to 5 main titles and 10 sub-titles created by 
Scola and Gordon (2018) within the framework of Retro 
Marketing Application Area in Sports. The elements in the 
videos are defined and revealed according to the titles in 
the table. These titles are  1. Images. 1.1. Logo/ jersey/ 
sneakers etc. redesign of products. 1.2. Retroactive 
jerseys. 2. Retailing 2.1. Retro-oriented sports goods 
retailers. 2.2. Team retro products. 3. Area (Place, 
Location) 3.1. Product/team honor list. 3.2. Historical 
indicators. 4. Game day promotions. 4.1. Giveaways. 4.2. 
Themed games/events. 5. Promotion. 5.1. Traditional 
elements in advertisements. 5.2. anniversary celebrations. 
The Limitations Of The Study 

The limitations of the research were taken from the 
platforms where the promotional videos were published 
between January-December 2020. and these videos 
consist of content that includes Nike brand, retro products 
and augmented reality application.  
 

RESULTS 
 
Table 1. Analysis of Nike Air Max 2090 Cloud Promontional Video 

The name of promotional video:Nike Air Max 2090 Cloud 
Video Link 22 

1.Images 
2.Retai
ling 

3. Place 

4.Game 
Day 
Promoti
ons 

5.Promotional 
Elements 

Redesign of 
Air Max 2090 
Shoe Model 
1.1.  

2.1. - 
 
2.2. - 

 
3.1. - 
 
 
3.2. Air 
Max 
2090 

 
4.1. - 
 
 
4.2. Rap 
Music 
List 

5.1. Famous 
People in Rap 
Music 
 
5.2. - 

 
 In Table 1, the Nike Air Max 2090 Cloud promotional 
video is analyzed. Under the heading of Images; Redesign 
of Air Max 2090 shoe model is included. In the title of the 
place; Air Max 2090 and its historical display are 
emphasized. Under the title of game day promotions; rap 
music list event was included. Under the title of promotional 
elements, the presence of famous people in rap music is 
used as traditional elements in their advertisements. 
 In Table 2, the Nike Air Force I Explore Your City 
promotional video is analyzed. Under the heading of 
Images; The redesign of the Air Force I shoe model is 
included. Within the framework of game day promotions; 
Shanghai event map with data matrix was given as 
giveaways and guiding to various sporting activities were 
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qualified as themed events. Under the heading of 
promotional elements; The slogan “Just Do It” is among the 
traditional elements they use in advertisements. Calling the 
Golden Age of the Air Force I shoe model was stated as an 
anniversary celebration. 
 
Table 2. Analysis of Nike Air Force I Explore Your City Promotional 
Video 

The name of promotional video: Nike Air Force I Explore Your City 
Video Link 23 

1.İmages 2.Retailing 3. 
Place 

4.Game Day 
Promotions 

5.Promotional 
Elements 

1.1.Redesign 
of Air Force I 
Shoe Model 
 
1.2. - 
 

2.1. - 
 
 
2.2. - 

3.1. - 
 
 
3.2. - 

4.1. 
Shanghai 
Event Map 
with 
Datamatrix 
 
4.2. 
Quidance to 
Various 
Sporting 
Activities 

5.1.Slogan 
“Just Do It”  
 
5.2. The 
Golden Age of 
the Air Force I 
Model 

 
Table 3. Analysis of  Build Nike Air Max 2090 Promotional Video 

The name of promotional video: Build Nike Air Max 2090 
Video Link24 

1.İmages 2.Retail
ing 

3. Place 4.Game Day 
Promotions 

5.Promo
tional 
Element
s 

1.1. Redes
ign of Air 
Max 2090 
Shoe Model 
 
1.2.  
 
 

2.1. - 
 
 
 
2.2. - 

3.1. 
Transformati
ons of Air 
Max Shoe 
Models 
 
3.2. Air Max 
2090 

4.1. Air Max 
2090 
Painting 
Magazine 
with 
Datamatrix 
 
4.2. Air Max 
2090 Color 
Design and 
Development 

5.1. - 
 
 
 
 
5.2. - 

 
 Table 3 analyzes the Build Your Nike Air Max 2090 
promotional video. Under the heading of Images; A 
redesign of the Air Max 2090 shoe model is shown. In the 
framework of the title of the place; The transformations of 
the Air Max shoe over the years have been expressed as 
the product's honor list. Air Max 2090 and its historical 
display are emphasized. In the title of game day 
promotions; A certain number of consumers were given the 
Air Max 2090 coloring magazine with datamatrix as a 
giveaway. The color design and development work of the 
consumers for the Air Max 2090 model on the magazine 
were considered as themed events. 
 
Table 4. Analysis of Nike Air Max 720 Day Promotional Video 
The name of promotional video:Nike Air Max 720 Day 
Video Link25 

1.İmages 2.Retailing 3. 
Place 

4.Game 
Day 
Promotions 

5.Promotional 
Elements 

1.1 Redesign 
of Air Max 720 
Shoe Model 
 
 
1.2   - 

2.1. - 
 
 
 
 
2.2. - 

3.1.- 
 
 
 
 
3.2.- 
 
 

4.1. 
Winning 
%20 
Discount 
 
4.2. Air Max 
720 Multi-
View 
Stickers 
guided by 
Datamatrix 

5.1. Slogan 
“The Future is 
in the Air”  
 
 
5.2. Air Max 
Days 

 In Table 4, the Nike Air Max 720 Day promotional 
video is analyzed. The redesign of the Air Max 720 shoe 
model has been seen within the framework of the Images 
title. In the title of game day promotions; Giving a chance to 
win 20% discount to customers who come to the store was 
considered as a giveaway and their access to multiple 
image stickers for the Air Max 720 model by being guided 
by a data matrix code was evaluated as themed 
games/events. In the title of promotional elements; The 
slogan “The Future is in the Air” is among the traditional 
elements they use in their advertisements for Air products. 
Air Max days are expressed as anniversary celebrations. 

 

DISCUSSION AND CONCLUSIONS 
In the globalizing world, sports are also seen as an area 
that spreads in social life and contributes to the emergence 
of culture and interaction within the society. Within the 
framework of this view, sports appear as a system of 
symbols used in the production of dominant ideologies and 
in ensuring social consent26. It can be said that the new 
technologies in the system bring many opportunities in 
presenting information about sports and in the realization of 
effective sports marketing activities27. In the sports market, 
one of the most important tools that can provide effective 
communication with the consumer is promotion or 
advertisements. It creates awareness in consumers, 
provides information, determines customers' preferences 
and leads them to purchase28.In order to convey this 
information to the consumer in a meaningful and accurate 
way, brands need promotional videos. In the Nike Air Max 
2090 Cloud promotional video, Nike company offers its 
customers in Brazil to have a pleasant time with their 
smartphones as a result of staying at home during the 
pandemic process, to access the music lists and special 
content of Brazil's famous rap artistsDjonga and McSofia 
and provided an augmented reality experience to its users 
for the promotion of the Air Max 2090 model. In this 
experience, the user logs into the Air Max Cloud.com.br 
page. After accessing the web page, the Air Max 2090 
shoe appears in motion when the user holds up the 
smartphone to the sky and focuses on. After clicking on the 
shoe, Nike's special files can be accessed. Therefore, with 
this application, it can be said that Nike has created a 
public service advertisement for its consumers to stay at 
home during the pandemic period.In the Nike Air Force I 
Explore the City promotional video, the Nike brand 
produced the Air Force I 07 PRM shoe model, which is 
offered to its consumers in limited numbers. Shoe wrapping 
paper turns the Japanese city of Shanghai into an 
interactive map. People who buy this shoe can make a 
reservation simply by scanning the data matrix on the map 
and participate in the community runs and events 
organized by Nike in Shanghai for free, thanks to the 
augmented reality experience. Giving the message of Just 
Do It with the application made to celebrate the golden age 
of the city is important in terms of mobilizing people and 
encouraging sports.In the Build Your Nike Air Max 2090 
promotional video, Nike company created the Nike Air Max 
Painting magazine during the Covid-19 period in order to 
fulfill the wishes and desires of its consumers in the city of 
Japan. This magazine was given as a gift to 1000 people 
who shopped at Nike stores in Japan by random method 
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selection. The journal consists of 56 pages. The magazine 
features interviews with young Japanese influencers such 
as model/YouTuberAoiIhara, filmmaker Spikey John, hip-
hop group KandyTown and No Plastic, and environmental 
activist Mona. The magazine has a drawing of the Air Max 
2090 shoe model. Consumers can paint this drawing in 
different ways according to their own taste. At the end of 
the painting, when they focus their smartphones on the 
data matrix on the magazine, a 3D painted version of the 
shoe appears on the screen. Also, after finishing the 
customization, they can sign the design and create an 
animation that can be shared on their social channels. In 
the light of this information, Nike tried to discover the 
creativity of its consumers with this study. At the same time, 
it is seen that it aims to increase interaction with customers 
and non-customers on social media, to drawattention to the 
features of the product and to increase sales.In the Nike Air 
Max 720 Day promotional video, the Nike brand offered its 
customers an augmented reality experience in 13 
languages in 183 stores across Europe as part of the Air 
Max week celebrations. An inscription was hung at the 

entrance of the store saying "Play to share the mood, ask 
for the details inside". Employees in the store inform 
customers about the game. Customers can start the game 
by showing the camera of their mobile devices to the 
accredited cards with data matrix hanging around the 
necks of the personnel. Those who complete this game 
have the chance to win 20% discount on their purchases 
and access various online stickers and gifs of Air Max and 
Air Max 720 products.Nike's efforts to impress its 
consumers with augmented reality technology experiences 
and to increase their interest in stores are thought to be 
effective in showing the value and image of the brand. Nike 
has reached more than 80 million people on social media 
with its augmented reality promotional videos. Visits to 
official websites increased by 22%. Revenue from sales of 
Air Max products increased by 32%. In addition, such 
digital activities carried out by the Nike brand during the 
pandemic process increased direct-to-consumer sales by 
13% and digital sales by 36%29.One of the reasons why the 
Nike brand is ranked 21st among all global companies and 
at the top among sports brands is that it invests significant 
money in promotional (advertisement) and promotional 
campaigns. In 2020, it spent only $3.59 billion on these 

activities. Nike's sales revenue in 2020 is $37.4 billion, and 
it spends approximately $1 in promotional (advertising) 
expenses for every $10 of sales30. Therefore, the Nike 
brand carries out mobile-based campaigns such as 
augmented reality technology to interact with the Z 
generation youth who use social media extensively and 
prefer their smartphones for content consumption31. As a 
result; The Nike brand, within the framework of retro 
marketing, used augmented reality technology to present 
its products with a combination of old and new features to 
its consumers and to enable them to establish an emotional 
bond with the past. It has been observed that the redesign 
of Air Max and Air Force shoe models, which are identified 
with the brand, is emphasized under the title of images of 
the retro marketing application area in sports, and the titles 
of giveaways and themed games/events are emphasized 
within game day promotions. 
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