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COMPANY/BRAND 

 

History of the Company 

 

In 1933 Nissan Motor Co., Ltd, was created. At first the company was known as 

Datsun, but later adopted the Nissan title.  Nissan is a Japanese car manufacturing company, 

but sells their cars in several different countries including the U.S.  The first Datsun car sold 

in Japan was 1937 and the first Datsun sold in the U.S. was 1958.  By the sixties, Datsun 

became a popular and recognized brand in America.  (Conceptcarz, 2005) 

 

Description of the Brand/ Product Benefits 

 

Nissan is not a luxury brand, but is aiming towards being a prestigious brand without 

the high price.  Nissan is working towards offering more environmentally sound cars.  In 

2011, the Nissan Leaf, which is a 100% electric car, won the World Car of the Year award.  

(NY)  Nissan offers an extended warranty which for a fee includes road side assistance.  

(Conceptcarz, 2005) 

 

Distribution: Where/ How is it Sold and Priced 

 

Nissan’s company headquarters is in Yokohama, Japan (Deepika, 2011).  Prices for a 

new car range from 10 thousand to 89 thousand and up. In 2009, Nissan sold 3.5 million 

cars.  Nissan manufactures their U.S. cars in Tennessee.  (Nissan)  Nissan cars and parts 

are manufactured and produced in Asia, Europe, Africa, South America, North America, and 

Australia.  Many Nissan cars are sold at dealerships.  (Nissan) 
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Positioning 

 

Nissan is strongly striving to be a leader in energy conscious cars.  In 2010, Nissan 

advertised its cars as an “innovative flagship.” (Bruelle)  With Nissan’s recent campaigns, 

they are trying to position themselves as: a). an eco friendly, small foot print car, and b). a 

luxury car without having a ludicrous price.  Nissan, from their new models, seems to be 

aiming to be an affordable, everyday “luxury” car.  Nissan does have their Infinity brand, 

which is their luxury brand, but it isn’t that popular.  Recently in Britain, Nissan tried to 

position one of their models similar to a Porsche Fighter.  (Martinez, 2008) 

 

Relevant Advertising History 

 

Nissan has recently been focusing on marketing and communications, with influences 

of PR.  Their “Innovation for All” ad campaign promotes Nissan’s Leaf on a cellphone.  

(Bruelle)   

 

 
(Nissan Ad from autopsies.com) 
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In 2010, Nissan aired a commercial showing the impact of car fumes and global 

warming.  A polar bear was showcased as the victim of man’s energy abuse.  In the end, 

the bear hugs the Nissan car owner because he is grateful that the car owner is being eco-

friendly.  The commercial was created to promote Nissan’s Leaf, a car that is 100% electric.  

The commercial wasn’t widely received, even to be labeled “manipulative.”  The commercial, 

though, has also been deemed emotional.  (Rudolf, 2010)* 

Nissan has another commercial where their truck is promoted.  The commercial 

showcases a news-like video where a large airplane is getting landing help from a Nissan 

truck.  Whether the ad has been favorably received by the public is questionable.  (Beltrone, 

2011). 

Nissan’s commercials seem to emphasize a feature of each car, rather than advertise 

a general concept for their brand.  They amplify each vehicle’s strength.  A Leaf commercial 

is distinctly different than a truck commercial.  Nissan hasn’t done much advertising on 

YouTube other than just posting their ads.  They have over 40 thousand followers on Twitter, 

and over 300 thousand fans on Facebook. 

 

INDUSTRY OVERVIEW 

 

 

State of the Industry 

 

One of the recent concerns for Japanese automaker is the state of the Japanese yen.  

Because of the Yen’s strength, and the requirement for Japanese companies to conserve 

energy by the Japanese government, manufacturing cars in Japan has been challenging.  

Nissan does have a plant in America, which makes it easier to distribute their cars in the 

U.S.  (Takahashi) 

One positive aspect of Nissan is that they are a car company that did not need a 

bailout from the U.S. government.  Unlike Ford, Chrysler, and GM, Nissan has been doing 

quite well on their own, even if they are not the most popular American car company.  This 
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also gives Nissan a positive light with a lot of the American people becoming upset with 

corporate greed and failing companies that are “too big to fail.”  This frustration among 

American citizens have been recently expressed in the Occupy Wall Street protests, which is 

happening in more places other than New York.   

 

Current Industry Trends 

 

So far this year, the most sold car model is the Ford F – Series PU selling 54,410 

units in Sep and selling 416,388 units from Jan to Sep.  The Chevrolet Silverado PU came in 

second, while the Toyota Camry/Solara came in third.  Nissan’s Altima came in fifth selling 

24,356 units in Sep 2011 and 200,554 in 2011 from Jan to Sept.  The top three popular car 

companies in the U.S. are: 1)General Motors Corp. selling 1,902,149 units from Jan to Sep, 

2) Ford Motor Company selling 1,599,711 units from Jan to Sep, 3) Toyota Motor Sales USA 

Inc. selling 1,194,524 units from January to September.  Nissan is the sixth top selling car 

company in the U.S. selling 774,079 units from Jan to Sep.  (Wa l l  S t ree t  J ou rna l ,  

2011)   

Recently, Nissan has come out with their Leaf, which is estimated to become more 

popular as more and more people are looking to live a green lifestyle and desire better 

mileage.  Other car companies like Toyota, Honda, and Ford are pushing to promote their 

hybrid or all-electric cars. (Rudolf, 2010)*  

 

COMPETITORS 

 

 

Who are they? 

 

Nissan’s top competitors are: General Motors Corp., Ford Motor Company, Toyota 

Motor Sales USA In., Chrysler LLC, and American Honda Motor Co Inc.  General Motors 

Corp., Ford Motor Company, and Toyota Motor Sales USA In. are the top American car 
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sellers, while Toyota Motor Sales USA In. and Honda Motor Co Inc. often compared to 

Nissan because they are Asian car companies.  (Wall Street Journal, 2011) 

 

Strengths/ Weaknesses 

 

GM is the top selling American car company.  They have been put in a dim light due 

to their government bailout, as well as being seen as incapable to run business on their own.  

They often appeal to people who believe in American ideals, but aren’t the top brand for 

green energy.   

Ford is also another company which received a government bailout.  They too have 

been cast in a dim light.  Since Ford is an American company, they appeal to people who 

have a strong belief in American tradition and culture as well as national pride.  Ford is the 

manufacturer of some of America’s classic cars like the Mustang.   

Toyota has often been labeled as a reliable car that lasts a very long time.  Often 

times on T.V., when someone sees a clip from an impoverished country, there always 

seems to be an old Toyota truck somewhere in the background.  But recently, Toyota has 

had to overcome the news of their faulty breaks.  At first Toyota was accused of having bad 

electronics, but was later relieved of that title.  Though there were some faulty brakes with 

Toyota’s cars, a lot of the car crash incidents were later attributed to bad drivers.  Unlike its 

American competitors, Toyota’s green cars are quite popular, especially their Prius model.  

(Voe l ke r ,  2010)  

Chrysler is another American car brand.  Chrysler was also one of the American 

brands that received a government bailout.  Many of their cars have become iconic classics, 

like their Dodge Charger.  Their more popular brands are Chrysler, which models are luxury 

cars, and Dodge, which reflects American culture.  Even though hybrids and all-electric cars 

are gaining in popularity, Chrysler does not make hybrids.  (FoxNews.com, 2011) 

Honda cars often have better than average fuel efficiency, which they promote often.  

Their cars are often viewed as practical, but not as cool or fancy.  Their cars are not 
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glamorous.  They are often viewed as a cheaply manufactured car, and are definitely not 

considered luxurious.  (US News, 2011) 

 

Market Share 

 

Currently, Nissan has 9.89% market share amongst its competitors, and 8.13% total 

market share. (Wall Street Journal, 2011) 

 

 
 

Total Market Share US 

GM 1,902,149 19.98% 

Ford 1,599,711 16.81% 

Toyota 1,194,524 12.55% 

Chrysler 1,009,411 10.61% 

Honda 859,797 9.03% 

Nissan 774,079 8.13% 

 

Information gathered from (Wall Street Journal, 2011) 

 

Advertising/ Promotional Strategies 

 

GM “ranked third in advertising in 2009,” and has “pulled advertising from high-

profile events like the Super Bowl” (UPI, 2010).  This means that GM, being at a financial 

Market Share Jan-Sep 2011 

GM 

Ford 

Toyota 

Chrysler 

Honda 

Nissan 

Other 
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disadvantage, is focusing their efforts on advertising to a more specific target.  Instead of 

advertising to men, they are going to use product placement tactics to attract female buyers.  

(UPI, 2010) 

 In a recent campaign called “The Fiesta Movement,” Ford ”gave 100 consumers a car for six 

months and asked them to complete a different mission every month.”  (McCracken, 2010)  Ford gave 

lent cars to Youtubers who have a large following and asked them to record an experience with the 

Fiesta.  Ford did this to create online buzz about their cars.  Ford has been known to be a strong believer 

in social media interactions with the target audience.  (McCracken, 2010) 

 Toyota has been overcoming its recent scandal of their cars being unable to stop.  Though a lot 

of the problems were tracked back to being the fault of bad drivers, it still leaves an impression in 

people’s minds.  To combat a tarnished brand image, Toyota came up with the “#1 For A Reason” 

campaign (Toyota, 2011).  The campaign highlights all the success Toyota has seen over the years, from 

winning awards to car sales, like the Corolla which is the best-selling car of all time.  (Toyota, 2011)    

 Chrysler changed their advertising firm from BBDO to Wieden+Kennedy in 2009.  This decision 

was made after a BBDO employee accidentally tweeted profanity and made a comment about how 

people in Detroit can’t drive.  Since then, Chrysler has improved its image, especially with their Super 

Bowl ad featuring Eminem.  The ad showcases shots of Detroit, where Chrysler is manufactured, with 

Eminem’s music in the background.  The ad emphasizes luxury and craft and was widely received during 

the Super Bowl in 2011.  (Wattrick, 2011) 

 Honda: Honda has created online webisodes, like a trailer, to bring traffic to their website.  Their 

“Power of Dreams” campaign was created to promote brand loyalty and awareness rather than telling 

people to “buy now!” (Elliot, 2009).  This campaign was done after the 2008 recession, so sales for 

Honda were down.  Other than the “Power of Dreams” campaign, Honda has mainly promoted their cars 

with TV ads (Elliot, 2009).   

http://www.wired.com/autopia/2009/04/how-the-fiesta/
http://www.wired.com/autopia/2009/04/how-the-fiesta/
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Positioning of Competitors vis-à-vis our Brand 
 

According to the Consumer Report on Brand Loyalty 2011, Toyota has the highest brand loyalty 

at 58%, while Nissan did not show up on the list.  For the “likely to purchase” list, Nissan came in at sixth 

place (Consumer Report, 2011). 

 

 
(Consumer Report, 2011) 
 

 
(Consumer Report, 2011) 

 

 

GM, after recovering from bankruptcy, has had to drastically change their way of 

operation.   With their recent commercial where a car notifies drivers of Facebook statuses, 

GM is aiming to be relevant.  Chevrolet is positioned to be an “everyday hero,” and Buick 

and Cadillac “are luxury brands.”  (Doron, 2011)  Nissan on the other hand, has not needed 

a bailout.  Nissan does position themselves as a luxury-esque car brand.    
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When Allan Mulally became CEO after the economic bailout, he made some changes 

in Ford’s strategy.  Mulally wants Ford to become “best in: quality and class, green, safety, 

and fuel efficiency”(Harris, 2010).  Mulally wants to focus on catering to customers, and 

what they’d want in a car.  Many of Ford’s commercials attract young viewers, with their 

Ford Fiesta ad and even commercials about avoiding Zombies (Harris, 2010).  Nissan’s 

current commercials aren’t aiming for young people.    

Toyota: After the faulty brakes incident, Toyota is trying to re-build their brand of 

being a reliable and safe car.  Toyota has also recently been named “World’s Greenest 

Brand” (Loveday, 2011).  Toyota is also launching its Toyota Care, “with 24-hour roadside 

assistance” (Shayon, 2011).  It gives Toyota a worry free image, especially after their faulty 

break mishap (Shayon, 2011).  Nissan’s reputation isn’t as solid as Toyota’s, but Nissan 

does offer a 100 thousand mile warranty. 

Chrysler is positioning itself as a luxury brand that is well-crafted.  Since the 

economic bailout, Chrysler has been doing its best to re-brand itself.  Their most popular 

luxury car is currently the Chrysler 300, which costs less than about $38,000.  They also are 

known for the Dodge brand, which is the all-American sports brand.  It is especially popular 

for its iconic role in old T.V. shows and movies.  (Buss, 2011)  Nissan’s cars are meant 

luxury-like cars, but they are not iconic.  Nissan does not have nostalgic history associated 

with their cars.   

 

TARGET AUDIENCE 

 

Some information is based on age rather than a generation differences.  For example, 

if some research shows that there are less full-time employed Millennials rather than Gen X-

ers, than that might be related to age, rather than mindset of a generation. 

 

Size of the Market 
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There are between 72 to 81 million Millennnials in the U.S.  They are those between 

the age of to 18 to 29.  (Hoffman, 2007) 

 

 
(Pew Research Center, 2010) 

 

Millennials are 61% white, 19% Hispanic, 13% Black, 4% Asian, and 2% Other (Pew 

Research Center, 2010.)   Though Millennials are the most multi-cultural generation, race is still an 

important part of their identity.   It is also estimated that by 2050, minorities will outnumber white 

people.  (Apollon, 2011) 

 

Demographics 

 

Millennials are those born from 1982 to 1997.  They are known as the digital natives 

because they have grown up with computers and internet.   

Millennials are the most educated generation with 54% of them having “some college 

education” (Pew Research Center, 2010).  Millennials are growing up in a time when jobs are 

scarce, and employers are demanding more of their employees.  Many of them understand 
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that in order to succeed, they must have a competitive edge like a degree.  But still, many 

Millennials are graduating and not finding a job, or a job they are satisfied with.  Asians and 

whites are most likely to graduate college, while Black and Hispanics graduation rates are 

significantly lower.  (Pew Research Center, 2010)    

 

 
(Pew Research Center, 2010) 

 

Millannials, compared to other generations, are the most concerned about finances.  

With the economic recession, a lot of Millennials aren’t making the kind of money as they 

would like.  41% of Millenials work full time, while 24% work part time, 13% are students 

and 22% are not employed (Pew Research Center, 2010).  A lot of Millennials live with their 

parents or have moved back in with them.  Because of this economic recession, Millennials 

have to live more consciously than their previous generations. (Pew Research Center, 2010)   
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Many Millennials have grown up without the extreme racist events, like those 

growing up in the 60s.  Most Millennials recognize race, but aren’t as opposed to foreigners 

like their elders.  In some cases, they actually invite the idea of different races and 

immigrants.  Among Millennials, 11% have “at least one immigrant parent,” which is larger 

than the previous generations (Pew Research Center, 2010).  This means that foreign, 

cultural identity is even more important to millennials as opposed to their elders.  (Pew 

Research Center, 2010) 

When it comes to morals, Millennials do not follow tradition.  More and more are 

living together without being married.  Millennials are also the most liberal generation, and 

the least religious, with Buddhism and Muslimism being the most popular religion.  Most 

Millennials voted for Obama in 2008, and are the most accepting generation when it comes 

to homosexuality.  They are also the generation to have the greatest amount of people who 

consider themselves politically Independent, though the Democratic party is most popular, 

and the Republican party the least popular.  Millennials are also the most likely generation 

to grow up with only one parent (Pew Research Center, 2010).   

 

Psychographics/ Lifestyle/ Attitudes 

 

Millennials are “confident, connected, and open to change” (Pew Research Center, 2010).   They 

are a lot more progressive than their older generations as well as very different.  (Pew Research Center, 

2010)  They are much less self-reliant and enjoy gaining affirmation from their peers.  They welcome 

change, see things as grey rather than black and white, are emotionally adaptive and mature, are 

outgoing, and care more about being organized.  (Sweeney, 2006) 
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(Pew Research Center, 2010) 

 

Millennials desire to travel and seek adventure.  Traveling now days is a lot easier 

than it was 50 years ago.  You can travel in a car to the nearest big city, or take a weekend 

flight to Mexico for a reasonable price.  Now, with Groupon offering half-price deals to 

luxury hotels, it is just too tempting not to travel. (Fromm, 2011) 

Millennials are highly active online and are the most avid online users, especially 

compared to the older generations.  (Sweeney, 2006).  More Millennials are posting online 

videos, visiting social media sites, and are more active online.  Technology is second nature 

to them.  The chart below shows the difference in online use with different races.  With 
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Facebook, Hulu, and other websites, millennials’ lives are almost becoming one with the 

online world (Pew Research Center, 2010). 

 

 
(Pew Research Center, 2010). 

 

Millennials are the most multi-tasking oriented generation.  They’ve grown up with 

the computer and the internet.  They pride themselves on getting several things done at 

once.  It’s efficient and saves time.  Many Millennials will watch T.V. while checking their 

Facebook as well as text their friends.  Some will even browse two different things while 

online, like checking their bank account while watching a webisode.  To them, doing one 

thing at a time is pathetic and is wasting time (Sweeney, 2006). 
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Millennials also expect variety and more choices.  They grew up different T.V. 

channels, different clothes brands, and a variety of restaurants.  They like being able to 

choose their products without having loyalty to a brand.  This is also true when it comes to 

music.  Though pop could be said as the genre to describe Millennials, many of them 

actually listen to all types of music.  Millennials also expect their products and services to be 

customizable and personalizable.  They don’t want the generic item that everyone else has, 

because a product is a definition and an extension of who they are.  This ties into their love 

of online shopping, where they can choose their distributer and product, rather than just 

shopping at the closest retailer.  (Sweeney, 2006).    

Since Millenials are accustomed to technology and are part of the digital age, they 

expect a lot of thing to be immediate.  They want to be able to connect to the fastest 

internet at all times, wherever they are.  If the internet is slow, they get frustrated; or 

worse, if the internet is down, their world comes to a near end.  They value efficiency, and 

in school, if a teacher is slow to post a grade, many will take the initiative to email the 

teacher about it.  (Sweeney, 2006).  

In the workplace, Millennials “prefer merit systems to others (e.g. seniority)” 

(Sweeney, 2006).  They want systems that work.  They don’t care if something’s been done 

a certain way for hundreds of years.  If a certain tradition is a hindrance, then there is little 

need for it.  In their lifetime, they have probably experience many businesses coming and 

going, so they are used to change, especially with the integration of the internet with their 

lifestyle.  Millennials want results, not tradition.  (Sweeney, 2006). 

 

Geographics 

 

According to Adage.com, most Millennials live in New York, Los Angeles, Chicago, 

Dallas, and Houston.  (Carmichael, 2011) 
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(Carmichael, 2011) 

 

Because of the economic recession, a lot of Millennials are living with their parents, 

or have moved back into their parent’s home.  (Pew Research Center, 2010)   Millennials are 

more likely to live in populated areas as opposed to the older generation, which are more 

prone to live in rural areas.   54% of Millennials live in suburbs, unlike the Boomers and 

Silents.  32% of Millennials live in cities.  (Carmichael, 2011) 
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Behavior/ Usage Characteristics with the Product 

 

When it comes to shopping, Millennials seek affirmation from their peers.  They like 

surrounding themselves with people who can encourage them and agree with their taste 

and ideals in fashion.   Millennials also like to shop together, reviewing their thoughts with 

their friends before making a purchase.   (Fromm, 2011).   

When it comes to buying a car, “More than half of Millennials classify negotiations with a 

car salesman as more painful than going to the dentist, according to research released by Wakefield 

Research” (Harwell, 2010)*.  Most Millennials like to research cars online and check what the fair car 

prices are.   They also like using their smart phones to help them make a decision about buying a car.  

Millennials are also are also “buying about one out of every four new cars this year” (Hartwell, 2010)*. 

When J.D. Power conducted a research about Millennials and cars, by browsing social media 

sites and blogs, they found that Millennials have a waning interest in cars and certain brands.  

Millennials don’t see an intense need for a personal car.   (Markley, 2009)* 

Another factor to think about Millnnial car buying is that most Millennials either live or want to 

live in an urban area.  This means that Millennials have a less desire to buy a car, or care less about 

owning a car.  On top of that, most Millennials are living through the worst economic turmoil since the 

Great Depression, so many of them aren’t going to be too hasty to buy a car.  Some probably just drive 

their parent’s car.  (Harwell, 2010)* 

Car makers also need to think about catering their cars to Millennials’ expectations.  Most of 

their lives are integrated with technology and internet, so if a car doesn’t cater to a particular lifestyle, 

then a Millennial might not want the car.  Millennials are a part of the Digital Age.  A car must be able to 

sync to their smart phone or any other digital device.  Millennials also like variety, and the ability to 

choose what they want in a car.  If they don’t find what they like, they will search different brands until 

they find it.  (Hartwell, 2010)* 
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Millennials also care about gas mileage, especially since they are the generation that 

is most concerned about finances.  In 2009, Deloitte Automotive 2009 Gen Y Survey “found that 

Millennials are willing to pay up to $8,000 for a car with an increased 15 miles per gallon,” but only pay 

an additional $1,500 for a hybrid model without an increase in gas mileage” (Hartman, 2010).  To 

Millennials, being green, and being smart about money are important factors when buying a car 

(Hartwell, 2010). 

 

Media Habits/ Preferences 

 

When Millennials were asked what they do in their free time-they weren’t even asked 

a media specific question-most answered watching online videos, updating their social 

media profile, or play a video game.  This research shows how integrated the internet has 

become to a Millennials’ life.  (Pew Research Center, 2010) 

 

 
(Pew Research Center, 2010) 

 

Online sites make it fun and easy for Millennials to waste time.  Hulu and YouTube 

are examples of sites that offer many videos, even T.V. shows, online.  Facebook is also a 

popular example of a social media site where Millennials update statuses about their life, to 

post writing on their friend’s wall.  Also, there are more videogames now than there were 10 
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years ago.  The graphics have gotten better and more realistic.  (Pew Research Center, 

2010). 

 
(Pew Research Center, 2010) 

 

Millennials get most of their news from TV, but are the most likely to use the 

Internet as their source for news.  They get their news most from CNN, and online from 

Yahoo.  With online subscription services like Netflix and Hulu (Pew Research Center, 2010).  

Millennials get almost half of their TV from online sites, as well as DVR and On-Demand.  

(Fromm, 2011)   
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With the rise of technology, Millennials read less than all the other generations.  

Many of them would rather play a videogame or an online game than spend their time 

reading books.  This love for technology also entails the desire to learn by doing, not by 

reading.  Most Millennials don’t want to read manuals or a large textbook.  They like having 

videos and podcasts as their medium for learning, rather than just sitting in a class and 

listening to a boring lecture.  This also explains their love of multitasking.  If they have a 

podcast from their professor, they can listen to their lectures while cooking or cleaning their 

room.  They like getting several things done at once.  (Sweeney, 2006). 

 

 

(Pew Research Center, 2010) 

 

Millennials are also most likely to only have a cell phone rather than using a land line.  

They text more than their elders, and are more likely to text and drive.  The smartphone 

has really revolutionized a Millennials interaction with technology and their daily life.  (Pew 

Research Center, 2010)   
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