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Abstract
The dissertation is an analysis of how social media marketing affects global brand equity with a focal case of Nike. Chapter One provides the understanding of the research setting, including the evolution of social media-based branding and its strategic significance to the international companies. It outlines research problems, aims and objectives and justifies the relevance of the research by demonstrating gaps in the literature on how digital branding mechanism works in various cultural and platform settings.
Chapter Two summarizes the research methodology that will be applied in the study by using qualitative systematic findings of literature based on PRISMA principles. Articles on peer-reviewed journals published in the year 2020 to 2025 were systematically identified, screened and synthesised. Methodological transparency and congruence with the research objectives are ensured by the clarity of the chapter describing inclusion and exclusion criteria, data analysis processes, and questions of transferability and rigour.
Chapter Three provides a critical review of the literature available in social media marketing and brand equity based on Consumer-Based Brand Equity, Brand Storytelling, and Network Effects theories. The chapter summarises the existing literature on the topics of storytelling, influencer marketing, user-generated content, and consumer engagement, pointing out the lack of consistency, linearity, and limited qualitative information. These gaps offer the conceptual framework and rationale of the adoption of a qualitative, mechanism oriented research method.
Chapter Four introduces and explains the findings in the four analytical themes, namely storytelling, influencer collaborations, user-generated content, and consumer engagement. The results show that storytelling influences brand recognition, influence of influencer relationships conditionally, user-generated content has an indirect effect on perceived quality, and engagement indirectly influences loyalty via trust and emotional attachment. These mechanisms are interdependent, non-linear and mediated by platform and authenticity dynamics, as shown in the analysis.
Chapter Five is the final part of the study that concludes it by summarizing the major findings and describing theoretical and practical implications. It emphasizes the significance of the global brand balance between strategic uniformity and local agility and warns of engagement-based measurements of brand performance. The chapter provides suggestions on the social media strategy of Nike and outlines the lines of the future research, especially on the authenticity management and developing brand equity in online contexts over time.
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[bookmark: _Toc220818218]Chapter 1: Introduction
[bookmark: _Toc220818219]1.1 Background of the study
Social media marketing is defined as the concept of using digital media as a strategic way of delivering the brand message to the audience as well as engaging the audiences and creating a perception among the consumer. It has a significant contribution to brand equity, comprising brand awareness, brand association, brand perceived quality and brand loyalty. This paper is based on Nike, a popular athletic brand in the world. Nike has recorded USD 51.36 billion revenue in fiscal year 2024 as seen in figure 1.1.1 (Stock Analysis, 2025). In 2024, it also had 79,400 employees across the world (See figure 1.1.2) (Macro Trends, 2025). Moreover, Nike plans, markets and sells footwear, apparel, equipment and accessories in a variety of sports segments throughout the world. 
[image: ]
[bookmark: _Toc220313715]Figure 1.1.1: Annual revenue forecast of Nike
(Source: Stock Analysis, 2025)
The marketing of social media is closely related to such concepts as brand storytelling, influencer collaboration, digital engagement and user-generated content. Such activities improve communication of emotional value of the brand and reinforce the perceptions of the consumer. According to the perceptions of Zia et al. (2022), social-media presence has a considerable impact on consumer-dependent brand equity that forms the awareness, associations and loyalty. Nike actively engages with the Instagram, Tik Tok and X apps to spread the campaigns, promote athlete relations and motivate users to participate. Such activities contribute to the global visibility and aid in keeping good brand positioning in various markets where the consumption of digital products is growing fast.
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[bookmark: _Toc220313716]Figure 1.1.2: Employment forecast at Nike
(Source: Macro Trends, 2025)
This paper will discuss the impact of Nike social-media marketing efforts on global brand equity through a content-analysis perspective, which is qualitative. It will review the chosen campaigns, brand posts and engagement levels on the official channels in order to comprehend how the presence of storytelling, influencer collaboration and user-generated content can be helpful in brand awareness, perceived quality, associations and loyalty. The research will determine communication patterns and marketing practices that contribute to the strength or weakness of the equity of Nike in various regions. The analysis will yield results on how well Nike has been using digital communication strategies and evidence-based suggestions on how to better its social-media practices can be used to improve global brand equity.
[bookmark: _Toc220818220]1.2 Problem statement
Social media marketing is a growing resource used by global brands in order to influence consumer perceptions but the current research has failed to offer adequate explanations how concrete social media content strategies can be converted into particular dimensions of brand equity. Although the existing literature establishes positive correlations between the use of social media and brand recognition or associations (Zia et al., 2022), most of them use quantitative survey designs, and brand social media marketing is viewed as a single variable. Subsequently, there is a little understanding of the content mechanisms, including storytelling, influencer collaboration and user-generated content, that drives perceived quality and brand loyalty.
Besides, the literature is immature in exploring these processes in the context of large global brands that are active in several cultural and digital markets. The majority of the current literature is dedicated to small or localized brands, which can be hardly applied to multinational companies with a variety of campaign approaches (Umoren et al., 2022). Qualitative, platform-specific examination of the presence of global brands using social media content and the ways in which global brands use social media content differently across markets is also lacking and this analysis would enable the determination of how this has been collectively generated in global brand equity. To fill this gap, the present research will focus on the qualitative analysis of the social media content posted by Nike by exploring tendencies that connect the digital communication strategies with the brand equity dimensions.
[bookmark: _Toc220818221]1.3 Research aim 
The aim of the study is to critically evaluate how Nike’s social media marketing activities influence its global brand equity, using secondary qualitative analysis of publicly available data.
[bookmark: _Toc220818222]1.4 Research objectives 
· To examine how Nike’s social media marketing activities enhance key dimensions of global brand equity, including brand awareness, brand associations, perceived quality, and brand loyalty.
· To analyse Nike’s use of storytelling, influencer collaborations, and user-generated content in strengthening global brand equity across diverse markets.
· To evaluate the extent to which consumer engagement on social media contributes to measurable improvements in Nike’s global brand equity.
· To compare Nike’s social media–driven brand equity outcomes with insights from industry benchmarks and secondary academic studies..
1.5 [bookmark: _Toc220818223]Research question 
1 How do Nike’s social media marketing activities influence key dimensions of its global brand equity, such as brand awareness, brand associations, perceived quality, and brand loyalty?
2 In what ways do storytelling, influencer collaborations, and user-generated content on Nike’s social media platforms contribute to strengthening its global brand equity?
3 How does consumer engagement with Nike’s social media content affect the overall development of its global brand equity?
4 How do Nike’s social media–driven brand equity outcomes compare with insights from existing industry benchmarks and secondary academic literature?
[bookmark: _Toc220818224]1.6 Scope of the study 
This paper aims at studying the effects of social-media marketing practices by the Nike brand in relation to consumer-based brand equity in the international market. Instagram, Tik Tok and X were analyzed due to the high level of engagement the platforms provided to the campaigns of Nike. The qualitative content analysis methodology is employed in the study to assess storytelling, influencer partnerships and user-generated posts in the official posts of Nike. Some of the areas that will be covered by the extent of the scope of this study are the impacts of these activities on awareness, associations, perceived quality and loyalty. According to previous studies, the perceptions of the brand in the global consumer market are strongly influenced by social-media activity (Lee and Park, 2022).
The research relies on secondary research based on sources published by Nike online, as well as marketing resources that were available to the public (2023-2024). Primary data data collection and consumer survey is not within the scope which offers a document-based and limited examination. The research assesses platform-specific communication patterns that can generate brand equity at various cultural territories. It pin-points the strategic themes and elements of communication, that are directly connected to the performance of the Nike brand across the world. Available literature demonstrates that digital content has a considerable effect on consumer reactions and brand performance in any market (Odoom, 2025). Such an area allows assessing the role of Nike social-media strategies in strengthening or undermining its brand equity effectively.
[bookmark: _Toc220818225]1.7 Limitations of the study
The limitation of this study is the complete use of secondary data retrieved on the official websites of Nike and publicly available documents. The limitation of the use of only secondary sources limits the possibility of seizing the direct consumer attitudes, emotional reactions, or behavioural intentions. The subjective analysis of the brand equity factors is not based on insights that are generated by participants but on what is observed online. It has been demonstrated that the secondary data can decrease the levels of context and decrease the knowledge of the user motives (Xia et al. 2024). The research also has the limitation of availability and completeness of digital material in the chosen time. Visibility and engagement patterns could be affected by platform algorithm creation and regional content differences. These restrictions set the limits of the analysis and suggest that the results are to be taken with precaution.
[bookmark: _Toc220818226]1.8 Research rationale
The number of social media users amounts to about 5.41 billion in the world as of the early part of the year 2025 which is almost two-thirds of the world population (BBS, 2025). Such a huge number of followers proves to the extent and the possible influence of social-media marketing on a brand image and the global perception of consumers. In the case of a global company like Nike, social media is a unique platform of reaching various markets in different continents where storytelling, collaboration with influencers and user-generated content can take place, which are not limited by geographical boundaries. Considering the constantly increasing use of the social platforms, it is important to examine the effects of such digital marketing practices on the brand equity hence help in gaining insight into the performance in brand awareness, associations and allegiance on a global level.
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[bookmark: _Toc220313717]Figure 1.8.1: Distribution of global social media users in 2025 (in millions)
(Source: BBS, 2025)
The above figure indicates that, in 2025, a large proportion of the world's social media users will be in Asia particularly compared to any other region implying the wide global coverage of the platform. Nevertheless, although social media has a vast potential and strategic value to the brands, very little scholarly research on the concrete impact of the social-media marketing activities on brand equity dimensions of global corporations is in place. Research indicates that social media advertisements are important in brand awareness and associations among the users of Generation Y (Budiman, 2021). However, the literature is usually based on small or local brands, but not on large international brands with extensive international campaigns such as Nike. Consequently, the study is requisite to fill the gap by studying the global Nike social-media activities and how they affect consumer-based brand equity. The results of the study will offer evidence based information to marketers and scholars on the social-media approaches that are effective in enhancing brand equity across the globe, and hence, this study is a timely and relevant research.
[bookmark: _Toc220818227]1.9 Dissertation structure
[image: ]
[bookmark: _Toc220313718]Figure 1.9.1: Dissertation structure
(Source: Self- Developed)

[bookmark: _Toc217197858][bookmark: _Toc220818228]Chapter 2: Methodology 
[bookmark: _Toc217197859][bookmark: _Toc220818229]2.1 Introduction to the chapter
The chapter presents the methodological network that was used to observe the effects of social media marketing on the global brand equity of Nike using a qualitative systematic review. It describes and explains the research design, qualitative measures and review approach, which will be applied to answer the research aim and questions. The chapter includes the formulation of the review question, the search strategy, the process of the study selection, the extraction of data, and thematic synthesis. Ethical matters and methodology constraints are also addressed in a bid to make the study transparent, rigorous and consistent with the qualitative and systematic focus of the study.
[bookmark: _Toc217197860][bookmark: _Toc220818230]2.2 Qualitative measures utilised for this study
The research philosophy is an interpretivist method, which assumes the meaning hidden behind the Nike global social media communication. The interpretivism is suitable since brand equity is generated by socially constructed perceptions, narratives, and contextual interpretations of consumers. As Pervin and Mokhtar (2022) contend, interpretivism facilitates the comprehension of the subjective meanings as opposed to estimating the objective social realities. The research purpose needs to look at narration, influencer partnering, and user content affecting awareness and loyalty. Quantitative philosophies were shunned since emotional brand associations cannot be well represented using numerical indicators. This philosophical positioning was informed by the research onion created by Saunders so that there was consistency in the purpose of the research, qualitative measurements and systematic methodological consistency of the reviewed literature.
[image: ]
[bookmark: _Toc220313719]Figure 2.1.1: Research Onion
(Source: Abdelhakim, 2021)
A research approach that was emphasised was inductive to enable themes arising as a result of a systematic review of qualitative evidence. Induction helps in determination of trends between Nike social media practices and brand equity dimensions. According to Kumar and Mukumbang (2021), inductive methods are appropriate when a study formulates the knowledge based on observations. Nike-focused qualitative systematic literature review can be used to study it qualitatively and provide in depth contextual analysis. The design undergoes objectives that look into global brand specific digital strategies. There was no use of deductive and experimental methods since hypothesis testing and causal measurement were not the right course. The research onion conducted by Saunders established consistency between methodology, strategy, data synthesis, and general approach to methodology design in the framework of the systematic qualitative review taken.
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[bookmark: _Toc220313720]Figure 2.2.1: Steps of Inductive approach
(Source: Kumar and Mukumbang 2021)
[bookmark: _Toc217197861][bookmark: _Toc220818231]2.3 PICO and Review Question
The qualitative review question was organized in the PICO framework so that it corresponded with the research aim and objectives. PICO helps in the qualitative systematic reviews to be concise by covering important conceptual boundaries instead of quantifying the outcomes. Cumpston et al. (2021) also state that PICO can be used to increase transparency and focus when developing review questions to synthesize qualitative evidence. The framework was used in this study to identify the relevant literature that explored the social media marketing activities of Nike and their impact on the global brand equity dimensions. This method guarantees the consistency of the review question, inclusion criteria and the further thematic synthesis providing the methodological rigour and consistency throughout the systematic review procedure. In this study, PICO is used solely as a structuring tool to define the review question and inclusion criteria, rather than to measure outcomes or infer causal relationships.
Review Question
How do Nike’s social media marketing activities influence key dimensions of its global brand equity?
	PICO Element
	Description

	Population (P)
	Global consumers engaging with Nike’s social media platforms

	Intervention (I)
	Social media marketing activities including storytelling, influencers, and user-generated content

	Comparison (C)
	Comparison across platforms, campaigns, and insights from existing academic literature

	Outcome (O)
	Brand awareness, brand associations, perceived quality, and brand loyalty


Table 1: PICO Framework
(Source: Self-Developed)
[bookmark: _Toc217197862][bookmark: _Toc220818232]2.4 Why Qualitative systematic review?
Qualitative systematic review has been embraced, which will critically analyze the effects that the Nike social media marketing activities have on the global brand equity. This method is in line with the research aim and objectives which are to explain brand awareness, associations, perceived quality, and loyalty. Qualitative systematic review will allow organized integration of knowledge to study the topic of storytelling, influencer partnerships and user-generated content in a global context. According to Putra and Sheyoputri (2024), theory driven interpretation of complex marketing phenomena is supported by qualitative systematic reviews. Lim (2025) stated that this is an appropriate solution to the areas of consolidating qualitative information where the contextual meaning is the main priority. Small scale reviews and primary data were not used due to the impossibility to address interpretive branding dynamics sufficiently in them, which has secured the methodological consistency of the whole study and analytical rigour.
[bookmark: _Toc217197863][bookmark: _Toc220818233]2.5 Key words
The creation of a systematic, transparent, replicable literature search was achieved through the development of a systematic key word search in line with the research aim and objectives. Key words were derived out of fundamental concepts such as Nike, social networking marketing and global brand equity dimension. Academic databases were searched in pertinent academic databases including Scopus, Web of Science, Emerald Insight and Science-Direct to cover all the points. Synonymous terms were combined with the help of Boolean operators, such as OR, whereas conceptual groups were connected by the help of Boolean operator AND. Shaheen et al. (2023) suggest that qualitative reviews are better in terms of rigour and selection bias with systematic structuring of keywords. This methodology guaranteed extraction of the high relevance qualitative studies.
Keywords related conceptually were clustered under thematic categories which represented brand context, marketing practices and interpretive brand equity results. Each group was “OR” combined to maximise the sensitivity and groups were “And” combined to maximise specificity. This approach guaranteed the search results to be balanced between theoretical and empirical evidence of the qualitative data. Where suitable, wildcard symbols were used in order to ensure variation in terminology. According to Haddaway et al. (2022), approach to methodological transparency is improved by combining Boolean logic with methodological grouping of keywords. The search strategy allowed similar searching of databases and was suitable to the coherent synthesis of thematic consistency, as the study included in it was directly related to the strategies of Nike social media and their impact on global brand equity.
	Group 1: Brand Context
	Group 2: Marketing Practice
	Group 3: Interpretive Outcomes
	Final Combination

	1. Nike
	6. Social media marketing
	11. Brand awareness
	Combine 5, 10 & 14

	2. Global brand
	7. Digital marketing
	12. Brand perception
	using AND

	3. Brand equity
	8. Influencer marketing
	13. Brand loyalty
	

	4. Consumer based brand equity
	9. User generated content
	14. Brand association
	

	5. Combine 1, 2, 3 & 4 using OR
	10. Combine 6, 7, 8 & 9 using OR
	15. Combine 11, 12, 13 & 14 using OR
	Final search string applied across databases


Table 2: Search strategy table
(Source: Self-Developed)
[bookmark: _Toc217197864][bookmark: _Toc220818234]2.6 Research horizon
The present research assumes the use of cross-sectional research horizon, as the studies published in 2020-25 are used to identify the latest social media marketing practices and their influence on global brand equity of Nike. The use of cross-sectional horizon is suitable since it would allow studying existing branding policies and the patterns of consumer engagement without a longitudinal limitation. According to Ho et al. (2021), cross-sectional methods increase relevance and timeliness in systematic reviews of qualitative research. The narrowing of the horizon will make sure that the evidence is of recent digital campaigns, storytelling techniques, and collaboration with influencers that can be related to the research aim and objectives.
[bookmark: _Toc217197865][bookmark: _Toc220818235]2.7 Inclusion/Exclusion criteria
	Criteria Type
	Inclusion Criteria
	Exclusion Criteria

	Population
	Global consumers interacting with Nike social media content
	Studies not focused on social media users or unrelated brands

	Intervention/Focus
	Social media marketing activities including storytelling, influencers, and user-generated content
	Offline marketing, traditional media campaigns, or unrelated marketing strategies

	Study Type
	Peer-reviewed qualitative studies, reports, case studies, and secondary analyses
	Quantitative-only studies, meta-analyses, opinion pieces, or editorials

	Publication Year
	2020–2025
	Studies before 2020

	Language
	English
	Non-English publications

	Relevance
	Directly addressing Nike’s brand equity dimensions
	Studies not addressing brand awareness, associations, perceived quality, equity or loyalty


Table 3: Inclusion and Exclusion Criteria
(Source: Self-Developed)
[bookmark: _Toc217197866][bookmark: _Toc220818236]2.8 Selection of studies
The choice of studies was initiated based on the systematic search of the databases such as Scopus, Web of Science, Science-Direct and Emerald Insight with the help of the structured key words and Boolean operators mentioned above. To begin with, titles and abstracts of all the studies accessed were filtered against the preset inclusion and exclusion criteria in terms of relevance. The studies that passed the criteria were then read thoroughly to align with the research aim and objectives, with the focus being on social media marketing of Nike and its impact on global brand equity. Shaheen et al. (2023) assert that the systematic and clear study selection improves the reliability and minimizes bias in the qualitative reviews. After applying the PRISMA-guided screening and eligibility process, this study selected 12 peer-reviewed articles from a broad body of literature for inclusion in the qualitative systematic review (Refer to Appendix 1).
The last process of selection was conducted using four stages in order to have a methodological rigor. The stage one made sure the study was answering the review question and objectives. The second stage evaluated the quality of qualitative methodology, ruling out the research of less rigor. The third stage was to make sure that only qualitative evidence was incorporated in order to be consistent in interpretation. Stage four paid attention to the credibility of the study, such as money and authorship, in order to avoid conflicts of interest. According to Weeks et al. (2023), synthesis and credible findings to thematic analysis in systematic qualitative reviews depend on the relevance, transparency, and credibility of the studies that are included, and these are ensured by the application of structured selection stages.
[bookmark: _Toc217197867][bookmark: _Toc220818237]2.9 Data extraction
Data extraction was conducted by retrieving carefully chosen studies that contained pertinent information about the reviewed studies in a systematic manner and then synthesizing the information into a homogenous format to aid in the thematic synthesis. The main data that were abstracted were the study focus, social media marketing techniques, dimension of brand equity, context, methodology, and overall findings. To conduct the review, a modified Joanna Briggs Institute (JBI) tool of extraction of qualitative data was used to achieve consistency within studies (Quan et al., 2023). The tool had been tested on two studies to confirm the appropriateness of the tool and then refined to be understandable, with author conclusions substituted by broad themes about the social media storytelling by Nike, influencer partnerships, and user-generated content. The strategy was effective in capturing evidence systematically as part of the research objective of assessing global brand equity of Nike and as part of gaining knowledge on interpretive branding results.
[bookmark: _Toc217197868][bookmark: _Toc220818238]2.10 Data synthesis
Synthesis of data was done through a combination of research results of the sampled studies to formulate significant conclusions about social media marketing practices of Nike and its impact on global brand equity. The thematic synthesis was applied, as it enables the identification of the commonalities and themes of the qualitative data, which aligns with the aim of the study employing the explanation of brand awareness, associations, perceptions of quality, and loyalty (Christou, 2022). All studies were reviewed systematically and relevant findings were coded on a line-by-line basis depending on such recurring concepts as strategies of storytelling, influencer collaboration, user-generated content. The codes were then clustered into higher-order themes to facilitate systematic interpretation and to make sure that the synthesis would respond directly to the research questions of this qualitative systematic review. The themes generated through this synthesis directly structure the thematic analysis presented in Chapter 3, ensuring methodological continuity between data synthesis and literature interpretation.
[image: ]
[bookmark: _Toc220313721]Figure 2.10.1: Phases of Thematic data analysis
(Source: Inspired by Christou, 2022)
[bookmark: _Toc217197869][bookmark: _Toc220818239]2.11 Ethical considerations
The present study has followed the ethical principles of the secondary qualitative research. Only open data (peer-reviewed research, corporate reports, and social media posts) were reviewed, and no personal and private consumer information was obtained. Attention was paid to ensure that the conclusions of the various studies were properly expressed without distortion hence academic integrity was observed during the process of systematic review. Citations and reference were done to all the sources to prevent plagiarism and violation of intellectual property. Dougherty (2021) explains that ethical care is necessary in secondary research because of respect of original authorship and data integrity. Moreover, there were no human subjects in the research, and GDPR standards have been taken into account in the case of freely available online materials. These were the steps that were taken to ensure the study was ethical, was reliable, and had credibility in assessing the Nike social media marketing and brand equity.
[bookmark: _Toc217197870][bookmark: _Toc220818240]2.12 Limitations
The use of secondary data sources is one of the primary weaknesses of this study since it does not give control over the data quality and completeness. The research relied on the reliability, breadth and disclosure of initial research, company reports and social media posts, which could be biased or incomplete. Also, platform algorithms and brands cherry-picking may have an impact on the representation and visibility of marketing activity. Cheong et al. (2023) stated that secondary data analysis may reduce the level of interpretation and creates a reliance on the existing evidence. Although thematic synthesis averts this with emphasis on patterns, the primary data is lacking and therefore limits the possibility of revisiting and building up on the insights alone.
The other limitation is the single case study design whereby the study only concentrated on Nike thus restricting it to other brands or markets. Though this design aids in the in-depth contextual analysis that fits the research aim and objectives, the results are limited to Nike worldwide social media plans and do not represent the industry practices. Also, the review was done by one investigator and that could be subjective although it was systematic and methodological transparency. According to Shin (2025), risk interpretive bias is checked by single-researchers, but it is possible to reduce it through close coding and thematic synthesis.
[bookmark: _Toc217197871][bookmark: _Toc220818241]2.13 Chapter summary
This chapter described the systematic qualitative approach that was taken to study the effects of Nike social media marketing on the equity of its brand worldwide. It was an interpretivist philosophy study, an inductive approach with a single case study design having a cross-sectional research horizon. Methodological rigour was ensured by the inclusion and exclusion criteria, study selection, data extraction with the JBI tool and thematic synthesis. Ethical issues and constraints such as use of secondary data, one-researcher analysis and time were addressed. In general, the methodology offers a clear, reprehensible, and theory consistent analysis frame on Nike digital branding strategies.


[bookmark: _Toc218930973][bookmark: _Toc220818242]Chapter 3: Systematic Literature Review
[bookmark: _Toc218930974][bookmark: _Toc220818243]3.1 Introduction
This chapter is a structured literature review on the impact of the activities of social media marketing in terms of its contribution to global brand equity on Nike, in particular. It compiles qualitative data to answer research questions of the study, that is, storytelling, influencer collaborations, user-generated content, and consumer engagement. The chapter discusses the existing scholarly knowledge critically using thematic synthesis to locate the prevailing patterns, theoretical accounts, and contradictions in literature. It is a qualitative systematic review which is conducted following the methodological framework as presented in Chapter 2, including database-based study identification, pre-established inclusion and exclusion criteria, and systematic thematic synthesis. Thematic synthesis has been chosen because it allows integrating qualitative and mixed empirical findings into explaining the how and why of the effects of mechanisms of social media marketing on brand equity dimensions as opposed to identifying statistical associations. This method is especially suitable to answer the research questions of the study that are concerned with the meaning creation, processes of engagement, and consumer understanding in the global branding conditions.
[bookmark: _Toc218930975][bookmark: _Toc220818244]3.2 Theoretical underpinnings
Brand Storytelling Theory and Consumer-Based Brand Equity
The concept of Brand Storytelling Theory plays a crucial role in the role played by social media content in the Consumer-Based Brand Equity (CBBE), especially brand awareness, associations, and emotional attachment (Wei et al. 2023). According to a CBBE standpoint, the narration of a story improves memory systems and symbolic meaning, which validates the claim by Keller that effective brands are developed on favourable and distinct associations. Nevertheless, Umoren et al. (2022) believe that coherent narratives should always enhance brand authenticity, and Song et al. (2022) consider the success of storytelling to be largely dependent on the interpretation and cultural equivalence in the audience. This paradox points to a drawback in that storytelling does not translate to equal brand equity in any global market. In the context of social media, disjointed attention, algorithm organization and platform-based reading habits also complicate the coherence of the narrative. Therefore, although storytelling theory is an important interpretive tool, it needs the use of contextual and qualitative analysis to understand how narrative involvement actually helps in the development of global brand equity.
[image: ]
[bookmark: _Toc220313722]Figure 3.2.1: Consumer Based Brand Equity
(Source: Wei et al. 2023)
Network Effects, Social Media Engagement, and Brand Value Creation
The Theory of Network Effects offers a complementary explanation of how participation in social media enhances brand equity by making it more visible, more active and more relevant. In this light, the interaction between consumers (likes, shares, user-generated content, etc.) complements brand value as networks grow and fits the pattern of extensions of CBBE, based on engagement. According to Dzreke and Dzreke (2025), expanding networks more create self reinforcing brand benefits, especially in the case of major world brands. On the other hand, Duffy and Meisner (2023) contends that network effects in digital platforms are not evenly distributed as they are influenced by algorithms that favour some content over others by marginalising them. This implies that the brand equity assumption that engagement leads to brand equity is false. In the case of branding as global as Nike, network effects can enhance brand exposure at the cost of genuine interaction and loyalty. Thus, network theory should be combined with qualitative data that will discuss the mechanisms of engagement and their impacts on brand equity instead of focusing on the linear impacts.
[bookmark: _Toc218930976][bookmark: _Toc220818245]3.3 Thematic synthesis of the reviewed literature
	Theme
	Author (Year)
	Purpose of the Study
	Independent Variables
	Dependent Variables
	Sample & Design
	Data Source
	Key Findings & Results

	Storytelling- Brand Awareness
	Jing (2024)
	To explore how storytelling strategies in social media marketing influence consumer brand awareness and emotional connection.
	Narrative elements, emotional storytelling cues
	Brand awareness, emotional engagement
	Qualitative design using consumer interviews and thematic analysis
	Interview transcripts from social media users
	Results indicate that storytelling improves the level of brand awareness through the generation of emotional appeal and memorability. Nevertheless, the effectiveness in different cultural situations is unpredictable as different audiences will interpret stories in a different manner, implying that storytelling is not universal and leads to the increase of awareness without the need to align the story with the cultural setting.

	
	Singh et al. (2025)
	To examine the impact of Instagram social media marketing activities on customer-based brand equity dimensions.
	Content informativeness, entertainment, interaction, storytelling intensity
	Brand awareness, brand associations, brand loyalty
	Quantitative cross-sectional survey using SEM
	Questionnaire responses from Instagram users
	Findings show that informative and storytelling based content have a great impact in enhancing brand awareness. Nevertheless, the research indicates that awareness acquisition is not sufficient to promote stronger equity unless followed by engagement and emphasizes the drawbacks of exposure-only method of storytelling.

	
	Guerra-Tamez et al. 2024
	To investigate how Generation Z perceives social media marketing activities in shaping brand awareness and engagement.
	Creative storytelling content, interactive features
	Brand awareness, engagement
	Mixed-method exploratory design (survey + interviews)
	Survey data and follow-up interviews
	Results indicate that interactive and platform-native content make storytelling better in terms of brand awareness among Gen Z. Nonetheless, commercial stories minimize authenticity which diminishes the effect of awareness in spite of the high levels of exposure.

	Influencer Marketing- Brand Associations
	Xu (2024)
	To analyse how influencer marketing on social platforms affects brand awareness and consumer perceptions.
	Influencer credibility, content alignment
	Brand associations, engagement
	Conceptual and empirical analysis using survey data
	Survey data and follow-up interviews
	Findings indicate that influencer credibility is a positive influence on brand association. Nevertheless, inappropriate influencer brand relationships undermine perceived authenticity, which shows that the formation of associations is more about fit rather than influencer popularity itself.

	
	Benevento et al. (2024)
	To examine how influencer interactions contribute to brand network growth and perception in social networks.
	Influencer interactions, network amplification
	Brand associations, network visibility
	Quantitative network-based analysis
	Social network interaction data
	There is evidence that influencer activity increases brand associations by growing networks. On the contrary, over dependence on influencers threatens to erode brand identity especially in cases where the interaction is algorithm-based as opposed to consumer-based.

	
	Rajput, A. and Gandhi, (2025)
	To assess the impact of influencer-generated content on consumer attitudes and brand perception.
	Influencer authenticity, message credibility
	Brand associations, consumer attitudes
	Experimental survey design
	Consumer responses to influencer content
	Findings indicate that genuine influencer content enhances favorable brand relationships, whereas uncovered sponsored messages decrease credibility. This shows inconsistencies in the effectiveness of influencers based on transparency and trust of the audience.

	UGC- Perceived Quality
	Schröder et al. (2025)
	The study investigates how user-generated content influences different phases of brand equity development, with emphasis on perceived quality and trust formation in digital environments.
	User-generated content characteristics, authenticity cues
	Perceived quality, brand trust
	Quantitative explanatory design using survey analysis
	Consumer survey responses to brand and user content
	Results suggest that user-generated content has a beneficial impact on the intended meaning of perceived quality by indicating authenticity and experience credibility. The effects are, however, conditional when content is irrelevant and inappropriate because inconsistent or negative UGC damage quality perceptions. The paper points out that UGC does not positively affect perceived quality and moderates contextually.

	
	Yousry (2024)
	This study examines the effect of user-generated content on customer-based brand equity dimensions, including perceived quality, within a service context.
	User-generated content exposure
	Perceived quality, brand equity
	Quantitative cross-sectional survey with SEM
	Structured questionnaire data from service users
	Findings indicate that user-generated content significantly affects the perceived quality in a statistically significant positive manner in the form of a boosted credibility and informational value. However, the paper also mentions that uncontrolled or too high UGC can lead to uncertainty, indicating perceived outcomes of quality are based on content consistency and consumer trust processes.

	
	Lariba (2024)
	The purpose is to analyse how user-generated content shapes consumer brand perceptions and evaluative judgements in digital marketing contexts.
	Peer-created brand content, social proof cues
	Perceived quality, brand perception
	Conceptual and empirical analysis using survey data
	Online consumer survey responses
	The results indicate that the perceived quality increases with the use of user-generated content because of social proof and perceived risk. The research, however, also warns perceived quality reduces where UGC has no credibility or is believed to be falsified, citing the weakness of using peer content only.

	Customer engagement through Brand Loyalty
	Sohaib et al. (2025)
	This study explores how social media marketing activities generate behavioural engagement and subsequently influence brand loyalty through emotional responses.
	Social media engagement drivers (interaction, entertainment)
	Brand loyalty, brand love
	Quantitative survey using structural modelling
	Social media user questionnaire data
	Results indicate that the impact of engagement is indirect on brand loyalty via emotional attachment and brand love. Nevertheless, involvement is not enough to maintain loyalty devoid of emotional appeal which means that behavioural indices do not necessarily translate into brand commitment in the long-term perspective.

	
	Baig et al. (2025)
	The study investigates pathways through which social media engagement transforms into brand loyalty, focusing on mediating psychological mechanisms.
	Interactive engagement intensity
	Brand loyalty, brand love
	Quantitative explanatory research using SEM
	Survey data from active social media users
	Findings indicate that engagement affects loyalty using the mediating effects of emotion and relationship but not through direct interaction. The authors posit that shallow measures of engagement extend the effect of loyalty too far, which is difficult to believe that high levels of interaction are always an indicator of enduring brand relationships.

	
	Yazdi et al. (2024)
	This research evaluates the effectiveness of social media marketing activities in shaping brand loyalty and consumer commitment.
	Social media marketing engagement
	Brand loyalty, consumer commitment
	Mixed-methods design combining survey and interpretive analysis
	Survey responses and qualitative insights
	The results reveal that engagement helps in brand loyalty in the presence of trust and perceived value. Nevertheless, inability to maintain consistency in the messages and platform burn out lowers the loyalty results, indicating that engagement should be managed in a strategic way, not something that is optimised mindlessly.


Table 1: SLR synthesis
(Source: Self-Developed)
Even though some of the reviewed studies are founded on the basis of the single-country or local market, their results can be analyzed as analytically applicable to global brands where they incorporate mechanisms rather than the specific results of the market. Emotional storytelling, influencer credibility, perceived authenticity and formation of trust, in some cases, can be applied to other markets, whereas how intense and contextually relevant these processes become is situational. Based on this, the review differentiates worldwide applicable branding procedures and culturally specific manifestations, which can be safely applied to Nike as an international brand.
[bookmark: _Toc220818246]3.4 Quality appraisal of the evidence base
The studies reviewed can be said to have a sufficient methodological rigour to be used in qualitative synthesis especially in the explanation of interpretive mechanisms of brand equity formation. The qualitative or mixed-method research designs used in several studies, including Jing (2024) and Guerra-Tamez et al. (2024), enable a profound exploration of the storytelling, engagement, and consumer meaning-making, which is very similar to the goals of the current research. Even studies with a more quantitative focus like the one by Singh et al. (2025) that belong to the SLR offer analytically useful data on relationships between social media activities and brand equity dimensions. On the whole, the evidence base brings enough conceptual richness to warrant consideration even though there are inconsistencies in methodological orientation.
Nevertheless, quality appraisal also shows some significant weaknesses that limit the strength of the evidence. Most of the studies are based on the cross-sectional survey design, as is the case in Xu (2024) and Sohaib et al. (2025) that limits the possibility of causal inference and ignores the time-based dynamics of brand equity development. Also, the common use of engagement measures as a proxy of loyalty or brand value is questionable in the areas of construct validity. In some studies, too little depth of qualitative analysis minimizes the sensitivity of context, especially in global brand environments. Although these are the weaknesses, the twelve studies included are adequate considering that the systematic synthesis is more concerned with mechanisms, patterns and contradictions and not with statistical generalisation and thus analytical credibility.
[bookmark: _Toc220818247]3.5 Theoretical synthesis across themes
The literature review synthesis allows illustrating the fact that Consumer-Based Brand Equity, Brand Storytelling, and Network Effects theories function in an interdependent rather than a standalone way within the social media marketing settings. Jing (2024) goes on to demonstrate that brand awareness increases as a result of storytelling through the process of incorporating emotional significance and symbolic stories that build brand salience, as exhibited by the CBBE model. Storytelling is an access tool as it allows creating awareness by means of emotional memory instead of information presentation. Nonetheless, this does not necessarily follow, since, as fragmented platform storytelling and algorithmic sequencing may water down cumulative meaning. As a result, storytelling raises awareness and is not necessarily a step toward more intensive brand association and loyalty.
In addition to awareness, influencer partnerships and user generated content stimulate subsequent brand equity development by symbolic transfer and authenticity signalling. As shown by Rajput and Gandhi (2025), when perceived credibility and lifestyle meaning are transferred to the brand, influencers can determine brand associations, and confirm the associative strength within the cases of alignment. However, these connections are weak, as there is too much commercialisation and the priority of visibility over congruence is based on algorithms. UGC also facilitates perceived quality through offering a form of experience, though uncontrolled UGC has the potential to be inconsistent and damage reputations. Although the consumer engagement remains at the heart of the Network Effects theory, it affects the loyalty indirectly and relies on trust and emotional connection, which complicates the linear assumptions of the engagement-based brand equity and supports the use of the mediating nature of the presented structure.
[bookmark: _Toc218930977][bookmark: _Toc220818248]3.6 Critical gaps in existing literature
Among the reviewed literature, the dominant design types are quantitative and cross-sectional designs since they focus on statistical associations but not on an interpretive insight into the effects of social media marketing. Although experiments like Singh et al. (2025) show strong correlations between brand equity dimensions and social media actions, most of them consider the variables such as storytelling, engagement, or influencer marketing as composite ones. This restricts understanding of the processes behind the meaning, trust and emotional resonance building. In addition, these designs do not consider platform-specific and cultural subtleties that determine consumer interpretation. The current study will fill this gap by taking a qualitative systematic synthesis in order to deconstruct how storytelling, influencer collaborations and user-generated content are mechanisms impacting awareness, associations, perceived quality, and loyalty, which directly corresponds to the first and second research objectives.
Another area of insufficiency is related to the fact that little attention was paid to global brands that could work in various cultural and digital environments. Most of the available literature studies local or single-market settings, which limits the extent to which the results could be applied to multinational brands. Nevertheless, these studies do not produce the insights that can be transferred to core brand equity formation processes but should these cultural and platform-specific variations should be clearly stated. Lückenbach et al. (2022) underlines that the global brand equity formation requires regular but contextually flexible meaning creation, which is an aspect inadequately addressed in the existing research. Also, the engagement is frequently believed to be related directly to loyalty without analyzing the mediating processes like trust or value perception. Furthermore, this dissertation fills the gaps regarding the absence of qualitative synthesis on the functioning of social media storytelling, influencer partnerships, and user-generated content as tools to influence the dimension of the global brand equity as it applies to the case of Nike. Conversely, the gaps in terms of longitudinal effects, comparative multi-brand analysis, and primary cross-cultural consumer information are out of the range of this research and are suggested as the future research opportunities.
[bookmark: _Toc218930978][bookmark: _Toc220818249]3.7 Conceptual framework 
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[bookmark: _Toc220313723]Figure 3.5.1: Conceptual Framework
(Source: Self-Developed)
The proposed conceptual framework is that the three activities of social media marketing including brand storytelling, influencer marketing and user-generated content are independent variables that affect dimensions of consumer-based brand equity by consumer engagement. The framework is based on Consumer-Based Brand Equity Theory which proposes that interpretation and network mechanisms build awareness, association, perceived quality and loyalty. The Brand Storytelling Theory can be used to create emotional meanings, and Network Effects can be used to clarify how this amplification happens when people are engaged. Besides, Balogun et al. (2023) underlines that high brand equity is created under the condition of accurate brand meaning strengthened by repeated consumer contacts.
[bookmark: _Toc218930979][bookmark: _Toc220818250]3.8 Chapter summary
The review above shows that it is not just exposure to social media marketing that enhances global brand equity, but is rather the storytelling that is emotionally loaded, the association of the influencer as credible, and the content that is produced by the user that is trusted that creates a compounded consumer interpretation and engagement. The synthesis emphasizes that engagement impacts on loyalty in an indirect way with mediating variables of trust, authenticity and perceived value, but with cultural and platform backgrounds moderating such influences. These insights directly inform the analytical focus of the following chapter because they can be used to understand the social media strategies of Nike as informed by identified mechanisms instead of surface level engagement metrics.


[bookmark: _Toc219225876][bookmark: _Toc220818251]Chapter 4: Findings and discussions
[bookmark: _Toc219225877][bookmark: _Toc220818252]4.1 Introduction
This chapter is in the form of an integrated analysis of findings and discussion of the impact of the social media marketing of Nike on the global brand equity in different markets. It is based on the synthesis of the evidence provided by the qualitative systematic review and includes a critical interpretation of patterns connected to storytelling, influencer cooperation, user-generated content, and consumer engagement. The results are explained relative to Consumer Based Brand Equity, Brand Storytelling, and Network Effects theories which are intended to describe the underlying mechanisms in the formation of awareness, associations, perceived quality and loyalty. The special consideration is given to Nike as a worldwide brand, considering platform-specific policies, cultural flexibility, and cross-market homogeneity. The chapter also compares the results with the existing literature and industry standards and refines the conceptual framework critically in line with the overall objective and research questions discussed in the study.
[bookmark: _Toc219225878][bookmark: _Toc220818253]4.2 Overview of Included Studies and Evidence Base 
This chapter is based on a peer-reviewed scientific literature search that includes selected materials published within the years 2020-2025, which provides relevance to the current chapter. Schreiber et al. (2024) define the temporal alignment as a method to improve the level of methodological rigour in qualitative systematic reviews that may refer to rapidly changing digital contexts. The synthesis also integrates the qualitative, mixed, and interpretive studies, which implies the complex and social construction of brand equity. The location of the studies is both global and cross-cultural, with the differences in consumer interpretation among markets being covered. The evidence reviewed in this paper focuses on several platforms, such as Instagram, TikTok, X, and multi-platform ecosystems, where the platform-specific communication processes can be compared to influence brand awareness, associations, perceived quality, and loyalty.
The chosen studies are directly related to the situation in Nike, and 12 peer-reviewed studies have been finally included in the qualitative systematic review after the intensive screening by PRISMA guidelines. According to Stalmeijer et al. (2024), in qualitative research, analytical transferability relies on theoretical congruence and similarity of context, as opposed to statistical generalisation. The analyzed research papers directly or indirectly analyze Nike, or they are dedicated to the global companies of the same size, reputation, and level of digital development. The strong cultural symbolism and extensive use of the social media, which Nike displays, are very much a reflection of the branding conditions examined in the evidence base due to the presence of the company as a multinational. This correspondence warrants the transfer of the synthesised results to the social media strategies at Nike, and makes the interpretations methodologically responsible and systemically based and without any speculative or opinion-based bias.
[bookmark: _Toc219225879][bookmark: _Toc220818254]4.3 Theme 1: Storytelling and Global Brand Awareness
Results of the systematic literature review suggest that storytelling is a prevailing process by which social media marketing improves brand awareness at the global level. Research indicates that storytelling-based material is more memorable and emotionally recollected to enhance brand recognition within any platform (Singh et al. 2025). Yet, the impact of storytelling does not have a consistent effect because the interpretation of the audience differs within cultural and digital settings. Textual and interactive rich formats perform better than the non-interactive forms, especially on short-based platforms, where the attention span is minimal. This idea is confirmed by Wei et al. (2023), who suggest that platform-native storytelling is more congruent with cognitive processing, but it can also simplify the meaning of the complex brands when it bases its priority on engagement metrics.
The platform-based storytelling becomes a decisive factor of awareness results. The review also emphasizes that visually immersive and short-form storytelling are better than long-form stories or text-heavy stories, particularly on Instagram and Tik Tok (Singh et al. 2025). Such formats improve immediacy and recall, and usually place spectacle above depth. Alam et al. (2024) warn that visibility, which is driven by algorithms, can over-blow awareness without building up to a level of meaningful knowledge of the brand. This implies that platform-native storytelling increases reach, but does not necessarily reinforce cognitive brand associations, which is why its long-term addition to brand equity is somewhat limited. Nike uses its operational balance through maintaining globally consistent themes of performance and empowerment while adapting storytelling formats, visual styles, and cultural references to suit platform norms and audience expectations in different markets.
In the case of Nike, the practice of storytelling is used in a strategic manner by using stories of athletes, social justice promotion, and empowerment-based campaigns. These stories make the brand human and resonate with resilience, inclusivity, and performance excellence and lead to high levels of global recognition (Jing, 2024). Athletic storytelling cuts across markets because it cuts across language lines due to the similarity of emotional values. Hong et al. (2022) confirm this fact and state that emotional content stories increase the recollection in younger consumers. However, the socially orientated discourses of Nike can be met with contextual opposition in the world of cultural diversity as the conflict between global homogeneity and local legibility is observed.
The narrative storytelling of Nike campaign shows high resonance in the global arena because it introduces culturally adjustable values as opposed to culturally definite messages. According to the review, the motifs of perseverance and empowerment allow Nike to keep the awareness in the heterogeneous markets (Umoren et al. 2022). Nevertheless, Song et al. (2022) suggest that cumulative brand meaning is undermined by fragmented narrative coherence because of algorithmic sequencing in the social media environment. This fragmentation can prevent awareness to constitute long attentive periods but short episodes of attention, suggesting that the effectiveness of narrative storytelling relies on the elements of narrative and the limitations of structural platforms.
Most importantly, storytelling is highly shareable, as well as rich in emotions, which makes it a potent tool to raise awareness of the product. The literature recognizes the idea of organic sharing as being reinforced through emotionally resonant narratives to reach a broader audience than paid advertising (Guerra-Tamez et al. 2024). On the other hand, perceived authenticity is eroded by over commercialisation that diminishes the perceptions of trust and the effect of awareness in the long term. Duffy and Meisner, (2023) point out that performative storytelling is becoming more and more known to audiences, which can cause scepticism. This is in line with the objective of the study to measure not only success but also weakness of brand awareness through social media.
Storytelling is an effective process that Nike can employ to build global brand awareness by evoking symbolic meaning and emotional appeal to digital content. Jing (2024) showed that the use of emotional narratives enhances memory and quicker brand recognition through the use of affective cognitive routes. According to Consumer-Based Brand Equity, these kinds of narratives enhance brand salience because they make recognitions associated with shared values and not product features per se. Nevertheless, it is not the visibility that makes storytelling effective but rather the interpretive richness because visually appealing stories prompt consumers to internalise brand meaning. Athlete-centred stories in the case of Nike have the effect of globalising the messages of endurance and perfection, and the awareness can be spread across different cultures without the loss of symbolic unity on the global scale.
However strong it may be, storytelling does not provide long-term brand recognition when the platform-based narrative coherence is broken. As it is pointed out by Singh et al. (2025), storytelling-intensive content can make a brand more familiar, but not more comprehensible without a long-term involvement. Sequencing of the genome in algorithms builds the stories as discrete events, restraining the construction of cumulative meaning. This is a paradox that Nike will have great visibility but misunderstand the brand. Perceived authenticity can also be ruined by over-commercialised or episodic storytelling, which results in scepticism and not recall. As a result, storytelling can make a positive contribution to awareness only in the situation when the consistency of narratives is maintained across platforms and is adjusted to the meaning of the brand over the long run instead of optimisation of short-term engagements.
Theoretically, the results can be explained by the Consumer-Based Brand Equity model by Keller, according to which storytelling reinforces brand salience and recall as the basic elements of awareness (Wei et al. 2023). The Brand Storytelling Theory also elaborates how the use of narratives creates a symbolic meaning and an emotional memory. Nevertheless, the review confirms that the awareness increases do not ensure the conversion into loyalty, since the emotional remembrance can be superficial, without trust and value reinforcement. This limitation is supported by Sohaib et al. (2025), which will help strengthen the purpose of the study to critically evaluate storytelling as a requisite and inadequate force of holistic global brand equity. Therefore, in this case of Nike, this dynamic is evident in its consistent usage of short-term athlete-led and empowerment-oriented storytelling such as Tik Tok and Instagram, in which emotionally driven narrative increase global brand awareness.
[bookmark: _Toc219225880][bookmark: _Toc220818255]4.4 Theme 2: Influencer Collaborations and Brand Associations 
The systematic review shows that the influencer collaborations contribute to the determination of the brand personality, symbolic meaning, and value congruence under the conditions of social media. Influencers are agents of meaning transfer, they internalize brands in particular lifestyles, identities and belief systems (Rajput and Gandhi, 2025). Nevertheless, the literature has repeatedly emphasized that the authenticity and brand influencer congruence are more effective than the influencer reach. The result of these partnerships that are not aligned undermines relationships and creates suspicion. Benevento et al. (2025) also notes that the connections that are established by influencers are socialized and not under brand control, and therefore are bound to be unstable in case of loss of credibility.
The difference between athlete and lifestyle influencers is strategically important in the case of Nike. Athlete and lifestyle influencers help strengthen the core links of Nike with performance, discipline, and excellence and expand cultural relevance and everyday resonance, respectively (Umoren et al. 2022). According to the review, the ability of Nike to use elite athletes to maintain high symbolic consistency is perpetuated. However, Yilmaz and Tinaz (2023) also proposed that lifestyle influencers can be more effective with non-athlete consumers, which can be seen as a strategic trade-off. Nike achieved this balance through retaining global brand symbolism through elite athlete partnerships while employing locally relevant influencers to translate brand values into culturally meaningful expressions. This goes in line with the purpose of the study which is to analyse the effects of influencer decisions on brand associations in different segments of consumers around the world.
The advantages of influencer collaboration are the most obvious in the network amplification and faster association building. Brand meaning spreads quickly among digital networks through the influence and increases the visibility and recognition (Xu, 2023). To illustrate, Adidas stated that the growth in Instagram engagement in 2023 was one of the big investments brought by influencer-led campaigns (Adidas Group, 2024). Such growth is, however, commonly a symptom of algorithmic exposure as opposed to internalisation of association. This comparison confirms that, although influencer marketing is faster when it comes to the formation of associations, the depth of such associations is not completely clear until the relationships are maintained over time.
The approach of using local influencers that Nike uses improves market-based cultural relevance and contextual legitimacy. Local partnerships aid in the process of localising brand values to culturally relevant meanings, enhancing associations (Umoren et al. 2022). Nonetheless, other companies have yielded mixed results when adopting the same tactics; a case in point is Puma, which revealed that most influencer campaigns have been terminated in 2022 because of low credibility points (Puma, 2024). More so, these failures are a result of over-commercialisation, which underscores the vulnerabilities that Nike should constantly address in the selection process of influencers and consistency in the message.
The collaborations with the influencers influence the brand associations of Nike as they make the influencers symbolically transfer their meaning to the brand by perceived credibility and value alignment. As Rajput and Gandhi (2025) emphasise, authentic influencer brand congruence reinforces the positive brand relationships by anchoring the brand into credible identity systems. Influencers are elite athletes in the Nike strategy that strengthens the links with performance, discipline, and excellence in line with the reputed brand symbolism. This process promotes the associative phase of the Consumer-Based Brand Equity in anchoring brand meaning in plausible social points of reference. Influencer partnerships can speed up the process of association formation and ensure consistency between brand identity and consumer expectations in a variety of markets around the world when there is a strategic fit.
Nevertheless, brand associations through influencers are always volatile because they rely on the perceived authenticity and platform management. Benevento et al. (2025) point to the fact that the network amplification makes the association more visible, but does not guarantee that the meaning would remain stable. Over relying on drivers threatens to dilute the main identity of Nike, especially when the partnerships focus more on reaching out to people than a symbolic fit. The algorithmic promotion also favors virality over alignment of values, putting the associated reputations to the fluctuation of reputations. In terms of Network Effects, the strength of associations increases fast and decreases equally fast when the credibility is lost. Influencer partnerships, therefore, serve as conditional forms of association adders and are not formable as equity stabilisers over the long term and should be constantly supervised as a strategic aspect.
More importantly, brand associations that are influenced by influencers are under threat of major risks in terms of credibility erosion and performative authenticity. When sponsored content is overdone, trust is lost, the associations change to transparent (Rajput and Gandhi, 2025). This process is further complicated by algorithm-driven visibility which increases content on the basis of engagement measurements instead of value congruence. Garg (2025) argues that algorithmic prioritisation can be used to pervert the meaning of brands due to the preference of virality over coherence. This highlights the point that the role of influencers is not merely determined by the quality of content but is also predetermined by the dynamics of platform governance.
The results are consistent with the Network Effects Theory that describes influencer networks as enhancing brand associations by means of social diffusion (Benevento et al. 2025). According to a Consumer-Based Brand Equity, associative relationships are reinforced but not stable using influencer collaborations (Wei et al. 2023). Relationships created with influencers can easily be broken by lack of trust in a short amount of time. This instability is supported by Bartel and Rockmann (2025), as they show that association strength needs to be reinforced emotionally and in relation. Such a theoretical combination supports the purpose of the study to critically assess influencer marketing as a potent yet a weak contributor to global brand equity. In the case of Nike, the findings are reflected in its strategic reliance on elite athletes and lifestyle influencers, based on which brand associations linked to authentic and cultural relevance are fortified. 
[bookmark: _Toc219225881][bookmark: _Toc220818256]4.5 Theme 3: User-Generated Content and Perceived Quality
The systematic review illustrates that user-generated content (UGC) has a great influence on the perception of quality through providing social persuasion, peer confirmation, and experiential trust. The authenticity cues, which are often formed by peer-created content, tend to reinforce the quality perceptions and make consumers more credible to brand-generated content (Balogun et al. 2023). Nevertheless, it is always pointed out in the literature that all these effects are conditional and not automatic. El-Shihy and Awaad (2025) stated that perceived quality is only enhanced in case the UGC conforms to the brand values and looks organically driven, which can imply that uncontrolled UGC can just as well destroy credibility and worsen brand meaning.
Community challenges, athlete reposts, and consumer-shared fitness achievements are strategically placed in Nike's digital ecosystem as UGC. These activities support the performance-based identity of Nike by demonstrating real-life experiences in the use of the products in real-life environments (El-Shihy and Awaad, 2025). Athlete reposts are symbolic endorsement, which raises the peer content and maintains brand control. As mentioned by Duffy and Meisner (2023), this recognition enhances the sense of product competence and functional reliability. However, this selective amplification may give more attention to idealised versions, which may be unjust to the voices of ordinary consumers, and may reduce the heterogeneity of experiential accounts.
On a positive side, UGC leads to trust building and perceived purchase risk reduction because it facilitates observational learning. Experience-based exchange of products and experiences is how consumers assess the quality of products, especially in performance-based categories such as sportswear (Yousery, 2024). This is an advantage to Nike because peer showcasing of endurance, comfort, and durability confirm products. This mechanism has been supported by Montecchi et al. (2024), who hold that experiential transparency enhances quality perceptions. But the use of consumer interpretation brings in subjectivity i.e. the quality judgements can be highly varied depending on individual expectations and social reference groups.
The review, regardless of its advantages, points out quite significant risks involved in UGC such as inconsistent communication and potential exposure to negative or misleading information. Uncontrolled UGC may increase dissatisfaction, amplify imperfections, or spread fake expressions, which is harmful to perceived quality (Yousery, 2024). In the case of Nike, the perception of quality may be easily undermined by viral marketing of flaws in product quality or ethical issues. According to Parodi (2024), the algorithms on the platforms tend to focus on controversy, which makes them more vulnerable to their reputation. This shows why there should be a strategic management of this without compromising the perceived genuineness of UGC.
The issue of balance between control and openness becomes one of the key managerial issues. Over-curation may turn UGC into pseudo-branded content, undermining the credibility of such content, whereas a lack of moderation exposes the brands to reputation risks (Schroder et al. 2025). The selective amplification of community content by Nike is an effort to stay authentic and direct the meaning of the brand. Ajiva et al. (2024) observe that perceived quality in international brands rests on consistent meaning construction as opposed to message uniformity, which should support the significance of contextual flexibility as a part of UGC strategies. In the social media ecosystem of Nike, this is demonstrated through the selective amplification of athlete-endorsed consumer content and community challenges; in which peer-generated performance narratives increase perceive product quality along with the required ongoing curation for preventing reputational dilution. 
In conceptual terms, the results support the fact that perceived quality is a socially constructed opinion that depends on collective experience and authenticity such as signals as opposed to product objective qualities. This can be attributed to the theory of Consumer-Based Brand Equity in which quality perceptions arise in the form of an interpretation and the establishment of trust (Wei et al. 2023). Authenticity cues also play the role of mediating UGC and quality judgements, which confirms the conceptual framework of this study. Mulyono, H. and Rolando (2025) also affirmed this opinion and established the fact that the perceived quality is not enough to guarantee loyalty without emotional reinforcement. This critical review is a direct step toward the purpose of the research which is to assess the role of UGC in the formation of global brand equity.
[bookmark: _Toc219225882][bookmark: _Toc220818257]4.6 Theme 4: Consumer Engagement and Brand Loyalty 
In the analysed literature, one of the common patterns is that consumer involvement on social media does not necessarily translate into brand loyalty. Likes, comments and shares are all engagement indicators which are more of interim behavioural indicators than an ultimate commitment gauge (Sohaib et al. 2025). Although high involvement enhances brand exposure, brand loyalty is established through more psychological activities. The emotional attachment, perceived value, and trust are hired again and again as the mediators that change the interaction into relationships with the brand in the long run. Mou et al. (2025), cautions against this difference and indicates that depending on shallow measures of engagement can exaggerate brand equity, conceal flaws in consumer loyalty.
The nature of the engagement strategy by Nike demonstrates a high level of participatory branding, as it focuses more on interactive campaigns, two-way communication, and community-building. Online programs that promote interaction with challenges, feedback, and mutual accomplishments develop a feeling of belonging based on sports identity and personal development (Umoren et al. 2022). Such practices reinforce emotional attachment overall to the transactional interactions. According to Munawan et al. (2025), this community-based interaction is especially efficient with younger consumers who want to align their identity to the community. Nevertheless, the maintenance of meaningful dialogue in the international audience is a complicated task that demands lifelong adjustment to the cultural and platform-specific demand.
Strength wise, the Nike efforts in engagement have been able to create emotionally invested communities that confirm the symbolism of brands and shared identity. Other modern brands have followed the same approach; case in point, the digital fitness communities of Lululemon have allegedly led to a 65% rise in repeat customer engagement in 2023 (Renascence, 2024). This is an example of how community based participation may facilitate loyalty channels. Stolba et al. (2024) warn, though, emotional communities require a steady provision of value because unfulfilled expectations will speed up disengagement and not solidify loyalty.
Although these strengths are present, the literature also singles out some major weaknesses linked to engagement-based strategies, such as platform fatigue and dependence on algorithms. The repetitive branded contacts saturate consumers, which makes them less responsive as time goes on (Yazdi et al. 2024). Those issues are reflected in the digital engagement model of Starbucks in which the growth of mobile app engagement dropped to 3% in 2024, indicating declining returns (Starbucks Investors, 2025). As Möhlmannn et al. (2023) claimed, algorithmic mediation focuses on the appearance, as opposed to the depth of the relationship, which undermines the sustainability of engagement-based loyalty models.
The other limitation that is of critical concern is the over dependence on superficial measures of engagement as a proxy of loyalty. Large volumes of interaction can obscure waning trust or emotional disconnection especially when interaction is incentivised, as opposed to voluntary (Baig et al. 2025). The problem with Nike is to find the difference between meaningful and performative interaction. Yoheswari (2025) emphasized that optimized systems based on algorithms tend to favour short-term response, perverting managerial evaluation of consumer loyalty, and exaggerating the feeling of loyalty.
In theory, the results correspond to the views of Brand Love and Relationship Marketing, where loyalty is established as a result of an emotional connection, but not through recurring interaction (Yazdi et al. 2024). In the Consumer-Based Brand Equity loyalty pyramid offered by Keller, engagement is an antecedent instead of a goal (Wei et al. 2023). The engagement needs to be managed strategically therefore and must ensure that it builds trust, identity alignment and emotional value. Therefore, high levels of social media interaction achieved through participatory campaigns and digital communities function primarily as enabling mechanism that support trust and emotional attachment instead of acting as direct or reliable indicators of long-term brand loyalty. This summary gives credence to the aim of the study to critically assess engagement as a strategically mediated, conditional driver of global brand loyalty. 
[bookmark: _Toc219225883][bookmark: _Toc220818258]4.7 Cross-Theme Synthesis and Conceptual Framework Validation 
4.7.1 Interaction Between Themes
The cross-theme synthesis proves to have a sequential and interdependent relationship between the mechanisms of social media and brand equity dimensions. Storytelling is primarily effective at fortifying brand awareness by increasing the power of recall and emotional relevance, whereas influencer collaborations determine brand associations by symbolic meaning transfer. Wei et al. (2023) explain that these dimensions of early stages equity are fundamental but cannot be supported without the support of later processes. User-generated content further extends this process by affecting perceived quality with peer validation but consumer engagement only affects brand loyalty indirectly by other factors including trust and emotional attachment. On the positive side, such interaction provides a coherent equity-building pathway, which is in tandem with the objectives of the study. More importantly, the results also indicate that interruption at any point, including the role of inauthentic influencers or harmful UGC are capable of undermining downstream equity performance, signifying vulnerability in the system.
4.7.2 Validation of the Conceptual Framework
The results substantiate the conceptual framework to a large extent and strengthen and focus the direction of particular relationships. There is a strong and stable relationship between storytelling regarding brand awareness and influencer collaboration is only conditionally related to brand associations depending on authenticity and fit. This reframing corrects engagement-centric assumptions by positioning engagement as an enabling, rather than causal, mechanism in brand equity formation.According to the Consumer-Based Brand Equity model by Keller, brand equity is not developed linearly, but in a hierarchy (Hao et al. 2025). User-generated content is moderately and context-sensitively related to perceived quality, though engagement is weakly directly related to loyalty and happens at the mediation of emotional and relational variables. This criticizes the assumptions on one hand is the naïveté of engagement driven and on the other hand perfects the framework by repositioning engagement as an enabling process, not a direct driver of loyalty, which enhances the critical contribution of the study.
4.7.3 Global Brand Perspective
In terms of global brand, the synthesis introduces the need to balance between strategic consistency and cultural and platform-specific flexibility. Nike can achieve global equity formation by its capacity to stay coherent in brand values and modify narratives and partners in various markets. The authors state that global brands are successful when the meanings are fixed and expressions are flexible (Luckenbach et al. 2022). The platform specificity also mediates effectiveness with storytelling and engagement being less effective in digital platforms. Although such flexibility improves relevance, too much localisation will lead to brand dilution. On the other hand, strict standardisation can lower the level of cultural resonance. However Nike has enacted this strategy through standardising core brand values across markets while allowing flexibility in narrative execution, influencer choice, and engagement formats to align with local cultural and platform-specific dynamics. Such contradictions bring out the idea that global brand equity is a dynamically constructed concept that supports the goal of the study to critically assess the Nike social media strategies in various digital and cultural environments.
[bookmark: _Toc219225884][bookmark: _Toc220818259]4.8 Comparison with Prior Literature and Industry Benchmarks
The results of this research correspond to a significant part of the reviewed literature in Chapter 3, especially in the positive contribution of storytelling and influencer marketing to increasing the dimensions of brand equity at the early stage. Jing (2024) illustrates the fact that story-based content reinforces emotional memory and recognition, and this trend is highly evident in the social media activities of this brand. Nevertheless, most previous research is quantitative or platform-neutral, which does not allow us to understand the construction of meaning in contexts. Singh et al. (2025) also underline the intensity of engagement, but do not investigate its qualitative depth to the maximum. This paper will solve these shortcomings by proposing a qualitative, mechanism-based synthesis, which will further deepen the insight past correlation into interpretation.
Regarding influencer marketing, the research favors the available literature that brand-influencer congruence is the core of positive brand associations. Xu (2023) emphasizes that credibility is one of the main factors that define the strength of association and that is supported by the fact that Nike strategically depends on the influence of the athlete. However, much of the existing literature presupposes the linearity of the benefits of influencer reach and ignores the reputational risks. Benevento et al. (2025) generally admit the effects of network amplification but underestimate instability due to excess commercialisation. In comparison, the paper is able, critically, to show that influencer-based associations are conditional and weak to fill a gap in understanding why high visibility does not necessarily lead to a stable brand meaning.
The benchmarks of the industry often equate the high levels of engagement with the success of the brand, which is one of the existing assumptions in digital marketing practice. This assumption is partially confirmed by the empirical research made by Sohaib et al. (2025), who provide evidence that engagement is capable of mediating the effect of emotional attachment on loyalty. Nevertheless, the discourse of the industry tends to overlook the role of the mediating processes in favor of the quantity of the output instead of its quality. Yazdi et al. (2024) warn that engagement-based approaches threaten to have a superficial relationship with the brand. The research contributes to the discussion by demonstrating that the success of Nike engagement is based not on the frequency of interaction but community-building, and thus it breaks down simplified industry narratives regarding engagement-based brand performance. Moreover, Nike’s social media strategy demonstrates strong symbolic coherence, but remains vulnerable to algorithmic distortion, performative authenticity, and over-reliance on engagement metrics.
In terms of the user-generated content, previous studies identify its impact on perceived quality, in terms of authenticity and peer validation. The evidence to the credibility of UGC in Schroder et al. (2025) is good but limited management control. Nonetheless, numerous studies consider UGC as a positive factor in itself, with less emphasis on reputational risks. Yousry (2024) identifies the threat of uneven communication but does not touch upon global brand aspects. The proposed study addresses that gap by situating UGC in the global ecosystem of Nike, and showing how perceived quality results vary according to strategic curation and cultural responsiveness in addition to their compliance with brand values, thus making a more balanced and critical contribution.
[bookmark: _Toc219225885][bookmark: _Toc220818260]4.9 Chapter summary 
This chapter was a critical review of the effects of Nike activities in social media marketing on global brand equity by a synthesis of qualitative information. The results indicated that storytelling is a powerful contributor to brand awareness and improves emotional recollection and salience but its influence is culturally and platform dependent. Influencer collaboration was observed to influence brand associations in a positive way when authenticity and strategic fit were observed but the associations were found to be fragile in the case of over-commercialisation. User-generated content PMH was an additional enhancer to perceived quality, through social proof and experiential credibility, and a reputational risk in the event of its mismanaging. Consumer interaction turned out to be an indirect contributor of brand loyalty with the intermediary of trust and emotional attachment, not through the volume of interaction. In theory, the chapter enhanced Consumer-Based Brand Equity, Brand Storytelling, and Network Effects views by pointing to conditional and non-linear relationships. On the whole, the analysis provides a subtle understanding of the international digital branding processes. The following chapter will however draw conclusions on these findings to give practical recommendations to the Nike and future research.


[bookmark: _Toc220184447][bookmark: _Toc220818261]Chapter 5: conclusion and recommendations
[bookmark: _Toc220184448][bookmark: _Toc220818262]5.1 Summary of findings
Using qualitative systematic review evidence, the study has critically analyzed how the Nike social media marketing activities affect global brand equity. The results prove that brand equity building is based on interpretive processes as opposed to frequency of exposure or volume of engagement only. In a literature review, storytelling, influencer partnerships, and user-created content proved to be correlated factors that contribute to the brand equity dimension. The evidence points consistently to the fact that the awareness, associations, perceived quality and loyalty are formed as the result of the construction of meanings and the relational trust. Through the synthesis of qualitative insights, the study will address the ambiguity that exists concerning the translation of the social media practices into the stable brand equity results. Generally, the results prove that authenticity, strategic coherence, and responsiveness to the context have to be considered effective.
The results show that storytelling does have a high degree of brand awareness by enhancing emotional memory and symbolic brand meaning among markets. It was demonstrated that content based on narrative enhances brand salience, memorability and organic sharing in dissimilar digital contexts. Nevertheless, the review shows that the efficiency of storytelling is contingent upon their authenticity and narrative coherence over algorithm-mediated platforms. Disjointed or excessively commercialised storytelling was observed to dilute sustained attention and disrupt the formation of meaning of a brand in the long-term. This dispels the fact that storytelling is a universal element that can ensure positive brand equity results. Rather, the process of storytelling is a contributor to awareness when it is being used in the context of cultural values and when it builds up to brand consistency.
It was discovered that influencer collaborations produced effects on brand associations based on the perceived credibility, value congruence, and mechanisms of transferring symbolic meanings. The synthesis reveals that the impact of influencers is more based on realness and strategic fit than reach. The performance, discipline, and excellence links were solid as athlete influencers enhanced Nike brand positioning that has been in place across the world. On the other hand, unfit or too commercially oriented partnerships were linked to the undermining of trust and volatile brand associations. These results address the conflicting literature by revealing that influencer marketing has conditional brand equity effects, as opposed to linear ones. Influencer collaborations thus act as relational processes that build associations, but not necessarily positive brand meaning amplifiers.
The concept of the user-generated content turned out to be a decisive factor in terms of the perceived quality in the form of authenticity and peer validation. The review demonstrates that UGC boosts credibility because it captures the viewpoints of experience among consumers who do not have control over brand messages. Nonetheless, reputational risk and unequal quality perceptions were related to unregulated or unstable user-generated content. Perceived quality enhanced as UGC was congruent with the brand values and strategically managed across platforms. This nullifies the hypothesis that UGC is good in itself no matter the governance. Rather, UGC has a positive role to play in cases where authenticity is weighed with management and cultural awareness.
Lastly, the results also indicate that consumer engagement has an indirect effect on brand loyalty, as it affects trust, emotional attachment, and perceived value formation. The volumes of high engagement were not sufficient to create long-lasting loyalty with no important relational reinforcement. The compilation reveals that loyalty is a resultant interpretive process as opposed to instant behavioural reactions. This explains why in practice engagement metrics often do not offer predictive power in the long term performance of brand equity. The study is explanatory through the combination of Consumer-Based Brand Equity, storytelling, and network effects theories. Altogether, the results develop a subtle, mechanistic conceptualization of how global brands are formed.
[bookmark: _Toc220184449][bookmark: _Toc220818263]5.2 Linking with objectives
Objective 1: To investigate the role played by the Nike social media marketing activities in strengthening key aspects of the world brand equity
A qualitative literature review of brand awareness, associations, and perceived quality and loyalty was conducted systematically to reach this objective. The analysis proved that social media marketing builds brand equity by interpretive processes as opposed to the direct impacts of exposure. The analysis of the meaning and trust building process critically helps the study to understand how brand equity dimensions are enhanced in global digital branding settings.
Objective 2: To examine how Nike employs the use of storytelling, collaborations with influencers, and user-generated content in building global brand equity
They achieved this goal through thematic analysis of such as storytelling, influencer collaborations and user-generated content as unique strategic tools. The results show the contribution of each practice to certain dimensions of brand equity, which is contingent. The study brings out how authenticity, alignment, and governance make these practices to build or undermine global brand equity through the comparative interpretation.
Objective 3: To assess how consumer involvement leads to the increase in global brand equity
This goal has been met through a critical analysis of the consumer engagement as a mediating process as opposed to a direct consequence. The results show that engagement can create loyalty by creating trust, emotional attachment, and formation of perceived value. This analysis addresses discrepancies in current literature by clarifying why the level of engagement is not sufficient to ensure the long-term changes on the level of brand equity.
Objective 4: To draw parallels between the brand equity results of Nike as driven by social media and academic literature and industry standards
This was achieved by interpreting comparison based on the evidence contained in Nike and academic literature and the existing industry assumptions. The comparison demonstrated points of intersection and dis-intersection especially when it comes to engagement measures and perceived effectiveness. Comparing theory with practice, the study identifies the limitations of benchmark-based evaluations and supports the importance of mechanism-based knowledge.
[bookmark: _Toc220184450][bookmark: _Toc220818264]5.3 Recommendations
Recommendation 1: Social media storytelling in a strategic way
Nike must lay emphasis on the importance of narrative coherence through social media to reinforce the brand meaning without promoting the practice of fragmented communication. There is some evidence of the fact that entertaining yet unfocused storytelling undermines long-term brand salience and perceived authenticity (Wijayanto and Purwoko, 2025). Storytelling must thus be planned well to support the values like empowerment and persistence in the varied cultural contexts. But too much commercialisation or reactive material will mean a loss of narrative credibility and audience trust. Nike needs to find the right balance between creative freedom and narrative discipline to maintain awareness without losing authenticity. This strategy underpins valuable interaction at the expense of scepticism that comes with performative brand storytelling.
Recommendation 2: Selective and managed influencer partnership
The influencer collaboration strategy Nike needs to use is a more selective approach based on authenticity, symbolic fit, and sustained relational value generation. Previous studies establish that the credibility of the influencer and brand congruence impact more consumer associations compared to the size of the audience (Janssen et al. 2022). Athletic affiliations must remain as performance-oriented connotations and lifestyle influencers have to be controlled more strictly. Too much use of influencer endorsements causes loss of credibility and brand meaning. Nike, in turn, needs to have in place governance mechanisms whereby reputational risk and engagement potential are evaluated. This kind of discipline will enable influencer partnerships to strengthen associations without developing strategic dependency.
Recommendation 3: Organization-managed user-generated content and interaction
To guarantee perceived quality, Nike can strengthen governance structures of user-generated content without compromising authenticity. Available literature indicates that UGC improves credibility as a result of peer validation but causes reputational vulnerability in case of mismanagement (Choudhary et al. 2025). The curation strategy must focus on congruence with the brand values, not on the volume of content. Likewise, the approaches to engagement must be based on building communities and foster trust instead of the shallow interaction metrics. The risk of the high engagement is that without emotional reinforcement there will be short-term attention but no outcomes of the loyalty. A comprehensive governance strategy will allow Nike to improve the perceived quality and curb reputational volatility of the algorithms.
[bookmark: _Toc220184451][bookmark: _Toc220818265]5.4 Future work
The study should be extended in future by including the longitudinal designs to capture the changing relationship between social media strategies and brand equity formation. According to previous researchers, cross-sectional designs restrict the knowledge of the cumulative brand sense and delayed loyalty (Dandis et al. 2022). Longitudinal study would enable the researchers to see the effect of narrative consistency and maturity of engagement on equity results through time. Nevertheless, these designs are resource-consuming and might not contain platform volatile. In spite of these, the importance of temporal analysis as a form of explaining long-term brand equity development is more robust.
Mixed methods strategies of qualitative synthesis and platform-level analytics can be implemented in further studies to enhance the depth of explanation. The current literature underscores the fact that the use of either interpretive or quantitative measures would run the risk of incomplete brand equity evaluation (Paul and Kaurav, 2025). The technique of combining sentiment analysis and engagement information with qualitative interpretation might enhance methodological soundness. However, a more complex methodology can bring in comparability and analytical inconsistency problems. The future research ought to consider the ways of balancing methodological innovation and the analytical coherence to advance the scholarship of social media branding.
[bookmark: _Toc220818266]5.5 Personal Reflection
Initial research anxiety
I felt quite anxious at the start of this dissertation regarding the process of working on a systematic literature review on my own. According to Jing (2024), new researchers usually have a fear of methodological failure because of the new academic demands. I was not sure whether I would be capable of meeting structural, analytical, and quality requirements of a systematic study. Such a fear was exaggerated by the lack of previous experience with formal review procedures. I also initially felt that I am not a synthesiser of literature in a critical way but a descriptive way. Nonetheless, this anxiety worked out as time went by as I was in constant contact with the research process. The confidence was formed when theoretical knowledge was enhanced and research choices were better justified and meaningful.
Learning unknown research processes
A number of methodological items were new at the beginning, especially systematic screening, thematic coding, and evidence synthesis. Naseer et al. (2025) insist that methodological competence cannot grow without practical use but only theoretical knowledge. In the beginning, I had a problem with differentiating between relevance and simple availability of studies. I was confused about the issue of inclusion and exclusion decisions on the depth of analysis. By practice, I got to know how to defend methodological decisions more assertively. Every repetition enhanced my knowledge of the synthesis that is structured. This is what converts uncertainty into an informed analytical reasoning that is systematically based on logic.
Reflecting on PRISMA Framework
The PRISMA framework first managed to seem complicated and limiting because of its linear and overly organized structure. According to Subrata et al. (2025), reporting structures tend to complicate researchers in their early stages by being too procedural. My first misperception was the way of identification, screening, and eligibility stages that were linked in an analytical way. Mistakes made at an initial stage brought to my attention areas of procedural ambiguity. The many applications enhanced my knowledge on transparency and replicability concepts. Little by little PRISMA was turned into an organising device instead of an administrative heavy load. This learning greatly added to the credibility of my methodology in the review process.
Source selection and evaluation
The choice of the right scholarly sources was a challenge to my mind and necessitated the maintenance of critical thinking. According to Shaheen et al. (2023), the validity of the findings of a systematic review directly depends upon the selection of sources. At first, I had been using too much relevance of a keyword and not conceptual relevance. I have over time developed the ability to focus on methodological rigour and thematic relevance. The acquaintance with academic databases enhanced my effectiveness and accuracy. This was refined to enhance the coherence of the SLR table. The selection of sources transformed into an analytical process as opposed to a filtering process.
Skills development and future action plan
The dissertation has greatly improved my analytical skills, writing skills as well as research planning skills. Alt et al. (2022) note that reflective research practices facilitate the development of professional skills in the long term. I gained self confidence in the ability to synthesise arguments without being descriptive. Drafting was also improved by the use of time management and through organization planning. In the future, I intend to use systematic review techniques in industrial-related studies. The current study will combine qualitative synthesis with practical empirical knowledge in future studies. On the whole, this work influenced my academic identity and readiness to conduct research in the sphere of my work.
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Records identified from:
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Records excluded
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Reports not retrieved
(n=52)
Reports sought for retrieval
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Reason 1: Lack of focus on secondary healthcare settings (n= 50)
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Reason 3:  insufficient empirical evidence on NMS (n= 31)
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Studies included in review
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