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Abstract
Chapter 1 discusses the impact of Nike's digital marketing strategy on brand loyalty. This section is based on the research aim and objectives. Therefore, the significance of the research is also discussed within this chapter. The introduction chapter also helps to understand the various strategies of digital marketing to improve the business structure. Therefore, the overall efficiency of Nike has to be developed by this strategy. Brand reputation and customer engagement have to be developed with the aid of this marketing strategy of Nike. The chapter 2 is literature review chapter; it helps to discuss the overall concept of this research topic in brief. Therefore, topic-related themes are analysed in this section. With the aid of this chapter, it has been found that digital technology has a significant impact on the brand loyalty of Nike. The chapter 3 is methodology chapter; it is based on the data collection method of the research to gain detailed knowledge about the importance of digital marketing and the effectiveness of the brand management of Nike. Research philosophy, research approach, and research designs are highlighted in this section. Therefore, based on 10 peer-reviewed articles, data have been collected from various sources, such as Google Scholar and different websites. Therefore, thematic analysis helps to analyse the collected data to gain deep knowledge about the research topic. In the chapter 4, findings chapter, based on the selected article’s themes, which helps to analyse the collected data authentically. After that, the overall discussion has to be highlighted in the discussion chapter. After that, proper recommendations, strength and weaknesses of the research are also discussed within the last chapter. The chapter 5 is, discussion chapter examines the empirical results of the research aim and objectives, especially the influences of digital marketing on brand engagement, brand attitude and customer perception as applied in the Nike area. The data presented in the discussion correspond to the information analysed in the literature review and the thematic analysis in the previous chapters. The chapter 6 is, conclusion chapter is also able to develop the overall dissertation structure with the support of the connection of the research with the research objectives.
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[bookmark: _Toc214980653][bookmark: _Toc218097848]CHAPTER 1: INTRODUCTION 
[bookmark: _jxazvt1p9cvt][bookmark: _Toc214980654][bookmark: _Toc218097849]1.1 Chapter Introduction 
The introduction chapter is based on a basic discussion about the research topic, which is the impact of digital marketing strategies on the brand engagement of Nike. The aim of the research has to be discussed within this research; after that, research objectives and research questions are also highlighted within this first chapter. With the aid of this chapter, problem statements as well as the rationale of the research have to be discussed properly within this chapter. 
[bookmark: _8vs8cutiuez5][bookmark: _Toc214980655][bookmark: _Toc218097850]1.2 Background 
The rise of digital marketing has become a hallmark of global brand communication with consumers, and Nike's approach in the United Kingdom is a successful example of the level of this change. The growth of social media tools, mobile applications and more personalised internet experiences in the last ten years has radically changed traditional advertisement paradigms (Neupane, 2022). Instead of focusing on only television campaigns or print promotions, Nike is currently working on data-driven digital strategies to attract consumers who use brands through multiple screens and whose online behaviours change constantly. The United Kingdom is especially topical because of its penetration of the internet, the fast rate of mobile technology usage, as well as the strong existence of online active youth and sports communities (Boienko et al. 2025). These circumstances also provide a source of opportunities and challenges to the brands to stay visible and culturally relevant.
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[bookmark: _uljfzb3anrrd][bookmark: _Toc218014562]Figure 1.1: Digital Advertising Costs of Nike
(Source: Statista, 2025)
Nike has been utilising digital tools to market its products as well as create more emotional bonds with its users. The "Nothing Beats a Londoner" was one of such campaigns, which placed the brand in the context of daily athletic culture and showed how hyper-local narratives could be used to strengthen the brand. Equally, the fact that Nike invested in digital ecosystems, including the Nike Training Club and Nike Run Club apps, shows that the company has shifted its approach towards experience-based marketing as opposed to transactional marketing (Champaneri and Jain, 2021). These channels will allow the firm to capture behavioural data, display personalised content and build a community around fitness ambitions. This dynamic nature is in line with the general industry trends whereby the brands are defying product quality to focus on the affective experience of consumer interaction.
The competitive sportswear market in the United Kingdom, where Nike competes with Adidas and Puma, as well as with the newer digital-focused fitness brands, requires the company to constantly improve its digital reach. Changes in consumer expectations highlight authenticity, inclusion, and sustainability as the main predictors of successful engagement (Chen, 2024). In the case of Nike, maintaining this relationship requires the personalisation of digital messages according to the values of the UK consumers, the alignment of the campaigns with the social and cultural trends, and the encouragement of user-created content that generates the brand presence. Therefore, digital marketing has been much more than a focus on influencing how the UK consumers view Nike as innovative, lifestyle-oriented, and a brand they trust. In this light, the research questions are important to determine the impact of the digital marketing tactics adopted by Nike on brand interactions within the UK (Zhavoronkova, 2021). There is enormous potential in the digital channels, but its effectiveness will be determined by the way it appeals to the tastes, interests and Internet habits of the UK consumers. This background creates a basis for exploring the physical effect of Nike on digital outreach on the level of engagement in this competitive market.
[bookmark: _ha60ytohxl9c][bookmark: _Toc214980656][bookmark: _Toc218097851]1.3 Research Aim, Objectives, and Questions 
Aim 
This research aims to address the effect of digital marketing techniques on the brand engagement of Nike faces in the UK market.  
Objectives 
· To analyse the main types of digital marketing employed by Nike in the UK 
· To examine the effect of these strategies on customer engagement and brand loyalty 
· To examine the degree to which digital marketing has led to the overall brand equity of Nuke in Britain 
· To evaluate how influencer marketing and social media platforms influence the digital brand image of Nike 
Research Questions 
· What are the digital marketing initiatives of Nike to increase brand engagement in the UK? 
· What is the impact of such strategies on customer perception, trust and loyalty? 
· How can influencer relationships and social media campaigns help Nike sustain its digital brand presence? 
· What role does Nike play with digital analytics and AI serve in personalised marketing and interaction? 
[bookmark: _d3ryu7ny8txh][bookmark: _Toc214980657][bookmark: _Toc218097852]1.4 Problem Statement 
Despite a general recognition that Nike is a global leader in the sphere of digital marketing, there is a lack of scholarly knowledge of the influence of these strategies on the brand engagement in the UK market in particular. The current body of scholarship is often concerned either with global campaigns or with the overall consumer reactions, thus neglecting the cultural, behavioural, as well as competitive specificities of the UK consumer (Rodrigues et al. 2021). Although Nike has continuously invested in social media campaigns, mobile apps, influencer collaborations, and customised online experiences, it is not clear which of these strategies have the greatest impact on increasing long-term engagement and loyalty in audiences in the UK.
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[bookmark: _xp21beyuaju1][bookmark: _Toc218014563]Figure 1.2: Revenue of Nike by Sales Channel 
(Source: Statista, 2025) 
The question is whether Nike is able to use the digital work to achieve a meaningful interaction or just create short-term presence. The UK consumer expectations are the fastest developing due to the growing dependency on mobile technologies, the high necessity for the authenticity of the brand communication, and the growing concern with social issues (Wu, 2022). In case the digital strategies fail to match the expectations, Nike might find itself irrelevant to their competitors who are able to respond more quickly to local trends. Thus, the main issue touched upon in this paper is the absence of an in-depth understanding of the effects of digital marketing efforts undertaken by Nike on brand engagement in the UK setting and the gaps between the digital intentions of Nike and real consumer engagement results.
[bookmark: _5svjva8gbat9][bookmark: _Toc214980658][bookmark: _Toc218097853]1.5 The Significance of the Study 
The study is important because it explains the effects Nike's digital marketing operation has on brand engagement in the competitive UK sportswear market. Through methodical research of consumer reaction to online campaigns by Nike, customised content, and online communities, the research can offer information that other brands aiming to improve their online existence can use (Ayub, 2025). In addition, the results serve to add to scholarly discussion by signifying the influence of the local market environment on the results of digital engagements. To the practitioners, the findings can assist in making more informed decisions by allowing organisations to implement strategies that are more in line with the expectations of the online consumers, their online habits and new trends in online communication.  
[bookmark: _Toc218097854]1.6 Research Methodology
The research approach that is taken in this study is qualitative research where the study will focus on the consequences of digital marketing initiatives on the brand engagement of Nike in the UK market. Qualitative approach was deemed to be suitable because the research aims at coming up with a comprehensive view of consumer engagement, perceptions and brand interactions as opposed to quantifying relationships using numerical data. The study is based on an interpretivist ideology, since it acknowledges that the brand engagement is socially constructed and influenced by the individual experience, cultural background, and digital interaction.
The use of an exploratory research design was predetermined by the dynamic character of digital marketing and the lack of the academic studies on the UK context dealing specifically with Nike digital engagement strategies. This design allowed flexibility in the analysis of the emergent themes and patterns of already existing literature. The secondary sources were the only sources of obtained data, and ten peer-reviewed journal articles found in academic databases like Google Scholar, Emerald Insight, and university library repositories were selected (Lopes et al. 2024). Due to achieve relevance, credibility and academic rigour, the sources have been chosen using well-defined inclusion and exclusion to guarantee relevancy in these studies.
The thematic analysis was applied to analyse the collected data, which permitted identifying recurring concepts associated with personalised marketing, influencer engagement, digital communities, and customer loyalty. This approach to analysis helped to interpret the qualitative findings in a structured but flexible manner. Ethical considerations Ethical consideration was upheld during the study because the correct citation, prevention of plagiarism, and adherence to the arguments of the original authors were observed. On the whole, the approach taken offers a powerful and strict system of investigation of the role played by digital Nike marketing in brand interactions in the UK.
[bookmark: _4c5oxznxwh1o][bookmark: _Toc214980659][bookmark: _Toc218097855]1.7 Dissertation Outline 

[bookmark: _s3qtzkiydi1b][bookmark: _Toc218014564]Figure 1.3: Dissertation Outline 
(Source: Self-Created)
This dissertation outline helps to discuss the overall dissertation, which is based on digital marketing and its impact on Nike’s brand image. The first chapter helps to discuss the aim and objectives of the research, which is the main part of this section. Therefore, the research background as well as the significance of the research have to be discussed within this section. Therefore, the second chapter is based on a literature review action, which helps to discuss the detailed analysis of the topic. Topic-related theories have to be highlighted within this section. Moreover, the literature gap is also highlighted in this part. The next chapter is methodology, which is based on data collection and the data analysis process. With the aid of this section, the methodological strategy has to be addressed properly. After that, the findings chapter helps to analyse the collected data systematically. Moreover, the last chapter provides an overall conclusion and proper recommendations about this topic. 
[bookmark: _69u0vpdoaxkr][bookmark: _Toc214980660]

[bookmark: _Toc218097856]CHAPTER 2: LITERATURE REVIEW 
[bookmark: _pvsfc7vniys0][bookmark: _Toc214980661][bookmark: _Toc218097857]2.1 Chapter Introduction 
This chapter is based on a detailed analysis of the research objectives. With the help of this chapter, the importance of digital marketing at Nike has to be addressed properly. Therefore, this chapter also helps to understand the digital marketing strategies and their role on Nike’s brand image. Moreover, topic-related theories are also highlighted in this section, which has the potential to impact understanding of research significance. 
[bookmark: _v3lsfnkh2dxc][bookmark: _Toc214980662][bookmark: _Toc218097858]2.2 Conceptual Framework 
[bookmark: _mg1f8afkrfzf][bookmark: _Toc214980663][bookmark: _Toc218097859]2.2.1 Digital Marketing Concept Nike utilises in the UK
The UK digital marketing strategy of Nike is built on the basis of a combination of personalised communication, community-oriented content, and decision-making, which is data-driven. As stated by Harju (2023), the corporation not only use online platforms to advertise its products; it also creates a lifestyle story that appeals to the day to day lives and dreams of its customers in the UK market. The most important part of the strategy is the widespread use of social media platforms, including Instagram, Tik Tok, and X, where the brand uses a combination of athlete promotion, user-created content, and short-storytelling to maintain the presence. As argued by Lopes et al. (2024), such platforms allow Nike to reach younger consumers within the UK that value authenticity, inclusivity and real-time access to information about the products. The other key element is the investment in digital ecosystems including the Nike Training Club (NTC) and the Nike Run Club (NRC) applications. These apps offer exercise regimens, performance metrics, and challenges to the users that are tailored to each person. In the UK where participation in fitness is determined by urban lifestyles and wellness trends, the applications can be a channel between brand and consumer because it provides more functional value than sportswear transactions. They are also helpful in gathering the user behaviour insights, which are later used to shape the targeted advertising, email marketing campaigns, and tailored product recommendations.  
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[bookmark: _d9rftm2jart][bookmark: _Toc218014565]Figure 2.1: Digital Marketing Concept 
(Source: Self-Created)
Another way Nike utilizes influencer interactions is through collaborations with athletes, creators, and fitness coaches based in the UK that represent the cultural diversity of the area. As highlighted by Ijaduade (2022), Nike improves its online presence and increases the credibility of its distinct consumer segments by associating with identifiable personalities. The brand also relies on search engine marketing, interactive sites as well as online product customisation, to develop integrated digital experience. As argued by Chaffey and Smith (2022), comprehensively, the digital marketing of Nike in the UK is a combination of content, technology, and community involvement in the process that will maintain uninterrupted communication with consumers and support its brand image in various digital environments. Furthermore, the research paper is important as it provides a narrow analysis of the role of digital marketing in brand engagement of one of the most empowering sportswear brands in the United Kingdom.
[bookmark: _bglgr2chnd60][bookmark: _Toc214980664][bookmark: _Toc218097860]2.2.2 Effect of Digital Marketing Strategies on customer engagement and brand loyalty 
Digital marketing has a significant impact on the way the UK consumers communicate with Nike, as well as how they view the brand in the long run. As mentioned by Alghizzawi et al. (2024), one of such effects is the opportunity to promote active interaction with the help of personalised communication. Consumers feel that Nike understands what they want to see and what they want to achieve in their fitness goals when the brand uses data-driven advertisements or customized suggestions in its applications. As argued by Temperino (2023), this feeling of personal relatability often transfers into increased rates of interaction, whether through Liking posts on social media or using apps to go through online challenges or through using apps to undertake training programmes.  Social campaigns in social media are also significant in shaping a form of engagement. The ability of Nike to incorporate inspirational stories, athlete generated narration and involvement of communities makes it develop emotional relationships that are not limited to product use. 
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[bookmark: _qyb2jq7hd7ym][bookmark: _Toc218014566]Figure 2.2: Effect of Digital Marketing Strategies
(Source: Self-Created)
Due to a significant population of consumers in the UK, the online presence of this brand forms part of their daily online life, and this increases familiarity and stimulates long-term attachment. According to Fakhry and Nasr (2023), the continued exposure to the Nike digital content makes the consumer build a stronger perception of the brand, an active relationship and not passive awareness. The impact on partnering with influencers also increases the level of engagement and loyalty because it makes the message of the brand more relatable. As opined byHarju (2023), in the case of sharing training routines, product reviews, or lifestyle content by creators in the UK, consumers will perceive Nike as a credible brand in conforming to their own values. These relations strengthen brand loyalty as they tie the brand with the plausible and culturally pertinent voices.  Additionally, the digital communities of Nike (especially, NRC and NTC applications) encourage loyalty by building common experiences. As highlighted by Hou (2023), the completion of challenges, the development of digital badges, or the ability to track progress with the help of the applications makes consumers have a long-term relationship with the brand. These repeated interactions in the long run bring about loyalty because consumers will be more and more dependent on the Nike platforms as a source of motivation, advice, and help in their fitness. As argued by Jadhav et al. (2023), taking everything mentioned above into consideration, it can be stated that Nike digital strategies complement the interaction with the brand and make it personal, interactive, and meaningful, which will eventually lead to better loyalty in the UK sportswear market. Understanding this correlation will assist in determining the digital strategies that in fact appeal to the UK consumers and why some strategies are more effective than others.
[bookmark: _crs4dbhsy62q][bookmark: _Toc214980665][bookmark: _Toc218097861]2.3 Key Concepts and Definitions 
[bookmark: _hwjt0boag6yu][bookmark: _Toc214980666][bookmark: _Toc218097862]2.3.1 Define and understanding Digital Marketing 
Digital marketing refers to the use of Internet channels, digital technology and interactive platforms to promote products, interact with the customers and develop long-term brand relationships. According to Figueiredo et al. (2021), unlike traditional marketing that mostly uses mediums like television or print through which marketers use one directional communication with consumers, digital marketing allows a two-way communication where the consumers react, exchange views and engage in brand activities in real time. This shift has become unavoidable since modern consumers are becoming highly dependent on smartphones, social networks and Internet search engines to guide decision-making in purchase. As argued by Saura et al. (2023), digital marketing therefore goes beyond the placement of online ads, it involves the production of meaningful digital experiences which mirror the demands and activities of a connected audience. A proper perspective of digital marketing also requires the identification of the various elements that make it up. These are social media marketing, email marketing, search engine marketing, mobile applications, influencer partnership, content creation and personalization based on data. 
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[bookmark: _Toc218014567]Figure 2.3: Concept of Digital Marketing 
(Source: Boienko et al. 2025)
Online channels enable brands to track user behaviour down to the smallest details, and therefore, marketers can customise messages based on the audience interests, browsing behaviour, and the interactions they have had before. As mentioned by Neupane (2022), such precision could not have been achieved using the old techniques and has made digital plans more effective and receptive. The other important aspect is that digital marketing has the strength to create communities. Using online dialogue, content sharing and real-time interaction, brands can foster a feeling of belonging in the users. In the case of companies like Nike, digital marketing is a medium of projecting the brand name to real life through providing more than products and including information, innovative tips, and interactive applications that the consumers can find useful. As opined by Boienko et al. (2025), finally, digital marketing can be viewed as a combination of technology, creativity, and data that will combine to reach consumers at various levels. Its power lies in the fact that it is flexible and can readily adapt with changes in consumer behaviour, hence making it an important part of the modern-day business strategies.
[bookmark: _nrlg5kfwskz9][bookmark: _Toc214980667][bookmark: _Toc218097863]2.3.2 Influencer Marketing and Social Media Platform Influence 
Influencer marketing has become one of the key aspects of online communication as more and more consumers rely on online personalities to make their buying choices. As commented by Pushparaj and Kushwaha (2024), the position of influencers, either athletes, content creators or lifestyle personalities, is special since their views are viewed as more genuine and accessible compared to mainstream commercials. Their tendency to write about themselves, show how they use a product, and make the followers feel involved in them gives them the status of powerful intermediaries between the brands and the consumers. As argued by Abell and Biswas (2023), a brand has an opportunity to establish consumer perceptions and strengthen emotional ties when it cooperates with influencers who share values associated with the target audience. This is aggravated by social media. Instagram, Tik Tok, and YouTube are the channels where the brands interact with others in a new way, and visual storytelling, short videos, and content created by communities thrive. Such sites promote constant communication by means of likes, comments, sharing, and live. In this regard, consumers are not passive consumers of the marketing content; they engage in them. In the case of brands, this kind of interactivity helps boost exposure and the development of relationships that go far beyond single promotional actions. As highlighted by Mohammad et al. (2024), personalization is also advantageous in influencer marketing on social media. The algorithms on significant platforms introduce customers to the content that suits their interests thus making sure that the influencer content often finds very relevant readers. Brands can also get significant levels of engagement without necessarily going solely to the traditional advertising budgets, which can be done in conjunction with creative campaigns, challenges, or collaborative content.
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[bookmark: _Toc218014568]Figure 2.4: Types of Social Media Influencers 
(Source: Saura et al. 2023)
Most importantly, influencer marketing creates trust. An influencer with a large following usually has more persuasive power than direct brand communication. As opined by Saura et al. (2023), in the case of a company like Nike, having the UK-based athletes and fitness coaches or even local creators work with the brand allows the corporation to stay in touch with the cultural trends and be more present to the various consumer groups. Therefore, the formation of partnerships between influencers and social media is one of the strategic tools to increase brand awareness, enhance the interaction with the consumer, and promote long-term loyalty.
[bookmark: _hbk8iw4up2em][bookmark: _Toc214980668][bookmark: _Toc218097864]2.3.3 Personalised marketing and interaction 
Personalized marketing is the process through which the content and offers of the brand and the interaction with the customer are customized based on the preferences, behaviours, and needs of individual customers. This strategy is based on the fact that consumers will be more responsive when the communication appeals to the interests of the consumers as opposed to generic promotional messages. According to Kotyrlo et al. (2024), brands have the ability to create a personalized experience to each user by having access to customer data, such as browsing history, previous purchases, location, and logs of fitness activities. Personalization as a marketing strategy in the modern digital world has transformed beyond a marketing strategy to an expectation by consumers in search of relevance and convenience.
The ability to develop valuable relationships is one of the major strengths of personalized marketing. As argued by Cavdar Aksoy et al. (2021), consumers will feel appreciated when a brand provides them with recommendations on their products, customized emails, or notifications on their application. The individualized attention in this perception often brings about better engagement since the users are more likely to engage with information that resonates with their way of life. A personalized interaction in the case of large brands also helps to build more emotional relationships as it makes the brand look attentive and consumer-oriented. These experiences are also enhanced by digital platforms through real-time responses. An example of such would be a mobile app that can tailor fitness programs to the performance of the user, and websites that can modify the display of products depending on the way a person is browsing. These interrelationships make the consumer journey more dynamic and manageable and makes it more satisfying as it minimizes the effort.
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[bookmark: _6n8up6na9wx7][bookmark: _Toc218014569]Figure 2.5: Personalised Marketing
(Source: Self-Created)
Long-term loyalty is also based on personalized marketing. A repeat of the content that customers perceive as relevant (through reminders and special offers or personalized challenges) leads to the formation of a habitual interaction with the brand ecosystem. Such continuity brings about repetitive communication and builds trust. As highlighted by Mohammad et al. (2024), personalization becomes one of the prominent differences, and both relevancy and retention are improved accordingly in the case of the brands that act in competitive markets. Overall, personalized marketing enhances the brand-consumer interaction by making every communication relevant, timely, and oriented at the individual preferences. Its impact is not limited to promotion because the perception of value and its emotional attachment of the consumer to the brand are also determined.
[bookmark: _su6557gpd6sb][bookmark: _Toc214980669][bookmark: _Toc218097865]2.4 Theoretical Implications 
[bookmark: _g4bx4y82n53u][bookmark: _Toc214980670][bookmark: _Toc218097866]2.4.1 Theory 1: AIDA Model 
The AIDA model which is Attention, Interest, Desire and Action provides a solid but adaptable model to analyse the stages through which consumers pass, considering the stage of initial awareness to the stage of ultimate purchase behaviour. In the framework of the digital marketing work of Nike in the United Kingdom, such a model explains the coordination of online tactics aimed at directing consumers in a series of steps. According to Pramita and Manafe (2022), the information that is shared in social media platforms like Instagram and Tik Tok is designed to focus on instant attention by using eye-catching images, attractive narratives, or partnerships with influencers. When attention is captured, Nike focuses on generating interest by offering behind-the-scenes content, athlete stories, product showcases, and interactive content that supports the functional and symbolic meaning of its products.  
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[bookmark: _cp93bzjfyk34][bookmark: _Toc218014570]Figure 2.6: AIDA Model 
(Source: Self-Created)
The desired stage is realised when personalised marketing methods are applied. The digital systems that Nike has assembled capture the data regarding the user behaviour based on the browsing history, app usage, or search history that allows the brand to suggest particular products that are consistent with the individual consumer interests. As stated by Kotyrlo et al. (2024), this customized strategy strengthens the desire by sending the message to the user that the brand understands his or her lifestyle and dreams. Action is the last step that is supported by simplified digital channels like one- click buying, online product release, or time-limited online deals. The theory can be used to understand how digital tools facilitate conversion and at the same time, increase the engagement during the digital journey by Nike by aligning the mapping of Nike with the AIDA model.  
[bookmark: _mwqyjqhkq31o][bookmark: _Toc214980671][bookmark: _Toc218097867]2.4.2 Theory 2: Customer Engagement Theory 
The Customer Engagement Theory emphasizes the importance of emotional, cognitive and behavioural engagement in creating long term brand relationships. The digital strategy of Nike in the United Kingdom is closely related to this theory as the brand is not focused on promoting its products only; the company strives to create active involvement using various touchpoints. As stated by Srivastava et al. (2025), the engagement is observable when the UK consumers leave comments on the posts, they share the training accomplishments, they participate in the activities of the Nike Run Club, and they follow the content of the influencers-led workouts. These engagements indicate unremitting psychological investment which is at the centre of theoretical construct.   This theory is appropriate for the entire study which helps to understand the different aspects of the study. This theory helps to shed lights in the segments of customer satisfaction as well as the customer retention process.  Through this theory  companies can be benefited for  their customer satisfaction process which  basically helps them to grow and achieve success in ling term process. 
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[bookmark: _lqw5hdbsqycr][bookmark: _Toc218014571]Figure 2.7: Customer Engagement Theory 
(Source: Harju, 2023)
As per the above depicted figure, customer Engagement Theory also stresses on co-creation where consumers help in the creation of the brand story. This is promoted by Nike in the form of user-created content and community events, and digital storytelling celebrating ordinary people, as opposed to promoting elite athletes. These programs increase the emotional connection of the brand in the life of the consumers. As mentioned by Harju (2023), the theory also explains the expansion of loyalty when the consumers feel that they are in a community and not just buyers of a product. The digital ecosystems created by Nike, especially the fitness apps, support this feeling of solidarity by helping to establish common goals and social comparison. In this theoretical perspective, digital engagement is not just a response to promoting; it is a relationship.  
[bookmark: _pvb08c2uvye2][bookmark: _Toc214980672][bookmark: _Toc218097868]2.4.3 Theory 3: Uses and Gratifications Theory 
Uses and Gratifications Theory is an explanation of ways people use the media to meet their individual needs including entertainment, seeking information, social bonding, and expressing oneself. The theory is particularly relevant to the online presence of Nike since modern consumers interact with brands according to the value they gain after consuming digital content. According to Neupane (2022), the consumers of the UK often follow Nike on the internet to learn about their fitness, motivational training, product news, or belonging to a larger sports network. This behaviour is in line with the assumption of UGT that the users are proactive in choosing content that meets their expectation.  
The mobile applications provided by Nike are a good example of UGT. Users do not engage with them to only go shopping but use it to track their performance, acquire new exercises, or even participate in online running communities. This way, they will fulfill individual needs thus enhancing their connection with the brand. As highlighted by Boienko e al. (2025), there are emotional and social gratifications in the content of social media, like challenges, motivational messages, and features of athletes, which make it possible to express oneself and communicate with peers. Using UGT, the digital success of Nike can be perceived as a result of the development of experience that meets the functional and emotional demands of the consumers. As a result, this theory provides a greater understanding of why Nike has a high engagement in a competitive online world.  
[bookmark: _fup3npqnwd3r][bookmark: _Toc214980673][bookmark: _Toc218097869]2.5 Literature Gap 
Despite the existing literature on digital marketing and brand interaction, there still remain significant gaps on the performance of Nike in the UK market. A lot of the research published focuses on strategies that are global in nature and therefore, does not consider the impact of local cultural influences on consumer behaviour. Also, the individual contribution of individual digital tools, i.e. fitness apps, influencer partnerships, or personalisation in engagement and loyalty, is not well understood. As mentioned by Champaneri and Jain (2021), most of the researches generalise customer engagement without taking into consideration the unique expectations of UK consumers, especially their need to experience authenticity, inclusiveness, and community-oriented interactions. Moreover, the literature rarely incorporates several theories, that is, AIDA, Customer Engagement Theory, and Uses and Gratifications Theory, to describe the path between attention and loyalty in a holistic way. As a result, there is a distinct demand to conduct research that would critically assess the digital marketing efforts of Nike and determine their effectiveness in engaging the UK sportswear market.
[bookmark: _Toc218097870][bookmark: _Toc216038089]2.6 Conclusion 
 It can be stated from the above chapter that this section has described the literature. It  can be concluded from the above study that each points has been formulated based on the objectives. The theories are also chosen based on the topic and the questions made for the study. This study has also highlighted the literature gaps which helps to identify the basic gaps of the entire literature part. However, in next chapter the methodology has been discussed with proper evidence and details. 

[bookmark: _Toc218097871]CHAPTER 3: METHODOLOGY 
[bookmark: _qizr18mey9ho][bookmark: _Toc216038090][bookmark: _Toc218097872]3.1 Introduction 
Methodology is the pillar of research, which helps to provide knowledge about effective research methods. With the help of this chapter, researchers are able to get information about the impact of digital marketing strategies on the brand engagement of Nike. This methodology chapter is based on the data collection and analysis process, which helps to provide information based on peer-reviewed articles. Therefore, inclusion and exclusion criteria also help to understand the effectiveness of the research and the main criteria to achieve the desired goals. 
[bookmark: _972j4hrsalw2][bookmark: _Toc216038091][bookmark: _Toc218097873]3.2 Research Philosophy 
The present work applies an interpretivist philosophical standpoint, as the key objective is to comprehend the influence of the digital marketing tactics of Nike on brand engagement in the experiences of UK consumers in their daily lives. The interpretivism acknowledges that reality has a social aspect, and hence it cannot be examined using impersonal measurement (Bergmann, 2023). Within the concept of digital marketing, the meaning is constantly being constructed by cultural tastes, online communication, and individualised encounters with brands, which vary in different individuals; this diversity makes an interpretivist approach appropriate for the discovery of the depth of such subjective interpretations.
[image: ]
Figure 3.1: Research Onion 
(Source: Saunders and Tosey, 2012)
Based on the research onion, the philosophical layer underpins a paradigm, which places emphasis on context, human behaviour and meaning-making over reductionist generalisations. Interpretivism will enable the researcher to understand the way consumers make sense of online campaigns and social media communication, website experiences and influencer partnerships with Nike (Mbanaso et al. 2023). It is based on such a comprehension that flexibility, open interpretation, and responsiveness to emerging ideas are necessary, as opposed to the tacit following of predetermined variables.
The interpretivist position, too, is in line with the more general goal of investigating engagement as opposed to forecasting it or quantifying it. The process of brand engagement exists on personal, emotional, and social levels; therefore, the philosophy helps the researcher to study how people shape these emotions in reaction to Nike digital touchpoints (Makaleng, 2024). It also helps to discuss conversational cues, attitudes and behaviours in the form of qualitative data obtained through academic sources. Overall, the interpretivism approach gives a platform through which it is possible to discover the subtle and multifaceted connection between digital strategies and consumer engagement, and through which the researcher can study the secondary insights in the framework of meaning, interpretation, and the subjective reality each is manifested throughout the selected peer-reviewed sources.
[bookmark: _mvadr7tu1ux0][bookmark: _Toc216038092][bookmark: _Toc218097874]3.3 Research Approach 
The current research is based on inductive research design, which is consistent with the interpretivist school of thought that the study is founded on. This method is considered appropriate when the task is to build knowledge and come up with insights based on the existing evidence, but not to test the previously formulated hypotheses. In this paper brand engagement is theoretically framed as a socially constructed phenomenon that occurs due to the exposure of consumers to digital marketing content, platforms and communities (Ngeche and Okello, 2022). The inquiry does not start with predetermined theoretical propositions and deterministically use them on the case of Nike, but rather questions patterns, meanings, and interpretations that are produced by peer-reviewed literature. As a result, inductive deductions are made on broader themes that relate to digital marketing strategies, consumer engagement and brand loyalty using the data. This research methodology approach gives the research a responsive and adaptable nature thus fitting the complexity of digital consumer behaviour in the UK market.
The inductive methodology supports the investigative nature of the research by allowing building the conceptual knowledge on the basis of the insights found in the academic materials. It also complements thematic analysis because thematic constructs are derived out of literature as opposed to being presumed (Maksimovic and Evtimov, 2023). The general use of an inductive methodology increases methodological consistency between research philosophy, research design, analysis method, etc., resulting in findings being based on interpretative knowledge as opposed to theoretical assumptions. 
[bookmark: _j32xvbfgmbm0][bookmark: _Toc216038093][bookmark: _Toc218097875]3.4 Research Design 
In order to understand the effect of digital marketing strategies on the brand engagement of Nike in the UK market, an exploratory research design was chosen. Exploratory design is suitable when there is limited or partial knowledge and when one wants to comprehend new patterns instead of establishing pre-determined results. The online marketing world is fluid, and it experiences swift transformations in features of the platforms, consumer demands and online behaviour; the volatility of this means that an exploratory design can be effective in elucidating the impacts of these changes on interaction with large corporations such as Nike (Taherdoost, 2022).
The paper examines the perspectives of scholars to understand how Nike has been understood using digital tools, such as social media storytelling, influencer partnerships, interactive platforms, and personalised content strategies. These lessons contribute to finding common themes that describe how online marketing triggers commitment, interest, and passion (Krakowski et al. 2023). The exploratory design promotes a flexible analysis process in which the researcher can follow leads, compare perspectives, and reveal concealed relationships among the literature. It is not meant to bring about some statistical generalisations but rather to come up with a more encompassing, more holistic view of the phenomenon.
Although exploratory research is essential for finding possible directions for more in-depth study, its breadth and generalisability are intrinsically limited. These studies' conclusions are frequently context-specific, which makes it difficult to apply them to larger groups of people or circumstances. The findings' low generalisability is a significant drawback. The findings may not apply to broader groups since exploratory research frequently uses qualitative methodologies and small, non-representative samples (Bergmann, 2023). Because of this, it is challenging to establish generalisations or generalise the results to different situations. Although explanatory research does contribute to the strengthening of ideas and hypotheses, its findings are typically inconclusive. Results are typically not externally valid and may be biased or unacceptable to a wider body of study.
[bookmark: _alo3hj2kdbgm][bookmark: _Toc216038094][bookmark: _Toc218097876]3.5 Data Collection Method 
The current study does not consider the critical literature review as the primary source of data. Instead, it relies on the secondary data obtained through a range of documentary resources that would provide empirical and contextual data on the position of Nike in terms of digital marketing and the connection of the brand with the target audience in the United Kingdom. These are peer-reviewed scholarly research, industry reports, company-related publications, and market reports obtained through reputable databases like Google Scholar, Emerald Insight, Statista and the official Nike company reports. The scholarly literature is used in a critical context to build conceptual frameworks, theoretical basis, and prevailing discussions about digital marketing and brand engagement. Conversely, the secondary sources of data, such as industry reports and corporal documents, offer background support in the form of corroboration on the subject on digital strategies, platform utilisation, and engagement patterns. This definition allows the research to maintain conceptual soundness and ground the analysis in the reported organisational and market level evidence.
It is considered that use of secondary data will be suitable in this research as it ensures that the study looks at actual digital marketing practice in the field, without having direct contact with primary respondents. The sources of data were chosen based on relevance, credibility, and topicality; thus, the analysis will be based on the existing digital marketing circumstances in the UK sportswear market. The research meets a significantly greater methodological transparency by isolating the critical literature review and enhancing the validity of the research results due to the use of secondary data used in the analysis (Hidayat et al. 2022). Ten peer-reviewed articles were picked based on the criteria of being relevant to the topic of digital marketing strategies and consumer engagement, as well as brand interactions in the sportswear or fashion industry. The contents of each article were full of qualitative data, either by providing preliminary primary qualitative studies or conceptual research on the topics of digital branding trends. The use of various academic sources guarantees the academic rigour and provides an opportunity to cross-compare the views of various authors.
The qualitative collection of data helps to realise the purpose of explaining the subjective connotations of the Nike digital marketing strategy. This methodology will pick up nuances unreachable by quantitative metrics, which include emotional reactions to the campaigns, their perceived genuineness in endorsement by the influencer, and the manner in which consumers interpret the digital storytelling of Nike (Alkaragole et al. 2021). The collected literature thus forms a premise for building a complete interpretive knowledge about the way engagement is formed in the UK market.
Gaining an understanding of people's attitudes and views may be accomplished through qualitative research. However, it also has a number of disadvantages, including being costly, time-consuming, subjective, challenging to analyse, and perhaps producing erroneous findings. Actually, qualitative researchers intentionally seek "negative cases" to bolster their claims. A "negative case" is one in which the experiences or opinions of the respondents deviate from the majority of the evidence (Mbanaso et al. 2023). The basic explanation for the "typical" instance is reinforced when a negative example can be described. Implementing certain research techniques might take a lot of time, particularly when working with big sample sizes or intricate data processing. Due to carry out some research techniques, including extensive surveys or experiments, substantial financial resources may be needed.
[bookmark: _80traig3wsvh][bookmark: _Toc216038095][bookmark: _Toc218097877]3.6 Data Analysis Process 
Due to analyse and interpret the qualitative data obtained from analysing the ten articles chosen, thematic analysis was utilised. This approach involves determining recurrent ideas, patterns, and concepts of the literature and categorising them into meaningful themes. The thematic analysis approach is especially appropriate to interpretivist and exploratory research because it allows a subtle understanding of how different authors characterise and understand digital engagement (Rehman et al. 2022). Through the collected data all the data will be sorted with inclusion and exclusion process as it helps the study the remove the other articles from the task and the keep the required articles for the task based on the given criteria. Thematic analysis helps the overall study to analysis the collected data theoretically by justifying the previous data. The data analysis process also helps to evaluate the themes to align with the research objectives and study. 
The evaluation was carried out in a number of steps. In order to understand the arguments in each article, it was first reviewed in order to have a holistic view. Second, important quotes related to digital marketing policies, customer interaction, brand image, and online behaviour were brought out. These were then coded on the basis of similarity, relevance and interpretive value. Lastly, the coded insights were categorised into broader themes that include personalised communication, social-media community building, experiential digital design, and the effect of influencers on engagement (Olawale et al. 2023). These themes represent the most relevant tendencies within the literature and can explain the impact of Nike's digital strategies on the interaction in the UK market. Thematic analysis also helps the researcher to draw tensions, contrasts, and emerging ideas from the data. Such an analysis process helps to make the end interpretation an adequately structured, evidence-based concept of the phenomenon.
[bookmark: _292p8whsplwc][bookmark: _Toc216038096][bookmark: _Toc218097878]3.7 Inclusion and Exclusion Criteria 
The ten peer-reviewed articles used had clear inclusion and exclusion criteria. The studies were selected in case they addressed digital marketing, consumer interaction, brand consideration, or brand strategies of sportswear, and specifically so in terms of Nike or other similar brands worldwide (Anderson and Lightfoot, 2022). Peer-reviewed articles published in the last decade were taken into account only, which allows to conclude that the findings can be used to reflect the modern digital marketing practice. Articles were also required to give qualitative information or conceptual debates that were related to engagement.
The studies have been sifted out on the grounds that they used extensive quantitative measures without providing insights into the interpretation, because such research does not fit into the qualitative aspect of the study. Blogs, magazines, non-academic reports, and unverified online sources were also cited to maintain academic credibility (Aithal and Aithal, 2024). Articles, which were concerned solely with unrelated industries or generic technology-based adoption, lacking a marketing aspect, were also excluded.
[bookmark: _ixzur3o47kye][bookmark: _Toc216038097][bookmark: _Toc218097879]3.8 Ethical Considerations 
Despite the fact that this study is purely based on secondary data, the issue of ethics still takes the forefront. All the chosen papers were acquired from open academic resources, and no confidential or sensitive data was retrieved. To prevent plagiarism and intellectual disgrace, the researcher used all materials in a responsible and sufficient way and properly cited all sources. Since it is not a trial that will be run on human subjects, the problem of consent, anonymity, and participant welfare is not directly relevant (Pratama and Wahyuni, 2022). However, in order to engage in the ethical academic practice, it is required that there is a representation of the work of the authors correctly and that we do not misinterpret the work. It was analysed with regard to academic integrity, which ensured the transparency in deriving themes and did not distort the original meanings.
[bookmark: _h40e9ovz3yaa][bookmark: _Toc216038098][bookmark: _Toc218097880]3.9 Chapter Conclusion 
As per this methodology chapter, it has been concluded that, qualitative research method helps to provide deep insights into the research. It helps to provide effective information about the brand engagement of Nike. Moreover, with the aid of this research methodology advantages of the qualitative method and thematic analysis also have to be discussed. After that, as per this section, it has been established that only peer-reviewed articles from authentic sources and current data sources have to be considered in this research. Therefore, this research helps to gain knowledge about the importance of digital marketing and its effectiveness on the overall business success to improve the brand reputation of Nike. 


[bookmark: _Toc218097881]CHAPTER 4: FINDINGS 
[bookmark: _Toc218097882]4.1 Introduction 
This findings chapter helps to analyse the collected data with the help of a qualitative approach. Based on 10 peer review articles, keywords are collected, which helps to create topic-related relevant themes. These themes also provide in-depth knowledge about the research topic. Moreover, the importance of digital marketing for the brand engagement of Nike has to be generated with the aid of this chapter. 
[bookmark: _Toc218097883]4.2 Thematic Coding 
Thematic coding table is important in secondary qualitative analysis for analysing the entire collected data. In addition to this, in this table, chosen articles, keywords and themes are formulated for better clarification of the task.  Based on the chosen article, the keywords are formulated to achieve the best outcome from the research.  Themes are formulated as per the chosen articles by referring to the objectives of the study. The table is mentioned below.

	Serial No.
	References
	Keywords
	Themes

	1. 
	Neupane (2022)
Diki et al. (2025)
	· Digital marketing 
· Brand engagement 
· Nike 
	Theme 1: “The Role of Digital Marketing in Enhancing Brand Engagement of Nike” 

	2. 
	Boienko et al. (2025) 
Chen (2024) 
	· Customer loyalty 
· Brand engagement 
· Digitalization 
	Theme 2: “The Role of Digitalization in Strengthen Brand Engagement and Customer Loyalty” 

	3. 
	Champaneri and Jain (2021)
Wu (2022)
	· Brand analysis 
· Emotional branding 
· Digital media marketing 
	Theme 3: “Exploring the Role of Emotional Branding in Digital Media Marketing Strategies” 

	4. 
	Alghizzawi et al. (2024)
Lopes et al. (2024)
	· Influencer marketing 
· Social media platform 
· Digital brand image 
	Theme 4: “Digital Brand Image has been Shaped by Social Media Platform’s Influencer Marketing Strategies” 

	5. 
	Barve (2023) 
Wimalasena and Jayasinghe (2025)
	· Brand engagement behavior 
· Digital marketing 
· Brand attitude 
	Theme 5: “The Influence of Digital Marketing on Brand Engagement Behavior and Brand Attitude” 


[bookmark: _Toc218014577]Table 4.1: Thematic Coding Table
(Source: Self-Created)
Thematic Table
	Theme
	Publications
	Summary of findings

	1
	· Neupane (2022)
· Diki et al. (2025)
	Digital marketing has come out as one of the most powerful tools of brand interaction in the modern business environment. The explosion of digital technologies has eased the brands of the burden of the traditional advertising modalities, and direct contact with consumers is gained on the interactive and personalized platforms.

	2
	· Boienko et al. (2025) 
· Chen (2024) 
	Digitalization has essentially transformed the forms in which organisations interact with the stakeholders thus changing the traditional marketing paradigms and refining the mechanisms through which brands build relational structures.

	3
	· Champaneri and Jain (2021)
· Wu (2022)
	In today’s digitally driven marketplace, emotional branding has become a central component of successful marketing strategies. With consumers constantly exposed to advertising messages across multiple digital platforms, traditional promotional methods are no longer sufficient to capture attention or build long-term relationships

	4
	· Alghizzawi et al. (2024)
· Lopes et al. (2024)
	With the modern digital age, social media platforms have significantly changed the channels of interaction between the brand and consumers. The conventional advertising channels are gradually being replaced by more interactive and relationship-based approaches, one of which influencer marketing has proven to be an exceptionally effective tool.

	5 
	· Barve (2023) 
· Wimalasena and Jayasinghe (2025)
	Digital marketing has dramatically transformed the manners in which consumers relate with brands and made the process more dynamic, personalized, and continuous. Brand engagement behaviour is defined as the nature in which consumers socially respond to brands via the internet by liking, sharing, commenting, reviewing and engaging in brand related activities.




[bookmark: _Toc218097884]4.3 Thematic analysis
[bookmark: _Toc218097885]Theme 1: The Role of Digital Marketing in Enhancing Brand Engagement of Nike
Digital marketing has come out as one of the most powerful tools of brand interaction in the modern business environment. The explosion of digital technologies has eased the brands of the burden of the traditional advertising modalities, and direct contact with consumers is gained on the interactive and personalized platforms. According to Neupane (2022), as a leading brand of sportswear in the world, Nike is a good example of how digital marketing can be effectively utilized to enhance brand interaction and the creation of customer relationships that are long-lasting. Nike has managed to establish itself as a brand that is not only selling a product but also creating meaningful experiences to the consumer through inventive digital campaigns, social media presence, and technology-driven platforms. The digital marketing is one of the key elements of Nike brand communication strategy. The company has been prolific on social media platforms (Instagram, YouTube, Tik Tok, etc.) to reach audiences more creatively and relatably. Instead of the sole attention to the promotion of the product, Nike uses the methods of storytelling, which preempt individual successes, integration, and sports motivation. As stated by Diki et al. (2025), this approach to the methodology will help build emotional connections with the consumers, thus becoming a key driver towards strengthening the engagement. Nike is also able to provide real-life stories of athletes and ordinary people thus contributing its brand values to motivation, perseverance, and self-improvement thus causing the consumer to become emotionally attached to the brand.
[image: ]
[bookmark: _Toc218014572]Figure 4.1: Target Audience of Nike
(Source: Diki et al. 2025)
Another key element, which supported the achievements of Nike in digital marketing, is its implementation of data-driven personalization. The brand gains knowledge about consumer preferences, fitness behavior and trends through applications like the Nike Run Club (NRC) and Nike Training Club (NTC). This will enable Nike to supply highly individualized content, exercise advice, and product suggestions to individual users (Neupane, 2022). This kind of customization also improves the consumer experience as it makes interactions more relevant and meaningful. As a result, customers will have a greater tendency to be loyal to the brand because they will feel that Nike is aware of their needs and goals. The social media and influencer marketing also play important roles in supporting the Nike brand engagement. Nike also works with athletes, fitness influencers, and cultural heroes who deliver the values and way of life that the target group upholds. These influencers are plausible voices that fill the space between the brand and consumers (Diki et al. 2025). Their original content builds the trust and relatability, thus making the audiences interested in the brand to like, comment, share, and participate in online challenges. This type of interaction is more interactive than conventional advertising and helps in creating the sense of community surrounding the marque.
Moreover, Nike skillfully uses digital marketing as the means of facilitating the two-way communication and, thus, allowing the consumers to actively engage in the brand experience. Online challenges, virtual fitness events and user-generated content campaigns are features that encourage consumers to participate as opposed to being spectators. This interactive paradigm enhances the engagement as it makes customers perceptually distinct and engaged in the direction of the brand. The adoption of digital tools also allows obtaining real-time feedback, which will allow Nike to respond quickly to the demands of consumers and the market (Neupane, 2022). The digital marketing strategy of Nike also supports brand engagement due to the consistent presence at multiple digital touchpoints. Regardless of whether they are accessing the brand through social media, mobile apps, or online shops, consumers are introduced to a unified brand message and identity. This uniformity builds trust and builds brand recognition. In addition to this, the visual appeal of the content that is being used, inspirational and smooth digital interfaces stimulate a better user experience and increase the likelihood of recurrence.
Overall, digital marketing is an essential tool in improving the brand experience that Nike faces because it can enhance the communication process on a personalized level, create emotional connectivity, and consumer involvement through participation. With the effective use of social media, influencer partnerships, customer personalization through data, and interactive digital experiences, Nike has been able to turn brand interaction into a longer-term relationship, instead of a one-time event (Diki et al. 2025). As illustrated in the Nike case, digital marketing strategies can be highly strengthened by the alignment of the digital marketing strategies with consumer values and experiences to build significant brand loyalty and long-term involvement in an ever-competitive digital marketplace.
[bookmark: _Toc218097886]Theme 2: The Role of Digitalization in Strengthen Brand Engagement and Customer Loyalty
Digitalization has essentially transformed the forms in which organisations interact with the stakeholders thus changing the traditional marketing paradigms and refining the mechanisms through which brands build relational structures. As mentioned by Boienko et al. (2025), in the current and extremely competitive business environments, companies cannot be judged on the inherent value of their products or services anymore, but they also need to think about the experience value provided through the digital platforms. As a result, the digitalization has become a central contributor to the brand involvement and customer retention. According to Chen (2024), digital technologies have significantly strengthened the connection between brands and consumers due to enabling personalized communication, instant communication, and making decisions based on the data. Brand engagement is a composite of emotional, cognitive, and behavioural ties that customers form with a brand over a long period of time. Digitalization adds to this interaction by providing as many points of contact as the customer can have with a brand. The social media platforms, mobile apps, websites, and online communities allow the consumers to interact beyond the conventional purchasing activities. As highlighted by Boienko et al. (2025), these platforms enable the brands to communicate their own values, tell brand stories, and establish a two-way channeling communication. When customers engage in the online content by commenting, reviewing, or taking part in internet-based campaigns, they will create a stronger emotional connection with the brand, which will make the brand more salient and relevant in the everyday life of the consumer.
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[bookmark: _Toc218014573]Figure 4.2: Benefits of Digital Customer Engagement
(Source: Chen, 2024)
Personalization is one of the most glaring effects of digitalization on brand engagement. Digital technologies also enable organisations to gather and process consumer data such as browsing behaviour, purchase history and preferences and use these data to serve individual customers with tailored content, offers and recommendations. One-on-one communication creates a sense of familiarity and importance, thus increasing the tendency of the customers to respond to the brand. By promoting the interaction with a higher level of salience, when customers are receiving not the general promotion but the relevant messages, the level of satisfaction and trust will increase. Digitalization is also a key factor to strengthen the loyalty of the customers. The current customer loyalty can no longer be entirely determined by the price or product quality, but rather by an experience and a feeling dimension (Chen, 2024). With the digital platforms, the brands can maintain a constant communication with the consumers even after the purchase has been made. Loyalty programmes, mobile applications, customized alerts and exclusive online content are some of the services that foster recurrent engagement and loyalty over time. With time, all these positive experiences recur and collect trust that makes customers remain loyal to the brand, even when they do not have other alternatives. The other important aspect of the digitalization is the ability to create interactive and immersive brand experiences. Mobile applications, social media tales, virtual communities, and gamification tools are technological tools that encourage active user engagement as opposed to passive content consumption (Boienko et al. 2025). Such two-way interaction would increase customer satisfaction and strengthen the emotional attachment. When customers feel that they are an inseparable part of a digital ecosystem of a brand, they will be more inclined to feel that they belong to it, and this is what leads to the creation of a lasting loyalty.
Digitalization also enhances transparency and communication which is an essential constituent in the construction of trust. Online branding would enable the brands to respond promptly to consumer-related data, eliminate complaints, and offer any time support. This responsiveness is a sign of reliability and accountability which is one of the determinants of customer loyalty. Moreover, online platforms provide brands with a chance to share data about their values, sustainability activities, and corporate social responsibility campaigns, which, in turn, will allow building a stronger emotional bond, grounded on their mutual beliefs (Chen, 2024). Besides, digitalization facilitates uniformity in diverse customer touchpoints. Regardless of whether the consumer experiences a brand through social media, a mobile application or an electronic storefront, a consistent digital experience strengthens brand identity and trust. The uniformity reduces confusion, familiarity and also inspires confidence thus making customers be willing to continue relating with the brand.
Summing up, digitalization will be in the center of focus in enhancing brand engagement as well as customer loyalty. By engaging with them on a one-on-one level, interactive systems, real-time interaction, and data-driven approaches will allow brands to build deeper emotional relationships with their clients. Digital technologies do not only enhance customer experiences but also facilitate the establishment of long-term relational relationships through cultivation of trust, satisfaction as well as repeated interaction (Boienko et al. 2025). With the ongoing change in digital ecosystems, organisations that successfully incorporate digitalization in their engagement strategies have increased their opportunity to achieve long-term competitive advantage and sustainable customer loyalty.
[bookmark: _Toc218097887]Theme 3: Exploring the Role of Emotional Branding in Digital Media Marketing Strategies
In today’s digitally driven marketplace, emotional branding has become a central component of successful marketing strategies. With consumers constantly exposed to advertising messages across multiple digital platforms, traditional promotional methods are no longer sufficient to capture attention or build long-term relationships (Champaneri and Jain, 2021). Digital media marketing has created new opportunities for brands to connect with audiences on a deeper emotional level, allowing them to move beyond functional value and establish meaningful emotional bonds. As a result, emotional branding has emerged as a powerful strategy for enhancing customer engagement, trust, and loyalty in the digital environment. Emotional branding refers to the process through which brands create emotional connections with consumers by appealing to their feelings, values, and personal experiences. According to Wu (2022), rather than focusing solely on product features or price, emotional branding seeks to establish a sense of identity and belonging. In digital media marketing, this approach is particularly effective because online platforms enable storytelling, visual communication, and real-time interaction. Social media, video content, and interactive campaigns allow brands to express personality, authenticity, and purpose, which are essential elements in building emotional relationships with audiences.
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[bookmark: _Toc218014574]Figure 4.3: Emotional Branding
(Source: Champaneri and Jain, 2021)
Digital media platforms play a crucial role in facilitating emotional branding due to their interactive nature. Unlike traditional media, digital channels allow two-way communication between brands and consumers. This interaction enables brands to listen, respond, and adapt their messages based on audience feedback. Through comments, shares, likes, and user-generated content, consumers actively participate in shaping brand narratives (Champaneri and Jain, 2021). This sense of involvement strengthens emotional attachment, as customers feel valued and heard rather than treated as passive recipients of marketing messages. Storytelling is one of the most effective tools used in emotional branding within digital marketing. Brands use videos, social media campaigns, and online advertisements to tell stories that resonate with consumers’ emotions, aspirations, and lifestyles (Wu, 2022). These stories often focus on themes such as empowerment, inclusivity, success, or personal growth. When audiences relate to these narratives, they are more likely to form positive associations with the brand. Emotional storytelling also increases content shareability, helping brands reach wider audiences organically while reinforcing emotional connections.
Another important aspect of emotional branding in digital media marketing is personalisation. Digital technologies allow brands to analyse consumer behaviour, preferences, and interactions, enabling the delivery of tailored content. Personalised messages, recommendations, and experiences make consumers feel understood and appreciated. This sense of recognition enhances emotional engagement and increases the likelihood of brand loyalty (Champaneri and Jain, 2021). When customers perceive that a brand understands their needs and values, they are more inclined to develop long-term relationships with it. Emotional branding also plays a key role in building trust and authenticity in digital spaces. Modern consumers are increasingly sceptical of traditional advertising and are more likely to trust brands that appear transparent and socially responsible. Through digital media, brands can communicate their values, ethical practices, and social initiatives, creating emotional resonance with socially conscious consumers. This transparency fosters trust, which is a critical factor in influencing purchase decisions and encouraging brand advocacy.
Furthermore, emotional branding enhances customer loyalty by transforming transactional relationships into emotional connections. Digital platforms allow brands to maintain continuous engagement through content updates, loyalty programmes, and community-building activities. Over time, these interactions create a sense of familiarity and attachment, making consumers more resistant to switching to competing brands. Emotional loyalty, in particular, is more sustainable than price-based loyalty, as it is driven by personal connection rather than financial incentives (Wu, 2022). In conclusion, emotional branding plays a vital role in shaping effective digital media marketing strategies. By leveraging storytelling, personalisation, interactivity, and authenticity, brands can create meaningful emotional connections with consumers. Digital media provides the ideal environment for fostering these relationships, enabling ongoing engagement and dialogue (Champaneri and Jain, 2021). As competition in digital markets continues to intensify, brands that successfully integrate emotional branding into their digital strategies are more likely to achieve stronger engagement, enhanced loyalty, and long-term brand success.
[bookmark: _Toc218097888]Theme 4: Digital Brand Image has been Shaped by Social Media Platform’s Influencer Marketing Strategies 
With the modern digital age, social media platforms have significantly changed the channels of interaction between the brand and consumers. The conventional advertising channels are gradually being replaced by more interactive and relationship-based approaches, one of which influencer marketing has proven to be an exceptionally effective tool. Influencer marketing involves the use of individuals who have a strong Internet presence and who have a loyal audience to promote brands, products or values (Alghizzawi et al. 2024). Influencers have a critical impact on digital brand image through influencing consumer perceptions, attitudes and buying behaviors via intermediaries like Instagram, Tik Tok, YouTube and X. The notion of digital brand image refers to the attitude towards a brand in the online space, which is created on the basis of its content, communicative style, values, and user interactions (Lopes et al. 2024). Unlike the comparatively monolithic control and influences that companies had on the traditional brand image, the digital brand image is created through interrelationships between brands, influencers and audiences. Influencers are seen as bridges between brands and people where they humanize and make them relatable to personal stories, lifestyle content, and authentic communication, improving the level of trust and emotions the brand brings.
[image: Role of Social media influencers Source:... | Download Scientific Diagram]
[bookmark: _Toc218014575]Figure 4.4: Role of Social Media Marketing
(Source: Lopes et al. 2024)
Authenticity is one of the main aspects, which supported the effectiveness of influencer marketing in digital image branding. The users of social media often find influencers more authoritative and relatable to the traditional advertisements. The tendency of influencers to post personal experience, opinions, and recommendations makes the promotional content more veridical. In cases where endorsements are rendered in a natural and consistent manner, the followers are likely to identify with positive affect and trust with the endorsed brand, which is likely to have a considerable impact on consumer perception in the digital realm (Alghizzawi et al. 2024). Social media strengthen the effects of influencer marketing because these platforms incorporate interactive affordances which are likes, comments, shares, stories, and live sessions that allow consumers to dynamically, and not passively, engage with the content. This kind of interaction is increased brand visibility and strengthening image through repetition. Additionally, the content of the influencers is reinforced by platform algorithms - e.g., those used by Instagram and Tik Tok and allow brands to target highly segmented audiences: based on interests, behavior and demographic factors (Lopes et al. 2024). Such focused exposure will enable the formation of coherent and contextually meaningful brand image between discrete groups of consumers.
The additional benefits of influencer marketing to brand image are by matching brands with specific lifestyle, values or social causes. The influencers often live in a niche that can be fitness, fashion, sustainability, or technology. By working with influencers who share similar values with them, the brands convey a unique brand image to the consumers (Alghizzawi et al. 2024). As an example, a collaboration with fitness influencers can make a brand appear health-aware and performance-based and collaboration with environmentally-conscious creators may drive the sustainability and social responsibility perceptions. These associations play a vital role in creating the long-lasting digital brand image. The image aspect of the social media is also a decisive factor. Video, pictures, and storytelling elements of high-quality help influencers to portray brands in aesthetically captivating ways. Uniformity of visual imagery and communication helps build brand awareness and recall (Lopes et al. 2024). Brand image is strengthened and familiarity develops with time by continuing to be exposed to cohesive influencer content, which creates a high chance of consumer trust and participation.
Moreover, the influencer marketing allows a two-way communication, which is essential to develop a strong digital brand image. Customers are allowed to comment, ask questions, or express their opinions and the costs incurred by the brands can be seen as providing the companies with feedback and responsiveness. This kind of interaction fosters openness and builds emotional attachments- these are some of the factors that are necessary to maintain a favorable brand image in the online environment. Brands, which engage in influencer-led dialogue in an active manner, are, therefore, viewed as more approachable and being customer oriented (Alghizzawi et al. 2024). Overall, influencer marketing is a critical tool in developing digital brand image with the help of social media. Incorporating authenticity, emotional appeal, visual narration, and interactive communication, influencers help the brands gain credibility and create substantive relationships with the consumers. The strategic importance of influencer marketing is supported by the amplification nature of the social media platforms and the constant engagement and message targeting (Lopes et al. 2024). With the increased digital use, influencer marketing will remain one of the key strategic resources of those brands who want to strengthen their digital presence and maintain the credible, positive brand reputation in the context of an ever more competitive online market space.
[bookmark: _Toc218097889]Theme 5: The Influence of Digital Marketing on Brand Engagement Behavior and Brand Attitude
Digital marketing has dramatically transformed the manners in which consumers relate with brands and made the process more dynamic, personalized, and continuous. Brand engagement behaviour is defined as the nature in which consumers socially respond to brands via the internet by liking, sharing, commenting, reviewing and engaging in brand related activities. Such behaviours cease to be passively received but are active modes of participation that influence consumer attitudes and brand image that are long-lasting (Barve 2023). Digital marketing strategies are also very important in fostering such engagement by developing interactive and connotative experiences to consumers. One of the key channels in which digital marketing has an impact on brand engagement behaviour is the content-based communication. The postings on social media and videos, the interactive advertisement, and personalized messages allow brands to keep in touch with their audiences regularly. Consumers have greater chances of interacting with content when it is relevant, creative and emotionally appealing (Wimalasena and Jayasinghe, 2025). The familiarity and urge to have a deeper engagement with the brand are strengthened through this repeated interaction. The more consumers engage, the less time they develop negative emotions with the brand hence contributing directly to development of positive brand attitudes.

[bookmark: _Toc218014576]Figure 4.5: Role of Digital Marketing on Brand Engagement Behaviour and Brand Attitude
(Source: Self-Created)
Brand attitude can be defined as a general rating which the consumers attribute to a given brand as a result of their experience, beliefs, and feelings. Digital marketing influences this disposition by influencing the perception of the consumer towards the brand values, credibility and authenticity. As an example, open communication, regular communication and reactive behaviour over the Internet can facilitate trust and positive perception. On the other hand, unsuccessful digital campaigns or absence of socialization can have an adverse effect on consumer attitudes (Barve 2023). Digital marketing therefore not only contributes to the increase of visibility but also acts as an important factor in the process of developing the emotional/cognitive assessment of a brand. The relationship between engagement behaviour and brand attitude is enhanced by interactive digital tools, including social media platforms, mobile apps and personalised ads. With the consumers having a sense of involvement and feeling treasured by the brand because of the two-way communication, they would tend to have positive feelings towards the brand (Wimalasena and Jayasinghe, 2025). The effect of this is more brand preference and loyalty as time goes by. Due to conclude, digital marketing plays a critical role in brand engagement behaviour and brand attitude because it helps to engage with customers through interactive communication, emotional connection, and personal experiences. With the help of efficient digital strategies, the brands can stimulate the active involvement of the consumer, influence desirable attitude, and establish relationships in a digital environment that is becoming highly competitive.
[bookmark: _Toc218097890]4.4 Chapter Summary 
As per this chapter, it has been concluded that, digital marketing has a significant impact on the brand engagement of the Nike. Therefore, this chapter also has a significant impact on the brand reputation and overall effectiveness of the company. Moreover, the thematic analysis is able to provide depth information about this research to improve efficiency of qualitative research method. 


[bookmark: _Toc218097891]CHAPTER 5: DISCUSSION 
[bookmark: _Toc218097892]5.1 Introduction 
This chapter examines the empirical results to the research aim and objectives, especially the influences of digital marketing on brand engagement, brand attitude and customer perception as applied in the Nike area. The data presented in the discussion corresponds to the information analyzed in the literature review and thematic analysis in the previous chapters. It is a critical evaluation of the role of digital marketing tools such as social media marketing, collaboration with influencers, emotional branding and personalised content in influencing consumer engagement and brand perception. The chapter also elaborates on the relevance of theoretical models used in explaining consumer behaviour in the digital context including the AIDA model, Customer Engagement Theory and Uses and Gratifications Theory. Lastly, the limitations of the study are accepted, and a brief summary of the important conclusions is made.
[bookmark: _Toc218097893]5.2 Overall Discussion 
The results of this research highlight the central importance of digital marketing in determining the brand engagement behaviour and modeling the brand attitude, especially in the digital context of Nike. The discussion shows that marketing communication has shifted towards interactive two-way communication instead of one-way promotional communications, and this happens through the digital platforms (Rosario et al. 2022). This change allows brands to build stronger emotional ties with consumers, which is a precondition to its long-lasting loyalty and a favourable attitude towards a brand.
One of the main findings of the study is that the centrality of the brand engagement behaviour in the digital space is salient. In addition to transactional decisions, the engagement can be done through liking content, posting, taking part in an online challenge, and using branded applications. The usage of social media such as Instagram, YouTube, and its mobile apps, including Nike Run Club and Nike Training Club, is a clear indication that Nike applies the strategy of constant engagement (Aghazadeh and Khoshnevis, 2024). This observation supports Customer Engagement Theory, which states that engagement is a multidimensional concept that includes emotional, cognitive, and behavioural aspects. It has been proven by empirics that the increased levels of engagement lead to the greater emotional connection and the increased brand trust. The discussion also sheds light on how the aspects of emotional branding affect consumer attitudes. Nike uses digital campaigns often to presuppose the messages of inspiration, self-realization, diversity, and empowerment, without promoting specific products. This emotional strategy strengthens brand name and allows consumers to relate the brand to their values and dreams (Jayashree et al. 2023). As a result, emotional branding becomes a powerful tool in brand attitude development because consumers tend to choose brands that appeal to their values and lifestyles. This observation supports the claim that emotional connectivity has a more comprehensive impact than functional features in the modern marketing environment.
The next critical dimension which has been determined is the influence of influencer marketing on digital brand image. Influencers serve as credible relayers of a brand and consumer communication and humanise brand communication. The review indicates that consumers find the content created by influencers more believable and relatable than traditional advertising, which increases credibility and has a positive impact on brand attitude. The partnerships with athletes, fitness trainers, and lifestyle influencers help Nike to strengthen its image of an active, innovative, and socially responsible brand (Myroshnychenko and Bielova, 2021). Such findings are congruent with Uses and Gratifications Theory, which presupposes that consumers are active participants of the content that satisfies their informational, social and emotional needs. Another important finding is the importance of personalisation and data-driven marketing. Digital technologies enable a brand to create content that is customizable according to user preference, behaviour, and history of engagement. One-to-one marketing enhances the relationships between the consumer and the brand by making their interactions more meaningful and relevant (Al-Ababneh et al. 2024). With Nike, personalized workout plans and product ideas enhance customer experience and create a desire to use again. This proves the AIDA model, specifically the interest to desire and action division, since personalised content increases the engagement and purchase intention propensity.
Moreover, the research also highlights the fact that consistency and transparency in web communication contribute significantly to the brand attitude. Brands that use consistent tone, appearance, and messages on the internet platforms are positively reacted to by consumers. The brand image of Nike is positive because of its branding strategy, which is always to be used, as well as the focus on social responsibility and inclusiveness. Open communication leads to trust, which is an important aspect of long-term loyalty (Nuseir et al. 2023). It is also apparent in the discussion that digital interaction is not necessarily converted to loyalty unless it is supported by substantial interaction and value addition. It can be stated that the discussion chapter has described all the details of the above chapters by elaborating on the main facts. In addition to this, the objectives are met throughout the study in specific chapters. The discussion chapter also helps to understand the overall data analysis process and its outcome from the last. 
As much as increased social media presence leads to increased visibility, consumer expectations depend on the effectiveness with which the brands meet their expectations to be sustained. It is a lesson, and digital marketing approaches should not be limited to just promotional content but focus on the development of actual relationships based on engagement, responsiveness, and emotional relevance. In general, the results confirm that digital marketing has a deep impact on the brand engagement behaviour and brand attitude due to assisting interactive communication, emotional connectivity, and customised experiences (Islam, 2024). The skilful use of digital media by Nike is an illustration of how the proper use of digital tools can be used to enhance the perception of the brand, reinforce the engagement, and instil a sense of long-term loyalty of the consumer in a very competitive environment. 
[bookmark: _Toc218097894]5.3 Limitations of the Study 
Current research is very informative; however, it has a number of constraints that should be mentioned. In order to begin with, the study is based on the use of secondary data solely, peer-reviewed journal articles, reports, and extant literature. Although this method enhances academic consistency, it limits the ability to record real time consumer perception or behaviour change. Data would have been collected through primary means (either surveys or interviews) to have obtained a more in-depth insight into the consumer attitudes and personal experience with digital marketing (Bormane and Blaus, 2024). 
Second, the study focuses majorly on Nike as a case study. Even though Nike has been described as a prime example of a global brand with highly developed digital practices, the results might not be entirely applicable to the cases of smaller brands and organisations that operate within specific sectors (Abdelkader, 2023). The patterns and digital tactics of consumer engagement may differ depending on the market, culture, and organisations of different sizes.
Another limitation is related to the fact that the study is qualitative in nature and, as such, has limited the capabilities to quantify relationships statistically. The analysis might have become more robust by including quantitative data that would be measuring evidence of the relationship between brand engagement levels and digital marketing activities (Bormane and Blaus, 2024). Further, the fast-pacing nature of the digital marketing area implies that the strategies brought to this table can be modified as time passes owing to the association with new technology and new consumer habits. In spite of these limitations, the research also provides valuable theoretical and practical value to the topic of digital marketing and its ability to affect brand engagement and brand attitudes.
[bookmark: _Toc218097895]5.4 Chapter Summary 
This chapter has explored how digital marketing affects brand engagement behaviour and brand attitude basing on digital strategies of Nike. The discussion has highlighted that emotional branding, influencer marketing, personalisation, and interactive communication, are important in increasing the level of consumer engagement and the development of positive brand perceptions. Results show that digital marketing helps the brands to build long-term relationships with the consumers due to the regular, emotionally colored communication. Although the study is narrowed down by data source and outlook, it forms a good basis on appreciating the positioning of digital marketing in realization of a brand success. The following chapter completes the research study and gives a recommendation in future research and management.


[bookmark: _Toc218097896]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS 
[bookmark: _Toc218097897]6.1 Overall Conclusion 
This current study sought to evaluate the effect of digital marketing on brand engagement behaviour and brand attitude, specifically on the digital marketing activities of Nike. The results show that digital marketing has become a critical source of consumer-brand relationships in the modern business context. Unlike the traditional methods of marketing, the digital strategies allow companies to communicate with customers in a more dynamic, customized and emotionally charged way. Brand communication has therefore shifted to an interactive, engagement-based experience other than a mono- directional promotion exercise.  
The empirical findings show that the digital operations of social media marketing, working with influencers, emotional storytelling, and customised content have a significant impact on brand engagement. The use of digital platforms by Nike shows how a brand can strengthen emotional connection with the consumers through resonating marketing communication with personal values, aspirations in life and social identities. The emotional branding becomes an important variable, allowing the generation of the psychological attachment and the stable loyalty instead of the momentary transactions.  
In addition, the paper indicates that brand attitude is not only induced by the quality of products but also by the way that brands communicate, react, and engage consumers on digital platforms. Good online relationships, openness, and regular messages all lead to positive brand perceptions. Influencer marketing is essential to support the credibility and authenticity that are essential to build consumer trust.  
Overall, the study finds that the concept of digital marketing is a strategic process instead of a promotional one. It helps consumers to perceive, interact, and be loyal to a brand. The case of Nike depicts that companies that successfully combine emotional appeal, digital connections, and personalised communication will have a higher chance of attaining a sustainable competitive advantage in the digital market.
[bookmark: _Toc218097898]6.2 Connection with Research Objectives 
The results of the research presented in this study are congruent with the research objectives stated in Chapter 1. All of the objectives have been covered with the help of a thorough study of the existing literature and industry cases.  
The initial goal was to look at how digital marketing would increase brand engagement. The findings support the idea that digital marketing has a significant impact on engagement behaviour because it provides the opportunity to interact, exchange content, and engage consumers actively. The utilisation of social media, the mobile applications, and the digital storytelling can see that the engagement of Nike is not only about the consumption of its products, but also emotional and behavioural. This finding is in tandem with theoretical propositions that consider engagement as a multidimensional construct which entails cognitive, emotional and behavioural responses.  
The second objective was about the effects that digital marketing has on brand attitude. This paper has identified that consumers experience with digital surroundings is a major influence of brand attitude. Coherent messages, openness, emotive appeal and responsiveness were observed to have a positive response on perceptions regarding trust, dependability and brand value. The example of Nike digital presence is the illustration of how strong brand attitudes can be developed based on the emotional branding and value-driven communication, and not the traditional advertising only.  
The third goal explored the effect of influencer marketing on digital brand image. The results show that influencers are influential brand communicators, who create a communication gap between the firms and the consumers. The content created by the influencers increases authenticity and relatability, which makes brand messages more persuasive. This highlights the importance of influencer marketing in the process of perception formation and strengthening of digital brand identity, particularly in younger audiences.  
The fourth aim investigated the contribution of digital marketing to the long-term brand engagement and loyalty. The findings indicate that the long-term involvement comes in when the brands provide personalised experiences, build emotional relationships, and ensure constant contact. The digital ecosystem created by Nike shows that a technology-based interaction can create greater customer relations and loyalty in the long run.  
In general, the research objectives have been met satisfactorily and the findings are in line with the theories of AIDA model, Customer Engagement Theory, and Uses and Gratifications Theory that have been discussed above.
[bookmark: _Toc218097899]6.3 Proper Recommendations 
In the light of the insights gained through this research, a number of evidence-based interventions become evident to organisations that intend to augment brand engagement and brand attitude through digital marketing interventions. Recommendations are formulated based on the identified challenges in the study. These recommendations will help the student and companies to overcome these types of issues in future. Companies can use these recommendations to solve their existing issues to achieve the long term success in their own industry. 
· In order to begin with, organisations should spend more resources on emotional branding activities as opposed to paying attention to promotional content only. More intimate relationships with the consumers can be developed through the use of emotionally appealing storytelling, value-based communication, and true narratives (Rosario et al. 2022). The companies must focus more on harmonizing communication with the core purpose, social values, and customer-centric philosophy of the company across the digital platforms.
· Secondly, organisations should be recommended to hone their personalisation strategies. Consumer behaviour analysis and delivery of individual content, recommendations, and experiences should be done with the help of data-driven marketing tools. Personalisation will lead to higher customer satisfaction since it makes interactions more significant and meaningful (Aghazadeh and Khoshnevis, 2024).
· Thirdly, one should use a strategic approach to influencer marketing. Partnerships should be based on integrity and mutual values, and not just the number of followers. Interaction with influencers, who are very authentic to the brand image, can enhance credibility and build the digital brand perception.
· Furthermore, two-way communication based on active participation in communication with the customers through comments, feedback, and online communication should be one of the primary concerns of the enterprises. The aspects of responsiveness and transparency are central to creating trust and maintaining a positive brand image.
· Lastly, it is necessary to constantly analyze the digital strategies via performance metrics, like engagement rates, sentiment analysis, and customer feedback. These evaluations would allow the brands to respond to the changing consumer demands and remain competitive in the dynamic digital environment.
[bookmark: _Toc218097900]6.4 Strengths and Weaknesses of The Research 
The major strength of this research is that it is well-theoretical. The paper brings together the proven theories of marketing and the current digital marketing culture thus providing a holistic academic angle. The use of peer-reviewed literature increases the trustworthiness and supports the validity of the results (Jayashree et al. 2023). Besides, the Nike case study choice allows taking a profound study of the practical digital marketing strategies, which enhances the contextual relevance.
However, the article has a number of limitations. The main weakness is that only secondary data is used, which makes it impossible to obtain the first-hand opinions of consumers or understand the nuances of their behaviour. The use of primary research methods (surveys or interviews) may provide more intensive information and make the conclusions more valid. One secondary weakness is the particularity of the global brand, which can limit the overallisability of findings to smaller organisations or to industries that are dissimilar (Myroshnychenko and Bielova, 2021). Also, as it is a qualitative study, quantitative evaluation of the role of digital marketing on engagement and attitude is not possible.
The study, despite the limitations, provides useful conceptual knowledge of digital branding and engagement strategies.
[bookmark: _Toc218097901]6.5 Future Implications 
Due to develop further on this research, the researcher can make use of this research in the future by incorporating primary data collection techniques (such as questionnaires, interviews and focus groups) to get first-hand information about the consumer behaviour. The relation between the digital marketing efforts and the levels of brand engagement could also be measured quantitatively (Al-Ababneh et al. 2024).
Future research can also be conducted to compare findings across different brands or industries to clarify the differences in digital marketing strategies across the industries. In addition, the role of emerging technologies including artificial intelligence, virtual reality, and metaverse platforms in digital branding and consumer interaction may be studied in the future.
The other promising area of investigation is to examine cultural variations in digital engagement behaviour because it is acknowledged that consumer reaction to digital marketing can be varied among regions and even among demographics (Nuseir et al. 2023). This investigation would help in bringing a more international perspective to digital brand management.
Altogether, the future scholarly research ought to keep on questioning the role of transforming digital technologies to influence brand-consumer relations in the increasingly competitive and digitalised marketplace.
[bookmark: _Toc218097902]6.6 Chapter Summary 
It is the synthesis of the main findings in this chapter which will be combined with the research objectives and the discussion of its practical implications. The analysis supports the idea that the digital marketing has strong impacts on brand engagement and brand attitude by using the emotional branding, influencer marketing, and personalised communication. The strengths and limitations of the study are also outlined in the chapter, and conclusions given that are practical and applicable to both practitioners and scholars. Taken altogether, the studies show that the sound digital marketing policies cannot be called upon without any essential resources to develop strong brand relationships and attain a competitive advantage in the digital age.
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