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[bookmark: _heading=h.gjdgxs]1. Introduction
[bookmark: _heading=h.30j0zll]1.1 Background
 Brand storytelling emerges as a major tool for building deep connections among consumers that manages traditional marketing through brand evaluation to fulfil a deep mission for resonating audience emotion based on the brand.  As stated by Liu et al. (2021, p.5) effectiveness of storytelling strategy for driving consumer engagement needs deeper investigation and power to influence consumer perceptions and behaviours for long term brand success. In a highly competitive market, consumer engagement becomes the main factor for growth and success of a brand, especially in the case of Nike. Figure 1 illustrates that around 78% of marketing decision makers of the UK consider human-first messaging a major element of storytelling. Nike has utilized athletes, social causes, and powerful emotional stories to develop bonding with the audience and inspire consumers to engage consumers on a deeper level of emotion. Nike’s brand storytelling is globally recognized as a “Just Do It” campaign that develops perseverance, motivation through simple advertising to foster a sense of community within the audience (Thebigmarketing, 2024). Thus, analysis of storytelling techniques and impact in marketing contribute to a broader perspective in narrative-driven branding strategies for improvement of consumer-brand relationships within a competitive market. 
[image: ]
Figure 1: Leading storytelling ingredients in UK 
(Source: Statista, 2024)
[bookmark: _heading=h.1fob9te]1.2 Rationale
This section discusses the rationale for Brand storytelling is a major factor for shaping consumer perception for developing emotional connections in the context of Nike. It helps in promotion of brands by managing perseverance, diversity. As stated by Maciel and Fischer (2020, p.7) marketing campaign with collaboration of normal consumer based help to embrace brand success and long term growth. Highly increased competition within the global sportswear industry helps to manage effective storytelling of brands to affect consumer engagement. Nike storytelling impacts consumer behaviours with loyalty, emotional attachment, and engagement across multiple channels that enhance brand loyalty for narrative for enhancing consumer-brand relationships. 
[bookmark: _heading=h.3znysh7]1.3 Problem statement
Nike's success as a global sportswear leader through storytelling faces an impact that affects consumer engagement by influencing marketing strategies. Share of Nike industry has lost $27 billion in market value that plunged 20% decline in trading in shoemakers stock (Livemint, 2024). This research aims to address the gap through Nike’s strategic use of storytelling that influences consumers' perceptions of the brand by managing emotional connections for gaining trade.  
[bookmark: _heading=h.2et92p0]1.4 Significance of research
This section examines research significance for both marketers and academics that provide insights for brand storytelling for consumer engagements of brand. As stated by Shaddiq et al. (2021, p.5) plays a major way for conveying organizations’ identity to serve through marketing and communication of brand.  This research is effective for marketing professionals through providing in-depth analysis of brand communication and understanding the role of narrative-driven strategies, such as those used by Nike. In the case of academics this research will provide future aspects of research for digital platforms and social media to amplify the reach and effectiveness of brand stories. This research is also helpful for brand developing consumer interactions through valuable lessons for both existing companies and emerging brands
[bookmark: _heading=h.tyjcwt]2. Aims, objectives, and research questions / hypotheses
Aim
The aim of the research is to investigate the impact of brand storytelling on consumer engagement in Nike.
Objective
· To analyse the impact of brand storytelling on consumer engagement of Nike
· To evaluate role of customer engagement and brand storytelling in the business growth of Nike
· To identify challenges faced by Nike in developing effective storytelling activity in customer engagement
· To determine strategies for implication of storytelling for influencing consumer engagement in Nike
Research Question
1. What is the relation between customer engagement and brand story telling?
2. What are the challenges faced by Nike in storytelling activity in customer engagement?
3. What are the strategies for implication of story activity in consumer engagement? 
[bookmark: _heading=h.3dy6vkm]3. Methodology
[bookmark: _heading=h.1t3h5sf]3.1 Research philosophy
This section examines the research philosophy that helps in providing assumptions and beliefs related to conducting research to interpret the idea of result-based data collection technique. This research will follow interpretivism philosophy for evaluation of impact of brand storytelling on consumer engagement of Nike. As stated by Barsoum (2022, p.3) interpretivism research philosophy helps in managing analysis for individual perspective  for business studies based on the perspective of stakeholder. Research for impact of brand storytelling on consumer engagement of Nike is highly associated with the stakeholder and consumer perception for fostering effective consumer engagement. On the other hand, it is inflexible for this research due to limited understandings of social processes that fail to address comprehensive research based on marketing scenarios of Nike. Thus, interpretivism research philosophy is highly suitable for this research due to considering emotional and personal judgement for shaping the storytelling process. 
[bookmark: _heading=h.4d34og8]3.2 Research Onion
Research onion is a framework for managing significant philosophical and methodological processes used in informational dissemination to gain research quality. As stated by Saunders et al. (2023,p.6) layer of onion is effective for representations of methodological processes like philosophies, and strategies and approach of research. The onion will be helpful for context of evaluation of impact of brand storytelling on consumer engagement of Nike for leading accurate analysis of each layer. Thus, research onion helps in gaining research accuracy based on the evaluation of methodology in context of research. 
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Figure 2: Saunders research onion
(Source: Saunders et al. 2023)
[bookmark: _heading=h.2s8eyo1]3.3 Research design
This section reviews research design that indicates the strategy for providing answers with relevance of empirical data that help in outlines the collection for implemented data measuring. As stated by Oluyisola et al. (2022, p.8) robust research design for managing production for developing a procedural plan that helps in adaptation of research objectives. This research for evaluation of impact of brand storytelling on consumer engagement of Nike will follow descriptive research design. Descriptive research design provides a reliable database for conducting research based on an effective pattern of consumer research.  Descriptive research design helps in describing characteristics and behaviours that can influence research for Nike’s brand storytelling by addressing consumer behaviour. On the other hand, Wróbel (2021, p.4) stated that, implication of experimental research design can comprise human error based on controlling variables leading to the bias result. Thus, descriptive research design is perfectly suitable for evaluation of complexity in the context of research based on Nike for tailoring of brand storytelling. 
[bookmark: _heading=h.17dp8vu]3.4 Research method
Evaluation for impact of Brand storytelling for consumer engagement in Nike follows the Mono method for determination of data. Mono method manages in-depth exploration of research and provides a focused design to implement in multiple ways for effective addressing of social problems for brand storytelling of Nike. 
[bookmark: _heading=h.3rdcrjn]3.5 Data collection
This section states about the data collection that refers to the process of collection and evaluation of data collected from multiple sources based on the effectiveness of research. This research for evaluation of impact of brand storytelling on consumer engagement of Nike will follow a secondary qualitative data collection method for categorising data based on the author's perspectives. As stated by Cheong et al. (2023, p.8) secondary qualitative data collection helps in identifying the patterns based on the prominent areas of the research. On the other hand, the primary data collection method is highly compromised with potential for biases that create disruption in managing  patterns of consumer behaviour due to brand storytelling. Thus, secondary qualitative data collection helps in managing patterns based on the perspectives of organisations and authors effectively evaluate the brand perspective. 
[bookmark: _heading=h.26in1rg]3.6 Data sources, sample and sampling strategy
Research for brand storytelling in terms of consumer engagement will follow simple random sampling methods for developing a strong relationship between brand storytelling and customer engagement. 12 peer reviewed Journals from Google scholar are selected for research to analyse the role of brand storytelling with consumer engagement. 
Data sources
[Refer to Appendix 1]
3.7 Data analysis 
This section discusses data analysis that refers to the process of exploration of data for deriving patterns as per the insights for effective decision making in categorising data to draw effective insights. As stated by Maheshwari et al. (2021, p.12) data analysis helps for managing business and scientific research with the analysis to predict trends to gain operational efficiency. This research will follow thematic data analysis for research of branding strategies for Nike. This research will have four themes based on four objectives  and uses 8 peer-review articles collected from Google Scholar based on the key words like “Brand Storytelling” , “consumer engagement” etc. 
[bookmark: _heading=h.lnxbz9]4. Literature review
[bookmark: _heading=h.1ksv4uv]4.1 Role of customer engagement, brand storytelling in the business growth of Nike
4.1.1 What is the meaning of storytelling?
Brand storytelling is a strategic approach of creating and sharing narratives that convey a brand’s values, mission, and purpose for reasoning consumer mindset (Lund et al. 2020, p.5). 
4.1.2 Impact on consumer for brand storytelling in context of Nike
Storytelling is a unique approach that involves crafting an emotional narrative that helps to connect a brand with its audience by fostering a sense of belongingness. Brand storytelling plays a major role for managing consumer perceptions to gain market growth beyond traditional advertising by immersing consumers in experiences.  As stated by Yang and Kang (2021, p.23) storytelling allows for consumers for development of emotional connections for brands for managing brand loyalty for enhancement of consumer loyalty. Brand stories help to humanise brands’ identity with relatable and trustworthiness for navigation of consumer interest. Similarly, Hong et al. (2022, p.9) stated that storytelling improves brand identity by providing consumers narratives to associate with the brand’s values, and develop purchasing decisions driven by emotions. Effective storytelling helps to foster a sense of loyalty among the consumers to relate itself as a part of the brand, thus enhancing engagement and connection. On the other hand, storytelling can elevate a brand from simply selling products through unique identity to elevating a brand based on consumer demand. As stated by Leist and Ulijn (2024, p.6)  storytelling is ineffective due to poorly crafted and inauthentic brand stories can estrange consumers by leading to negative perceptions towards the brand. Brands of Nike failure to manage stories with consumer expectations can create risk of back lashing brands perceived image of the brand for losing relevance for perceived value in long term growth implication. 

4.1.3 What is the meaning of consumer engagement?
The consumer engagement signifies the emotional connection between a consumer and a brand to help to actively interact with consumers with a brand to build a relationship for long term commitment (Cheung et al. 2021, p.3). 
4.1.4 Impact on consumer engagement in context of Nike
The role of consumer engagement between consumers and brands plays a vital role in managing brand loyalty to create consumer attachment with the brand’s value that indicates trust and satisfaction. As stated by Rane et al. (2023, p.4) consumers have developed engagement through emotional ties to a brand for managing loyalty for facing a competitive business landscape. Brands like Nike manage consumer engagement through fostering lifelong loyalty to enhance consumer retention through robust consumer relationships. Storytelling and consumer engagement are closely related as storytelling develops a connection for the brand with consumers on a deeper level and resonates with consumer value and experience. This emotional engagement of consumers influences purchasing behaviour and drives advocacy for managing loyal customers for promotion of brand. Brands like Nike need to adapt continuous storytelling strategies for managing relevance by losing risk for emotional misalignment. As stated by Nikolov and Gonzalez (2020, p.2) maintaining consumer connection can be challenging due to the evolving preferences of consumers failing for consumer expectations, leading to a disassociation of loyalty. Thus, managing emotional connections in Nike is significant for brand loyalty, and needs ongoing efforts to keep up with consumer expectations for long term brand success.
[bookmark: _heading=h.44sinio]4.3 Challenges faced by Nike in developing effective storytelling activity in customer engagement
Storytelling is a powerful tool for implementation of diverse challenges in terms of implementation of storytelling to enhance consumer engagement. As stated by MacInnis et al. (2020, p.4) the story resonates with a diverse consumer base that creates demand for particular consumer segments by alienating other segments and creating difficulty to maintain a consistent brand image. Brand story of Nike comprises athletes and sports persons, failing to manage a larger segment of consumer beyond sports. Nike, targeting a community of people, had taken up running and positioning Nike for raising a share of $90 by peak of the stimulus-fuelled “revenge spend” in 2021 (Forbes, 2024). Similarly, focused storytelling perceived insincerity among consumers regarding brands like Nike. As stated by Wieser et al. (2021, p.3) risk of over-commercialization with focused storytelling creates dissatisfaction for brands among consumers and affects main market segments. Crafting an authentic narrative with balancing commercial objectives is a significant challenge for marketers. Thus, storytelling can enhance consumer engagement of a brand by addressing challenges through managing diverse, authentic, and consistent narratives in a rapidly changing global market. 
[bookmark: _heading=h.2jxsxqh]4.4 Strategies for implication of storytelling activity for influencing consumer engagement
Strategies for management of brands in implementation of storytelling effectively influence consumer engagement in brands like Nike. As stated by Huang et al. (2022, p.8) emphasizing authenticity in brand story needs to align with core business value that helps to foster trust and build emotional connections. Nike can drive consumer engagement with real company values like portraying the true story of the brand along with athletes can create an effective hold in the market as well as consumers in a diverse competitive landscape. Integration of consumer experiences into brand storytelling helps to formulate relatable and impactful storytelling activity for consumers to engage with stories by showcasing values and experiences. On the other hand,  brand storytelling focuses on maintaining authenticity for consumers to take part in the narrative to gain consumer demand. As stated by Arora and Chakraborty (2020, p.3) scripted and exaggerated narratives can appear artificial and deter consumer trust for brand and deteriorate consumer loyalty. Digital platforms like Facebook, Instagram can provide an opportunity for interactive storytelling, allowing consumers to shape the brand story, enhancing engagement and loyalty in Nike. Thus, successful storytelling strategies need to focus on authenticity, consumer inclusion with perfect alignment with brand narratives along with core values of the company to foster lasting consumer engagement.
[bookmark: _heading=h.z337ya]4.5 Theoretical aspect of literature review
This section investigate the role of Self-determination theory and Social identity theory to establish the connection between brand storytelling and consumer engagement. Impact of brand storytelling for enhancing consumer engagement can be perfectly aligned with Social Identity Theory (SIT) by positioning a brand as part of the consumer's social identity. As stated by Osmanova et al. (2023, p.14) Social Identity Theory (SIT) helps to derive a sense of identity and self-esteem for understanding consumers alignment with brand identity based on narrative and values. Brands like Nike can improve engagement and loyalty by creating a shared identity effective for consumer aspirations like social justice, perseverance and athleticism. SIT helps to identify with the brand for managing growth in emotional aspects of consumer loyalty for reinforcing consumer value and beliefs. On the other hand, Self-Determination Theory (SDT) helps to develop a meaningful connection between brand storytelling and consumer engagement by sharing a sense of identity through narrative to develop a meaningful connection. Thus, SIT strengthens consumer loyalty by supporting brands for personal and social identities to foster long-term brand loyalty. 
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Figure 3: Social Identity Theory (SIT)
(Source: Self-develop) 
[bookmark: _heading=h.3j2qqm3]4.6 Research Gap
This section reviews the existing research gap for minimum discussion regarding analysis of the impact of brand storytelling for gaining consumer engagement. As stated by Leist and Ulijn (2024, p.15) role for story telling is ineffective in case of poorly developed brand stories that fail to provide parameters for development of  inauthentic brand stories that can engage consumers. Similarly, Nikolov and Gonzalez (2020, p.15) discuss consumer connection for evolving preference and inappropriately provide ideas for relevant efforts of brands to manage loyalty. However, this research overlooks diverse consumer segments that often resonate with athletes and lacks depth of analysis of eco-consciousness. Roles of digital platforms like Facebook and Instagram are briefly mentioned that can further enhance this research for interactive storytelling. Wieser et al. (2021, p.12) discuss the risk of over commercialisation through storytelling but fail to propose the strategy to manage risk. 
[bookmark: _heading=h.1y810tw]5. Limitations
This section investigate limitations in aspects of targeted consumers in storytelling that limit the generality of the findings to other industries based on marketing strategies. As stated by Dias and Cavalheiro (2022, p.5) storytelling is highly effective for fostering impact that can differ in brands in context of global reach for cultural relevance. Moreover, the research primarily analyses consumer engagement through storytelling and overlooks traditional media or in-store experiences that significantly manages consumer perception and creates biases in marketing strategies to address overall consumer segments. 
[bookmark: _heading=h.4i7ojhp]6. Ethical considerations
This part discusses ethical considerations manage the set of principles that provide a research process for ensuring rights and well-being of authors by handling integrity to develop public trust. This research follows UK Data Protection Act 2018 that helps in regulation of author’s personal information by managing copy rights with informed consents to uphold integrity of research findings (Gov.uk, 2024). Thus, voluntary ethical consideration helps to manage genuineness of data as well as prosper principle for collections of data. 
[bookmark: _heading=h.2xcytpi]7. Time frame
[Referred to Appendix 2]
[bookmark: _heading=h.1ci93xb]8. Conclusion
I have chosen to investigate the relationship between brand storytelling and consumer engagement, as I believe that managing correlation can help to develop consumer effectiveness. This research will follow a secondary qualitative research for managing the areas of enhancement of understanding in branding. Limitation of previous research implicates consumer engagement through storytelling and overlooks traditional media or in-store experiences. I have developed methodology for managing customer engagement through brand storytelling that will help to showcase the relationship between brand and consumer engagement in Nike. 
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