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1. Introduction
[bookmark: _Toc236404059]1.1 Background and Problem Statement
Organizing a brand story is a new and emerging marketing strategy with the potential to communicate an organization's values, heritage and identity in an interesting way. Brand storytelling establishes an emotional link with customers rather than communicating attributes and utilitarian benefits of the product, enhancing brand experience. Many studies have shown that storytelling can strengthen branding because it evokes emotions in consumers and enables them to think about the brand (Chen, 2024). Purchase intention is a person's chance of buying a product or a competing product in the future after he or she has read information and formed perceptions of a brand or product. Emotionally resonant and emotionally authentic brand stories have previously been shown to positively influence consumers' attitude, their trust in a brand, and their purchase intention, making brands memorable and meaningful (Zimand-Sheiner, 2024).
This study will analyse On Holding AG, a premium Swiss sports and active footwear company, by following a unique approach for telling the company's narrative. The company's position as an entrepreneur and premium niche competitor is further enhanced by its innovative technological offer CloudTec® and the inspirational campaign “Dream On”. These stories have complemented the company's purchase of a strengthening presence and footprint globally but also coincide with the company's declining business growth, from CHF 1.79 billion in 2023 to CHF 3.01 billion in 2025 (On Holding AG, 2026). Many brand stories have been created over the years but far less has been done to study the effect of brand story on the buying intention of premium running shoes. The aim of this study is to understand the effects on customer perception, emotional response and intention to purchase by the way On Running tells its stories.
[bookmark: _Toc236404060]1.2 Research Aim 
This study aims to analyse the effect of On’s storytelling marketing on its customers’ intention to purchase. 
[bookmark: _Toc236404061]1.3 Research Objectives 
· To examine how narrative elements (e.g. authenticity, technology stories, aspirational themes) shape On’s brand image
· To assess how these elements influence On customers’ attitudes and purchase decisions
· To provide practical insights for On’s marketing strategy.
[bookmark: _Toc236404062]1.4 Research Questions
· What storytelling elements does On Holding AG use in its branding of On running shoes?
· How do On’s brand story and narrative themes affect consumer perceptions and emotional engagement?
· What is the link between these perceptions and consumers' purchase intentions for On products if they are based upon stories?
[bookmark: _Toc236404063]1.5 Scope of the Study
This study will delve into the status quo by examining academic research, industry reports, and most recent marketing research on brand storytelling and consumer-conversion intention. The main focus of the review will be on the impact of storytelling on consumers' perceptions and emotions, trust in the brand, brand image, and sales, across a range of various industries. The theoretical background will be presented for the concepts of key narrative theory important for giving explanations about how story can affect purchase intention, such as narrative transportation, emotional branding and user behavior. Secondly, the study will analyse empirical research regarding the current use of storytelling in some specific brands of sportswear, fashion, luxury goods, and food. Specific attention is paid to On Running's marketing strategy, their entrepreneurial journey, their product innovation and inspirational brand story. This will review existing literature to provide a concise background to the current study and will provide a theoretical framework.
[bookmark: _Toc236404064]2. Literature Review
Storytelling improves memory, emotion, and engagement, all of which have an impact on consumer behavior, according to numerous studies. Narrative processing improves recall by embedding brand information in memory, as demonstrated by Escalas (2004). In a similar vein, Lundqvist et al. (2013) contend that storytelling fosters client loyalty and emotional attachment. Practically speaking, using narrative structure in advertisements frequently pays off: narrative conveyance, a psychological absorption that increases persuasion, is produced by visual or video storytelling. For instance, Wang et al. (2025) discovered that in experimental trials, the use of rich visual storytelling in food packaging greatly increased purchase intentions. In a similar vein, Sujatmiko et al. (2025) examine the research on emotional storytelling (in skincare advertisements) and come to the conclusion that affective narratives, which promote immersion, emotional contagion, and perceived authenticity, favourably influence purchase intentions.
In the sports and apparel context, the evidence is emerging but encouraging. Williams and Heo (2023) conducted an experiment with sneaker ads and found that both athlete-focused stories and product-focused narratives produced higher purchase intention than flat informational ads. Brand storytelling also tends to strengthen brand image, which itself raises purchase intent. For instance, Oktaviani et al. (2026) demonstrated in a coffee-brand study that narrative marketing had a direct positive effect on purchase intention and an indirect effect mediated through brand image. This suggests that compelling stories can elevate the brand’s perceived quality and trust, which then drives buying. Mandung (2025) likewise emphasizes that digital storytelling builds lasting consumer-brand connections and loyalty by engaging emotions and authenticity. Under narrative transportation theory, Green and Brock (2000) explain that when consumers become mentally immersed in a narrative, they are much more likely to accept its message.
Theoretical Framework
This study will draw on Narrative Transportation Theory, a theory that explains how consumers emotionally and cognitively embed themselves within a brand's story, creating more positive attitudes and behavioural intentions. Green and Brock (2000) suggested that the more people are drawn into a story, the more likely they are to become receptive of the message and have positive perceptions of the brand. As part of On Running's origin story, the company's innovative CloudTec® technology and inspirational "Dream On" campaign will be anticipated to push one's emotional connection with a brand. In addition, storytelling is seen as a successful means of improving the brand experience and developing long-term customers (Garczarek-Bak et al., 2024). Keller (2013) also proposed that great and good brand associations result in increased amount of brand equity and have a positive effect on consumers' decision-making process. Thus, the Narrative Transportation Theory offers an appropriate theory to draw conclusions on the role of On Running's storytelling strategy in consumers' emotional involvement, brand perceptions and purchase intentions.
Research Gaps and Justification
There are significant gaps. Several studies do not focus on sports shoes or premium athletic brands. Williams and Heo (2023) mentioned that limited studies can be found in the sports product industry." On Holding AG is a high-end running shoe brand that has a distinctive origin story although its effect on consumer behaviour is not known in the literature. Secondly, much of the existing literature is experimental or general. There is a need for an in-depth case study involving real consumers in a real brand context. To our knowledge, nobody has yet explored how On Running’s storytelling strategy (social media, ads, community events) converts into purchasing motivation. To fill this gap, this research will utilize storytelling theory to On’s case through consumer interviews and surveys. By understanding On’s narrative impact, suggestions will be provided for improving their marketing strategies and contributing new knowledge around story-telling for sports marketing.
[bookmark: _Toc236404065]3. Methodology
[bookmark: _Toc236404066]3.1 Research Philosophy
This study will consider a positivist research philosophy, as it is going to try to see the relationship between brand storytelling and consumer purchase intention based on objective data that can be measured. Positivism philosophy will be helpful in collecting and analysing quantitative data; in this way the researcher will be able to test the relationship and produce results based on evidence.
[bookmark: _Toc236404067]3.2 Research Design
This study will utilize a mixed methods case study. To start with, qualitative interviews will investigate how storytelling elements (On brand saga, design imagery) resonate with consumers. The connection between perceived storytelling and purchase intention will be tested using quantitative survey data. The sequential approach captures both depth (through interviews) and breadth (through scales).
[bookmark: _Toc236404068]3.3 Data Collection Methods
Qualitative: Semi-structured interviews (about 10–15 participants) with On Running customers and brand enthusiasts. Participants will be recruited purposely (e.g. via running clubs or On’s fan community) to include individuals familiar with the brand story. Interview questions will probe awareness of On’s narrative, emotional reactions to it, and how it influences their attitudes and likelihood to buy. All interviews will be recorded, transcribed, and analysed thematically to identify common storytelling elements and consumer perceptions.
Quantitative: A structured online questionnaire will measure key constructs. Purchase intention will be assessed by standard Likert-scale items (e.g. “I intend to purchase On running shoes in the next 6 months”). Brand storytelling perception will be measured by newly developed items based on literature (e.g. “I find On’s brand story engaging,” “The On narrative makes me feel connected to the brand”). Brand image and emotional connection may also be included as mediators. The survey will be distributed to a wider sample of On customers (target N=30) via social media or email lists. Factor and regression analyses will test whether storytelling perception predicts higher purchase intention.
[bookmark: _Toc236404069]3.4 Target Participants
The focus will be On’s target consumers wherein adult runners and fitness enthusiasts who have been exposed to On’s marketing will be targeted. This may include both current On customers and undecided prospects. To ensure relevance, participants will be screened for at least some familiarity with the On brand. Diversity (age, gender, geography) will be sought to improve generalizability. In addition, a few interviews will include On’s own marketing personnel to understand the intended narrative strategy (interview purpose for company insight). Though the main emphasis will be on customers.
[bookmark: _Toc236404070]3.5 Purpose of Interviews
Interviews serve to qualitatively uncover how brand storytelling elements are perceived and valued. This method will specifically reveal aspects of On’s story (e.g. founder myth, technology origin, community ethos) that create emotional engagement or trust. Such type of data will inform the survey design (ensuring the questionnaire reflects real consumer language and perceptions). Moreover, interviews will help explore unexpected themes, such as gaps between On’s intended story and what consumers actually notice. The insights will validate whether storytelling really matters to the consumers of On shoes and guide the interpretation of quantitative findings.
[bookmark: _Toc236404071]3.6 Data Analysis Method
Primary data will be analyzed through qualitative and quantitative methods to obtain a holistic view of how the brand story is related to the consumer's willingness to buy. As a means of qualitative data collection, semi-structured interviews will be conducted wherein transcripts of the interviews will be analysed using thematic analysis (Ahmed et al., 2025). The resulting themes, patterns, and perceptions will be consumers' thought patterns about On Running's attempts at brand storytelling, emotional ties, and shopping behaviors. Interview results will also supplement quantitative results. The quantitative data to be collected from the Internet questionnaire would be analysed by the MS-Excel. At first, the data will be cleaned and coded in order to assess the integrity and completeness of the data. The demographic data and responses from the respondents will be summarised using descriptive statistics such as frequencies, percentages, means and standard deviations. Inferential statistics including Pearson correlation analysis and Multiple regression analysis are to be used to determine the correlation between brand storytelling and the purchase intent and its strength and significance. Results will be presented appropriately using tables, charts and graphs for interpretation and discussion.
[bookmark: _Toc236404072]4.Expected Findings
Previous research works on sports marketing indicate that the brand storytelling has a positive effect on purchase intention to On Running shoes. Results of the interview will demonstrate that the following is memorable, authentic and emotionally stirring for consumers: The past plays, CloudTec® technology and ‘Dream On' campaign. These narrative elements will help link individuals to the brand and shape favourable evaluations of product quality and believability in the participants. This finding would have been consistent with the previous studies that showed Storytelling has a positive impact on consumer interaction and creates a buying motive (Joshi et al., 2022). Quantitative results will indicate a positive brand storytelling–purchase relationship through the consumer's perspective. It is believed that an increased sense of authenticity and engagement with On Running's stories will result in an increased purchase intention with the respondents. Moreover, the outcomes will suggest that the relationship of this brand image and emotional involvement can be strengthened, which are consistent with the results of Oktaviani et al. (2026). Overall, the results will validate findings of previous studies that found storytelling concepts to be an effective communicator that enhances brand experience and purchase intention. As demonstrated in the study by Wang et al. (2025), marketing strategy suggestions for the marketing of premium sports shoes is essential.
[bookmark: _Toc236404073]5. Research Limitations
This study has several constraints. First, as a case study of on brand, findings may not generalize to all marketing contexts or industries. The focus on On Running (a premium Swiss brand) means results might differ for other types of products or cultures. Second, the three-month timeline limits the sample size and depth of data. The survey and interviews will have relatively small samples (perhaps dozens of respondents), which restricts statistical power and may introduce sampling bias (e.g. only more engaged fans participate). Third, self-report measures of intention can be influenced by social desirability and may not perfectly predict actual purchase behavior. Fourth, isolating the effect of storytelling is challenging, as participants’ purchase decisions are also shaped by price, design, and personal need. This will be mitigated by including control items or explicitly focusing on the story element, but complete separation is difficult. Finally, time constraints may limit the number of interviews and the breadth of questionnaire items. Despite these limitations, the mixed-methods approach and targeted focus should yield valuable insights.
[bookmark: _Toc236404074]6. Research Timeline
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Figure 1: Research Timeline
(Source: Self-Developed)
The research is to be conducted in a twelve-week period. Firstly, a literature review will be conducted and also a Research Design and a Questionnaire and an Interview Guide will be prepared in the 1st four weeks. Ethical Clearance will be taken prior to primary data collection. Interviews, questionnaire surveys will be conducted in Weeks 5-8 and data will be tidied and sorted. Qualitative and quantitative data will be analysed, in Week 9 and 10, using thematic analysis and Excel. The last two weeks will be used to draw conclusions, write up the dissertation text, edit and proofread the agreed final draft for public release of the work.
[bookmark: _Toc236404075]7. Conclusion
In conclusion, this research proposal outlines a study of how On Holding AG’s brand storytelling influences consumer purchase intention for On running shoes. By combining consumer interviews and a survey, the study will identify the narrative elements that resonate with customers and quantify their impact on buying intent. Prior studies suggest that well-crafted brand stories can significantly raise purchase intentions. For On, understanding this effect is both practically and academically valuable, as it can guide On’s marketing strategies and fill a gap in sports-brand research. Overall, with this study, it is expected that some important clues will arise in relation to the influence of brand story in purchasing intentions. The outcome might shed light on the method used in telling the story and how using the On Running method boosts the image of the brand, consumer involvement and sales expectations, and offer some recommendations for the enhancement of the brand and marketing strategy in the high-end sports shoe market.
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