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Abstract
This study introduces the use of secondary data to understand digital influencer marketing with Nike’s global campaign outcomes. It is also ideal for highlighting Nike’s use of digital storytelling and athlete-influencer collaborations to develop strong consumer trust. The data over the global sportswear industry, including Nike has examined multinational campaign details with different influencer performance metrics. Furthermore, this study has determined different influencer strategies across regions, mainly to support Nike’s brand message and purchase intentions.
It can be derived from chapter 2 that the key aim of this literature review is to explore a strategic critical evaluation based on the influence of digital marketing on developing brand trust and purchasing intention among customers. Online influence engagement allows companies to implement strategic communication among key competitors for developing effective growth in business. Moreover, this theme has been found as relevant as it can help in maintaining strategic findings and compare-contrasting overview on the process of maintaining strategic analysis within the literature review. Determining ethical flow of data distribution can be equated. Apart from this, lack of consistency in the process of maintaining ethical perspective for maintaining sustainable growth of digital marketing initiatives
[bookmark: _2eljc984uimu]This result and analysis chapter provides a discussion on how digital marketing, especially influencer marketing, can influence the trust of a brand, consumer loyalty, and purchasing intent. Taking Nike as an example, it emphasises the role of social media interaction, emotional involvement, and cultural assimilation in creating brand equity. The results show how such strategies can be effective in improving the relationships between consumers and promoting brand advocacy in various markets.
The fifth chapter combines research findings from different cases to demonstrate how three factors influence credibility and emotional storytelling, and cultural adaptation together impact brand trust and purchase intentions. The research connects empirical data with theoretical frameworks while showing how different market conditions, authenticity perceptions, and governance systems operate in various regions between countries.
The sixth chapter of the study presents essential results together with their theoretical and practical implications and the study's limitations and recommendations for future research. The study shows how digital influencer marketing builds trust in organizations that operate their business mostly through digital channels and international markets.
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[bookmark: _Toc220870464]Chapter 1: Introduction 
[bookmark: _Toc218704902][bookmark: _Toc220870465]1.1. Research Background 
Digital influencer marketing strategy is an important way to develop brand trust and consumer purchase intentions within the global sportswear industry, and this is more effective compared to traditional advertising shifts. The global sportswear or athletic-wear industry has recently recorded a market capitalisation of almost 16.4 billion USD, and almost 75% of brands have mentioned a segregated budget for digital influencer marketing development (Harvard Business Review, 2022). A personalised approach for digital influencers to engage with online audiences can enable Nike in investing towards digital marketing campaigns across Instagram, TikTok, and YouTube. However, this approach can closely connect different competitive dynamics of the global sportswear industry, thereby making a global brand to constantly differentiate itself from another.
These different competitive dynamics of the global sportswear industry include strategic marketing and branding, sustainability initiatives, and evolving consumer trends. Rapid technological shifts have become ideal for athletic-wear companies like Nike to adopt artificial intelligence (AI), machine learning (ML), and big data analytics. All these aspects can be necessary to attract more consumers with trustworthiness than traditional advertising methods. Regulatory pressures can include data privacy and transparency standards that are important in navigating influencer-led campaign designing. Key strategic challenges for a global sportswear business like Nike include dealing with complex supply chain disruptions and keeping up with fast-changing consumer preferences. Nike generally launches new and innovative products to the market at a much faster rate than its competitions like Adidas or Puma (Forbes, 2024). All these aspects can collectively impact the global sportswear industry to manage digital influencer marketing strategies with brand trust and consumer purchase intentions’ development.  
An investigation over digital influencer marketing affecting ‘brand trust’ and ‘purchase intentions’ for chosen companies can develop return-on-investment (ROI) optimisation and partnership credibility. 
A strategic question in this topic can be investigated here, that is: 
How can digital influencer marketing acknowledge brand trust and purchase intentions with specific ROI optimisation? However, increased global competition can be linked with rapid change needs to integrate athletic sectors with digital marketing differentiation approaches. Nike’s digital marketing strategy shows that the company needs to “pivot” towards athletic footwear, as this category now makes up 42% of its product range and has driven a 16% increase in sales (Financial Times, 2024). This approach to digital influencer marketing helps organisations, managers, and policymakers deliver brand messages in a more context-specific manner. It can also support clearer communication by influencers to develop digital marketing with brand trust and increased consumer purchase decisions. 
Research relevance is strengthened by aligning with recent industry trends and strategic event-management practices, particularly illustrated through Nike’s social media campaigns that integrate athletes, micro-influencers, and content creators collectively. Recently, Nike has recorded its North American revenue amount of 19.6 billion USD, followed by 12.3 billion USD in the ‘EMEA (Europe, Middle East, and Africa)’ region during the 2025 fiscal year (Statista, 2025). Additionally, the recent increment of short-form content development by TikTok, Instagram, Facebook, or YouTube has reshaped Nike’s digital marketing with consumer engagement and purchasing decisions. 
[image: ]
[bookmark: _Toc219290218]Figure 1.1: Global footwear market revenue of Nike from 2017 to 2025, by region (in million USD)
(Source: Statista, 2025)
Initial framing of the problem or opportunity: 
This dissertation can integrate some key important questions, including influencer characteristics to interpret Nike’s brand trust on the global level. Based on the research by Hani et al. (2024), digital influencers are often responsible for creating constants in the way to acknowledge brand intimacy with accumulated purchase decisions. The questions that can initially be framed as a problem or opportunity are as follows:

1. How does the purchasing intentions of the customers shaped by incorporating digital influencer marketing in Nike’s global campaign? 
Existing literature has become ideal to cover influencer credibility and social media marketing. However, Vidani et al. (2023) mentioned that a limited number of influencer content details can get affected to analyse campaign types, regions, or consumer segments. These can also be varied within the specified industry worldwide, suggesting clear secondary data analysis conduction using real-world global campaigns from a single brand. 
[bookmark: _Toc218704903][bookmark: _Toc220870466]1.2. Research Rationale
[bookmark: _Toc218704904][bookmark: _Toc220870467]1.2.1 Theoretical Justification 
A number of research amplifying the existence of digital influencer marketing taking dominance over brand trust, consumer attitudes, and purchase intentions development have been well-established. According to Safdar (2025), influencer campaigns’ identification is responsible for identifying perceived brand credibility and emotional resonance to measure purchase intentions across global audiences. ‘Nike Fit’ application has helped to use augmented reality (AR) to enhance online shopping experience, resulting in almost 26% of total revenue increase in 2023 and so forth (Digital Agency Network, 2025). Collectively speaking, existing empirical evidence can be responsible for recognising brand trust and purchase intentions through credibility-based persuasion processes with relational intentions. 
These advancements have also been lingered with a number of research gaps and ambiguities, mainly to acknowledge influencer marketing and its role to interpret brand trust and purchase intentions for Nike. A multi-campaign context can become ideal in revealing inconsistent findings around existing literatures, especially to interpret cross-cultural variations and platform-specific mechanisms to manage consumer responses (Jha et al., 2025). However, consumer trust indicators can often shift their focus from influencer credibility to perceived authenticity, making influencer-brand connections possible to operate in an uneven manner. Nike’s industry reports show that there is still limited understanding of how influencers and diverse content work together. This kind of information gap can make it harder for brands to build strong, value-driven insights and improve diversity in digital influencer marketing development (Waymer and Logan, 2021). Furthermore, underdeveloped reports not assessing audience fragmentation and digital saturation can be an issue to clarify influencer impacts and possibilities of reducing brand trust. 
These aforementioned limitations have become ideal to interpret research gap clarity towards a lack of systematic, secondary-data-based analysis, mostly for identifying digital influencer marketing with brand trust and purchase intentions. Conversely, influencer credibility, authenticity, and digital engagement mechanisms in cross-market contexts can be primarily identified using multiple global campaigns to signify influencer-marketing models (Ouaddi, 2025). This gap also identifies that many small or local studies do not use influencer marketing theories, making these interpretations feel limited and hard-to-understand digital influencer marketing aspects. This can also be connected with persuasion-based and relationship-based theories to be recognised with globalised digital branding environments, making the suggestion for influencer strategies with brand-level variables obligatory (Chu, 2024). An identification of Nike’s equity interpretation with current athlete endorsements and value-driven campaigns is possible for developing academic understanding with multi-layered brand trust. The study can tackle its responsibility towards the theoretical advancement with specific digital influencer mechanisms, thus shaping consumer trust and behavioural intentions within global brand ecosystems.        
[bookmark: _Toc218704905][bookmark: _Toc220870468]1.2.2 Practical Justification 
Real-world consequences of the gap:
A hyper-connected world using social media and other digital marketing applications is responsible for influencers in taking tactical choices, suggesting Nike’s strategic imperative aspects. Most brand marketers have affirmed the need of a separate budget for influencer marketing management (Syed et al., 2023). This can be linked with real-world consequences, especially for influencer marketing to acknowledge brand trust and purchase intentions digitally that amplify possible investment with global marketing purposes. 
A global influence of digital influencer marketing can be amplified with possible persuasion, making influencers possible to earn adequately with ROI (Return-on-Investment) measurement. The global influencer marketing construct has helped in projection to reach at almost 33 billion USD by the end of 2025 (Statista, 2025). However, the companies can often struggle towards measuring its ROI in investing towards digital influencer marketing, mostly to achieve long-term brand equity. Additionally, different studies can show that many digital influencer marketing campaigns lack clear transparency, and that makes it hard to understand audience engagement. The “Dear Nike” commercial has received only 10 million views on social media, and promoted for just 566,000 times (Forbes, 2024). A global brand like Nike can improve transparency with reliable performance metrics, making influencers work more effectively. 
[image: ]
[bookmark: _Toc219290219]Figure 1.2: Global size of influencer marketing between 2015 and 2025 (in billion USD)
(Source: Statista, 2025)
A number of real-world prospects can be taken as an evident focus towards measurement issues, making influencers lack clarity towards its content in building trustworthiness and purchase intention development. Additionally, managers investing more on brand reach metrics can often face challenges to imply business-building outcomes, making it an issue for achieving insufficiency (Vrontis, 2024). A lack of clear research data over digital influencer marketing can limit the clarity over brand trust and customer purchase intentions. Nike has also adopted a new digital influencer marketing approach by collaborating with 9% of TikTok influencers involved in brand-heavy content development (Forbes, 2022). All these evidences for Nike developing its digital influencer marketing can determine different practical and managerial perspectives.   
Managerial pain point
Managers can face several challenges during Nike’s digital influencer marketing campaign management, showing careful data analysis needs to build brand trust with consumer purchase intentions. It is challenging to develop new digital influencer marketing campaigns while keeping the brand consistent with consumer trust and purchase intention development. Managers can also struggle to balance global control with local relevance, and then measure ROI with due accuracy. As suggested by Theodorakopoulos et al. (2025), achieving both growth and authenticity is often difficult, thus evaluating influencer trust management. Furthermore, Nike’s global supply chain keeps the brand consistent, but local adaptations are needed to feel authentic to regional audiences. 
Nike is bearing a substantial opportunity cost, mostly by missing out potential sales and competitive advantage due to not fully utilising influencer marketing. It seems that a well-executed precision influencer campaign for brands can boost sales up to six times more than traditional marketing (BCG, 2025). Additionally, Gedik (2024) stated that the brand is facing issues to build long-term emotional connections with customers, mainly for increased sportswear market competition and lack of core product innovation. Furthermore, a strong partnership can be built easily by global brands like Nike, and this becomes even more effective over time.
[bookmark: _Toc218704906][bookmark: _Toc220870469]1.3. Research Contribution and Motivation 
The implication of Marketing mix theory has been effective for this research to incorporate perceived ease of usefulness in digital influencer marketing upon customers towards overcoming the gap in theory between brand trust and purchase intention. The research here can advance the argument by providing a secondary data analysis to apply Marketing mix theory that is linked with digital influencer marketing by Nike. Additionally, theoretical gaps can be filled by offering structured Marketing mix insights, like ‘perceived usefulness’ and ‘ease-of-use’ to critically explain diverse influencer strategies and determine brand trust and purchase intentions. The existing chosen theory can be refined and integrated with digital influencer marketing credibility that engage with brand trust and purchase intentions’ patterns. Additionally, platform-specific engagement to balance global norms with local relevance can identify new constructs and mechanisms that can shape digital influencer marketing with adequate brand trust and purchase intentions. This study can further contribute to the ‘Marketing mix theory’ by extending technology adoption in digital influencer marketing contexts. The consumer purchase intentions connected with influencer credibility can be undertaken using ‘perceived usefulness’ and authenticity of message with ‘perceived ease of use’ can shape brand trust.       
A secondary data collection approach with thematic analysis can add value for systematically examining Nike’s digital influencer marketing campaign measures. This method can also be ideal in strengthening study credibility with diverse and pre-validated sources obligatory in generating rigorous Marketing mix theory-linked insights. An appropriate case study adoption, including industry and industrial reports of Nike has been selected for implementation in research findings with different global campaign management. This case study adoption with secondary data analysis can also help in providing concrete identification of digital influencer marketing to uncover its connection with brand trust and purchase intentions. A diverse secondary case measure can also be linked with different industries, firm sizes, and global regions to enable clear pattern identification and strengthen brand trust and purchase intentions. This breadth can also be responsible for supporting Nike’s global influencer outcomes by identifying variation across contexts and market conditions.
The findings can help managers in designing transparency with ROI connected with influencer strategies, thereby improving brand trust and purchase intention to balance global consistency with local relevance. A secondary data insight in this study can highlight digital-marketing guidelines with performance-metric standards, making it possible to ensure ethical transparency and accountability in influencer collaborations. The actionable insights can be directly linked with secondary-data methods to be connected with practical issues, thereby offering clear evaluation tools with Marketing mix theory to manage ROI assessment matrices affecting brand trust and purchase intentions. Authenticity issues with opportunity costs have highlighted industry trend challenges as well, thus encouraging real-world evidence to make decisions.  
Focusing on digital influencer marketing strategy like perceived relationship development with followers for measuring customer intention directly has effectively maintained uniqueness from existing literature. Besides, management of purchasing intention through brand trust and loyalty upon personalised product offerings have also imposed distinction from existing research by ensuring positive relationships between research variables. 
[bookmark: _Toc218704907][bookmark: _Toc220870470]1.4. Research Aim, Objectives, and Questions
This section is focusing on the analysis of link between the rationale, aim, objectives and questions of this research. As mentioned by Okonkwo and Namkoisse (2023), determination of direct link between the variables of research is an essential factor that further helps to maintain authenticity of research. Moreover, this section highlights the key questions that further can be answered through the evaluation of data collection and interpretation. The analysis of key objectives of this research has been identified as beneficial for maintaining a specific outline of required criteria of research topic. Along with this, investigation based on objectives and questions can be proven as beneficial for maintaining a strategic outcome on the procedure of establishing successful research outcome through the analysis of data in the findings section. Based on this context, the development of aim, objectives and questions has been found as a crucial factor for maintaining a direct link between 
[bookmark: _Toc218704908][bookmark: _Toc220870471]1.4.1 Research Aim and objectives
The aim of this research is to investigate Nike has used digital influencer marketing on developing brand trust and purchase intentions through Global Campaigns and its challenges to ensure mitigating business gaps with specific strategies 
· To examine the influence of digital marketing campaign on Nike’s brand trust and purchasing intention management practices in global market 
· To evaluate on the link between the impact of digital influence marketing and Nike's brand trust and purchasing intentions of customers in global market 
[bookmark: _Toc218704909][bookmark: _Toc220870472]1.4.2 Research Questions
· What are the influences of Nike’s digital influencer marketing campaign and its impact on standardisation of business in the global market? 
[bookmark: _Toc218704910][bookmark: _Toc220870473]1.5. Dissertation Structure 
[image: ]
[bookmark: _Toc219290220]Figure 1.3: Structure of Dissertation
(Source: Self-developed)
The dissertation organisation can start with the introduction as the first chapter, making it possible to interpret study background, rationale, and research aims as well as objectives respectively. However, the literature review as a second chapter can amplify theoretical foundations and research gaps with conceptual; framework details. Furthermore, chapter three as methodology has become ideal for outlining secondary data analyses in detail, followed by chapter four presenting key findings. A detailed research conclusion within chapter five can be crucial to determine the primary aim achievement in this research, thereby offering specific recommendations for theory and practice.

[bookmark: _Toc218704911][bookmark: _Toc220870474]Chapter 2: Literature review 
[bookmark: _Toc218704912][bookmark: _Toc220870475]2.1. Introduction
The key aim of this literature review is to explore a strategic critical evaluation based on the influence of digital marketing on developing brand trust and purchasing intention among customers. The scope of this literature review is to highlight the key demand of delivering efficient understanding on digital influence marketing for shaping purchasing decisions among the customers. 
The major problem that has been explored in Chapter 1 is lack of communication is a potential challenge for implementing flexibility in digital influencer marketing. These issues and the procedure of resolving these issues have been discussed within this analysis. 
The literature review covered theories related with digital marketing practice, whereas; theories regarding customer trust and loyalty management practice is also discussed within this review. The secondary sources, which are unable to provide critical review on digital information marketing, have been excluded from this analysis. 
This chapter is focusing on theme-based analysis, which has been derived from the objectives of this research. Moreover, a theoretical framework has been conducted within this chapter for determining strategic evaluation on the process of using theories for digital marketing and brand loyalty management. Along with this, the conceptual framework has also been included within this research in respect to implementing a strategic understanding on the link among variables and the theories of this research. 
[bookmark: _Toc218704913][bookmark: _Toc220870476]2.2. Thematic Overview of the Literature
[bookmark: _Toc218704914][bookmark: _Toc220870477]2.2.1 Impact of digital influencer marketing on brand trust and purchase intentions
Digital marketing is a very efficient way of marketing which can easily create brand trust toward the customers. Digital influencer marketing positively impacts on brand trust by leveraging influencers perceived authenticity and credibility. As per the view of Okonkwo and Namkoisse (2023), authenticity and trust are the main factors for selecting influencers as the customers tend to connect the influencer and the product genuinely. In this context, consumers try to connect themselves with the social media influencers as they are social voices and famous faces. Therefore, influencers create an emotional and personal bond with their followers who feel connected with them and trust their words.
Influencers can follow the principles of Resource Based View Theory to efficiently engage the followers to build brand trust. According to Barney et al. (2021), resource-based theory is used to manage a company's strategic resources to give the company a competitive advantage. Therefore, the sensible use of the principles of the theory can help Nike to get more trustworthiness from the consumers. 
Synthesise recent empirical evidence
Influencers often can create a strong community by interacting with their followers and this pre-built community helped the brand to get their targeted consumers. In contrast, influencers' endorsement may have a lack of authenticity which leads to breaking the customer’s trust. As per the view of Duffek (2025), influencer endorsement can have a stabilized or destabilized effect on customers' minds. In this context, when the content of the influencer creates a feeling of forceful statement of wrong statement, this leads customers of Nike to break the trust towards the influencers as well as the brand. However, the context of the influencer may not align with the brand’s purpose and values which misleads the consumers and disrupts the brand promotion. 
Evaluate the studies:
The brands have to rely on the influencer’s reputation, authenticity, transparency and follower engagement of the influencer for getting validated content for promoting their products. For instance, a beauty brand collaborating with a beauty content creator to promote their product can build trust in the mind of the customer and increase product acceptance. Hence, a thoughtful collaboration of influencer and brand goal can enrich the customer acceptance and build a strong trustworthiness.    
Identify gaps, contradictions, or underexplored areas
The feelings of customers towards the words and presentations of the influencers have been omitted during the analysis of the studies, which creates a gap among the literatures. Hence, the unexplored areas of consumer demands in digital marketing need to be explored for influencing customers to create trustworthiness towards the brand. 
[bookmark: _Toc218704915][bookmark: _Toc220870478]2.2.2 Factors that influence digital influencer marketing on brand trust and purchase intentions
The brand trust and customers purchasing intention can be effectively created by an efficient influencer based digital marketing. Factors like influencer’s credibility, authenticity, transparency, attractiveness, expertise and followers engagement impacted the brand trust and purchasing intention of the customer. As per the view of Çelik (2022), influencer attractiveness has a powerful role in building brand trust, brand love and brand image. In this context, an active engagement and presentation can attract customers towards the brand, specifically the product. On the other hand, Iqbal (2023) stated that influencers’ expertise, knowledge and skill endorses the customer’s overall evaluation and acceptance towards the brand. Therefore, influencing factors of digital influencer marketing such as authenticity and transparency are important for a brand to create a good brand value, brand image towards customers.  
Influencers can follow the principles of Resource Based View Theory to efficiently engage the followers to build brand trust. As per the view of Barney et al. (2021), resource-based view theory is used to manage a company's strategic resources to give the company a competitive advantage. In this context, the influencers can efficiently use their existing resources such as community, followers, budget, equipment to create a brand-aligned, followers engaging content. Nike will get a competitive advantage with this high quality, follower engaging content which will help Nike to get more customers and profits in comparison with its competitor company in the market. As stated by Barney et al. (2021), the capabilities in resource-based theory can be treated interchangeably and it has both tangible and intangible assets that are used as a distinct strategy. Additionally, intangible assets like intellect, follower’s loyalty, influencer brand value can help Nike to reach more consumers via that influencer and generate a purchasing intention using the trustworthiness of the influencer. 
Influencers’ expertise, attractiveness, authenticity, credibility and transparency are the most determining factors for a brand to build their customer loyalty and purchasing intention. As per the view of Khalfallah and Keller (2025), influencers' trust, transparency, and authenticity are the key themes for the customers to rely on their work and influence. In such a context, Nike and their customers evaluate an influencer by their authenticity, transparency and credibility for instance, an high follower-based influencer will give more authentic and transparent content for a brand promotion. Chavda and Chauhan (2024), examines a correlation between influencers authenticity and customer’s trust and it accordingly shapes the customer belief and action towards the brand. In contrast, as mentioned by Reinikainen (2021), the trust towards influencers can negatively impact the customers purchasing capability, trust, and loyalty towards the brand.  Therefore, it can be observed that the efficient use of key influencing factors of digital influence marketing help the brand to generate brand trust.  
Evaluating the studies, it can be understood that the authenticity, transparency, credibility and expertise of the influencer are the main factors for the digital marketing strategy of a brand to build trust. Brands have to rely on the follower base, authenticity and expertise of the influencer for promoting their product in the market. For instance, Gymshark, the fitness apparel and accessories brand in the UK, have done their entire branding by partnering with only fitness enthusiasts and athletes while launching new product ‘Gymshark Athlete’ (McCaffrey and Bednar, 2022). Henceforth, the efficient use of influencers’ fan-base can allow the brands to gain their customer purchasing intention in a right way.  
The digital influencer marketing on brand trust and purchasing intention of customers has some geographical, language-based gaps to be identified. For instance, some influencers have followers in a particular geographical area, which brings the gap in the area for customer trust. Similarly, aligning the creator’s language and consumers make contradictions during the creation of content. Therefore, research work behind choosing the influencer for promoting a product is a very essential for incorporating the unexplored areas in digital marketing operations. 
[bookmark: _Toc218704916][bookmark: _Toc220870479]2.2.3 Challenges that digital influencers face for building brand trust and purchase intentions
Digital influencers face multiple challenges while promoting brand products for building trustworthiness of the consumers and generating purchasing intention. The influencers are often challenged by overcommercialisation of the content, over restriction and prescriptions of brands and mismatched with brand alignment which hampers the brand value. A large amount of promotion pressure often forces the influencers to give fake reviews in their content and it leads the consumers to lose the belief in influencers which leads the brand to customer loss (Ekinci et al. 2025). Therefore, followers may lose their attachment with the influencer and eventually the companies are unable to meet expected trust from the customers.

A determined implication of the principles of Institutional Theory can help influential digital marketing to overcome the challenges.  As per the views of Risi et al. (2023), institutional theory helps an organisation adopt structures, rules, and practices not just for efficiency, but to gain legitimacy and conform to social pressures, norms, and cultural expectations within their environment. In this context, influencers can adopt strategies shaped by external pressures such as regulations, norms, societal expectations and internal beliefs that provide legitimacy towards the customers of Nike. Therefore, applying Institutional Theory can help influencer marketing to gain more consumer support in this context. 
Influencer digital marketing faces a lot of issues which interrupt trust-building of a brand which disrupts the growth of the brand in a competitive market. Brands are often unable to match their product with the influencer's niche, style and the value, which appears as forced, eventually, this creates a negative image of the brand (Belanche et al. 2021) In this context, the reputation of influencer and the brand both faced risks of losing followers for over commercialisation and other issues. In contrast, over restriction from brands sometimes disrupt the free creativity of influencers which affect the acceptance of the content to the followers (Borchers, 2023). Therefore, the over commercialisation of the content and brand over restriction are some vital challenges faced by influencer marketing from two different ends. 
The over commercialisation of the content, skepticism of the audience, over restriction of the brand, changes in algorithm and lack of transparency and authenticity creates a lot of challenges for the brand and the influencer too. For instance, Shein, the fast fashion brand faced a huge backlash for promoting through influencers as the influencers were accused of promoting unsustainable use of the product (McCann, 2024 and Luzak, 2024). In this regard the audience felt misguided which lowered the brand value and customer loyalty. Hence, efficiently choosing influencers and their content can help to avoid creating unnecessary challenges to the brand as well as the influencer. 
The articles have evaluated the impact and the challenges thoroughly; however, in many cases the cause of the challenges may have been ignored. Building on this, a gap has been created during the finding of main flaws regarding the cause of the digital marketing challenges, which are the major unexplored areas among the literature. 
[bookmark: _Toc218704917][bookmark: _Toc220870480]2.2.4 Strategies for digital marketing for developing brand trust and purchase intentions based on firm-level, platform level and ecosystem-level dynamics 
The current theme is focusing on identifying strategies of digital marketing and its influence on brand trust development among customers. As mentioned by Lyulyov et al. (2023), online influence engagement allows companies to implement strategic communication among key competitors for developing effective growth in business. Moreover, this theme has been found as relevant as it can help in maintaining strategic findings and compare-contrasting overview on the process of maintaining strategic analysis within the literature review. 
The foundation of theory is based on the evidence of firm-level strategies in terms of determining ethical flow of digital marketing initiatives. As mentioned by Sanusi et al. (2025), implication of elaborated likelihood model is used for establishing effective growth of digital marketing initiatives. Moreover, the concept of digital elaboration likelihood strategy can be beneficial for companies to improve quality of digital marketing through effective growth in business. In contrast, Cronin et al. (2021) stated that determination of ethical flow of maintaining data distribution is a major aspect of determining effective growth in business. Moreover, assumptions from Li and See-To (2024) help to explore that determining ethical flow of data distribution can be equated with the utilisation of institutional theory. Apart from this, lack of consistency in the process of maintaining ethical perspective for maintaining sustainable growth of digital marketing initiatives.
Digital influencer marketing is a potential factor that allows companies to determine brand loyalty among customers. Moreover, information transparency management has been explored as a potential strategy for companies to maintain brand loyalty among customers through the integration of influencer marketing (Aldi and Adisaputra, 2024). Similarly, Okonkwo and Namkoisse (2023) and Leung et al. (2022) stated that evaluation of information distribution through online media is a basic demand of companies for maintaining ethical flow of online influencer marketing practices. Apart from this, the findings from Akanbi and Obafemi (2024) helps to explore that development of loyalty management also demands for maintaining data security concerns within the organisational context. Moreover, contextualisation of Edwards (2021) helps to determine that strategies of maintaining changes based on demand of customers is a potential demand for maintaining sustainable growth of business. Henceforth, it can be stated that evaluation of data security is a major need of customers to improve the quality of business in the developed market to gain brand loyalty of customers. 
The identified articles have been found as reliable as the sources as able to provide with a brief evaluation of critical evaluation. As mentioned by Okonkwo and Namkoisse (2023), determination of digital loyalty programs can be managed by organisations through influencer marketing. The scope of evaluating on strategies of digital marketing and its impacts on customer’s purchasing decision further has been found as a potential strategy of the selected research papers. However, the major limitation of selected research papers is the lack of focus on a single case study or evidence-based interpretation. Similarly, Aldi and Adisaputra (2024) are unable to provide justification on multiple companies’ process of digital marketing and its impact on customer engagement. The major biases within the selected studies are lack of critical evaluation on the influence of maintaining effective change integration initiatives based on digital marketing. 
The major gap within selected papers is the lack of consistency in maintaining ethical value creation in the process of integrating digital information marketing. For example, Leung et al. (2022) is unable to focus on the evaluation of digital marketing and its influence due to the direct focus on service challenges in digital marketing. On another note, Lyulyov et al. (2023), it revolves around the process of developing a digital IoT system for online influencer marketing. Based on these studies the key gaps and contradictions regarding the use of theories and standardisation process of digital information marketing have been found as an underexplored area within this research. 
[bookmark: _Toc218704918][bookmark: _Toc220870481]2.3. Theoretical Foundation and Contribution
[bookmark: _Toc218704919][bookmark: _Toc220870482]2.3.1 Marketing Mix and Institutional Theory
[bookmark: _heading=h.so611tv7m885]The marketing mix focuses on how the 4Ps of Product, Price, Place, Promotion focuses on controllable elements to satisfy customers Rosário and Raimundo (2021). It is essential for a company to understand while marketing its products.  Institutional Theory explains how external rules or norms shape customer behavior which influences why companies choose marketing mix Arranz and Arroyabe (2023). The marketing mix helps businesses in crafting effective strategies by aligning offerings with customer needs. Institutional theory, focusing on social and organizational norms, guides businesses in adapting to industry standards and regulations. Together, the theories can help in ensuring that a business stays competitive, relevant, and responsive to its respective market. 
The marketing mix strategy can be crucial in crafting strategies to enhance a company’s brand value and foster loyalty. As stated by Rosário and Raimundo (2021) by aligning offerings with customer needs and expectations, businesses can deliver a compelling value proposition that stands out in the market. Institutional theory can also help companies navigate industry norms, regulatory standards, and social expectations, creating a sense of legitimacy and trust. As opined by Arranz and Arroyabe (2023) institutional theory guides companies to adapt to market norms and expectations, building trust and loyalty. After evaluating both theories, the marketing mix theory is more applicable to this context, as it directly impacts a company's ability to craft effective strategies and meet customer needs. The consistency can help in building brand loyalty and increases overall brand value.
[bookmark: _heading=h.3cexenycicp]Marketing mix and institutional theory can help in influencer brand marketing by working together to build trust and loyalty. Influencers can help showcase a brand’s product, price, availability, and promotions in a relatable way, making the brand feel authentic and accessible. As opined by Zulfikar (2022), a proper marketing strategy can help companies in building brand value. Alignment with ethical standards, like promoting sustainability or honesty, can help in marketing while influencers can also strengthen the brand’s credibility. When influencers share the brand’s values and communicate transparently, it resonates with the audience, fostering deeper trust. The combination of consistent messaging and shared values creates a loyal community, making the brand more respected and increasing long-term customer loyalty.
[bookmark: _heading=h.grwc2e2iibk6][bookmark: _Toc218704921][bookmark: _Toc220870483]2.4. Conceptual Framework 
[bookmark: _Toc218704922][bookmark: _Toc220870484]2.4.1 Purpose of the framework 
The conceptual framework is developed using the main constructs, association, and themes observed in literature to inform this study on the effect of digital influencer marketing on brand trust and intentions to purchase in Nike global campaigns. As opined by Salawu et al. (2023), conceptual framework offers a pictorial and a descriptive map plotting the independent and 
dependent variables, situational factors, strategies and the theoretical basis of the analysis. It integrates the findings of the influencer marketing study, theories of digital communication, and Marketing Mix and 	Institutional Theory to develop a systematic model that is used to understand the specific topic. 
[bookmark: _Toc218704923][bookmark: _Toc220870485]2.4.2 Describe the framework components
The theoretical framework is developed based on the Digital Influencer Marketing (DIM) as the key independent variable that can be described as the strategic employment of social media influencers to convey Nike-related brand sentiments. As examined by Virtanen and Jalonen (2024), the conceptual framework also includes contextual factors to evaluate the construction of elements in research. The conceptual framework also captures the digital marketing approaches implemented by Nike at firm, platform, and ecosystem levels with influences, content development, cross-platform integration, and global digital coordination enabling the execution of the campaign. The framework eventually identifies two dependent variables which include brand trust, or what consumers believe about the reliability and authenticity of Nike, and purchase intentions which are the intentions of the consumers to purchase Nike products after seeing the influencer generated content. The basis of the whole model is to describe the process by which consumers process and accept digital content depending on their perceived usefulness and ease of interaction.
This framework is important since it serves to construct a systematic prism to comprehend the impact of DIM on consumer outcomes in the global campaigns of Nike. The fact that positioning DIM is the independent variable, makes the central role of positioning DIM in brand trust and purchase intentions that the study would be able to assess its direct and indirect impact. The consideration of the issues of the influencers enhances the comprehensive picture as it exposes the practical limitations that may undermine the building of trust and persuasion of messages. The process of defining brand trust and intention to purchase as dependent variables will provide sufficient outcome measures that will be used to gauge the emotional and behavioural responses of consumers. As opined by Charles and Ochieng (2023), the integration of theories makes literature stronger and justified through the evaluation of variables. Thus, basing the framework on the proposed theories has made the theoretical background of the framework stronger as it evaluates an explanation on the rationale that people find influencer content credible and actable. 
[bookmark: _Toc218704924][bookmark: _Toc220870486]2.4.3 Conceptual framework figure
[image: ]
[bookmark: _Toc219290221]Figure 2.6: Conceptual framework
(Created by author)
[bookmark: _Toc218704925][bookmark: _Toc220870487]2.4.4 Structure of the framework in the case analysis 
The framework simplifies the analysis of the case as it provides the structure on how the evidence is presented in Chapter 4 to make sure the findings regarding the influencer marketing, brand trust, and purchase intentions are analysed uniformly across the Nike campaigns. It also underpins the cross-case synthesis in Chapter 5 since it offers a generalized picture to make comparisons of patterns, relationships and strategic differences. Hence, the framework can be revised or evolved to capture insights that occur during the cases to be accurate and theoretically consistent as analysis continues.
[bookmark: _Toc218704926][bookmark: _Toc220870488]2.6 Conclusion
Key summary from themes helps to explore that digital advertisement and influencer marketing are two major areas that need to be managed by companies to gain brand loyalty. Moreover, development of information transparency has been explored as a potential practice for determining effective growth in business by developing purchasing decisions among customers. Along with this, the key gaps of practical integration of the proposed theories have been found as missing or a gap within the research. Additionally, the conceptual framework and synthesis helps to explore the strong relationship between the variables of the research. Along with this, lack of practical use of proposed theories has been explored as missing within this research that is a potential challenge for implementing authenticity of research. The next chapter, methodology is focusing on the exploration of the road-map of secondary data investigation perspective and the procedure of implementing data collection and data analysis process within this research. 


[bookmark: _Toc220870489]Chapter 3: Methodology 
[bookmark: _Toc220870490]3.1 Introduction 
The role of methodology is to provide a set of selected methods that can help solve the issues linked to the topic. For the selection of each method, a justification will be provided. In this study, the impact of digital influencer marketing on the purchasing intentions and brand trust for Nike will be examined. This can be solved by the analysis of the aim and objectives, along with the questions of research.
The research aims to conduct a clear investigation into how Nike has used digital influencer marketing for the development of purchase intention and brand trust. This will be possible through the global campaigns and the challenges which help in the mitigation of business gaps by specific strategies. The objectives of the research will be to concentrate on the influence of digital marketing campaigns and the link between the impact of digital influencer marketing and the brand trust of Nike. 
The overall strategy of methodology lies in making a selection of the philosophy, approach and design. It will also include data collection and analysis. For the selection of each method, there will be an appropriate justification provided for the same. 
[image: ]
[bookmark: _Toc219290222]Figure 3.1: Research Onion
(Source: Saunders, Lewis and Thornhill, 2019)
The start of this chapter will be done with philosophy, approach and design. There will be a justification of the case study methodology. A clear identification of the data sources, along with data collection, will be provided. Lastly, the analysis and the quality and rigour will be provided. The ethics will be given for maintaining a specific discipline.
[bookmark: _Toc220870491]3.2 Research Philosophy, approach and design 
Research Onion is guiding towards the development of the methodology, which is moving from the philosophy, which is the outer layer, to the data collection techniques. Onion is providing a structure by giving a roadmap to the methodology. It helps in justifying the decisions at each of the stages. This helps in keeping the approach, methods and philosophy consistent. In this way, there is less confusion in the overall process. 
Philosophy: In terms of the ontological and epistemological position, there has been utilisation of interpretivism philosophy. This explains that reality can be subjective and can be understood best by the meaning and experiences of the individuals. It has been important to recognise the reality, which can vary across cultures and individuals. In case of this case, the secondary information has helped answer the impact associated with the digital marketing influencer, especially in the case of Nike. The perspective of the company has been analysed, and accordingly, the results have been provided.
Approach: The research approach is basically the complete strategy or the framework which helps guide the study towards the specific methods which help in the collection and analysis of the data. In this research, there has been utilisation of inductive approach. It has been allowed to focus on the specific observations on the perception and the customer behaviour towards the campaign of Nike. The thematic analysis will help translate the codes into the results. 
Strategy: According to Lavarda and Bellucci (2022), there is a need for a closer look at the organisations and the activities for the qualitative analysis, and this is known as a research strategy. It helps in answering the questions of the research. There has been identification of the main components, selection of keywords and choosing of appropriate designs. The steps lead to the data gathering and interpretation. There has been utilisation of the exploratory method. It has been gaining some initial insights into the small problems. However, it does not help in concluding. The basic trends and the marketing which impacts Nike have been analysed. 
[bookmark: _Toc220870492]3.3 Case study 
In research work, case studies are important as they provide contextual and in-depth knowledge of real-world issues. There is a development of the theories, practical solutions and bridging the gap between practice and theory. It involves a complete exploration of the new areas and gaining the relevant findings. With the help of the case studies there has been answering of the questions in the research have been answered. It has been covering the aspects of customer purchasing intention and the trust of the brand through the analysis of the various Nike campaigns. According to Amaral, (2022), case study-based research is needed to account for the multiple contexts, and it is not taken for granted. However, with the help of this method, there has been deep and contextualised information gained. There has been a facilitation of the theory building and refinement. There has been proper evidence provided, which has been relevant to certain people. All these have been acting as the strength of the case study. The limitations do include analysing high-profile organisations and ensuring credibility. 
In this process, secondary data has been appropriate because analysing the various aspects of the topics has been complicated through the primary method. The secondary data has been collected for the last five years, and the search has been possible by keywords like brand trust, purchase intention, consumer behaviour and a few others. Also, there have been multiple cases which have allowed us to identify the logic and patterns.
[bookmark: _Toc220870493]3.4 Sampling strategy 
The strategy of sampling for the case studies is purposive. According to Ahmad and Wilkins, (2025), purposive strategy is one of the common approaches which is used in qualitative research. The cases included the articles from Google Scholar, reports on marketing and sustainability and the company website. The method of the case study is quite different because probability sampling is used in qualitative research. The main focus lay on the generalisation of the theory completely. Given below are the case study criteria, and then the discussion of the case is usually provided. The case does involve the company named Nike. There has been sufficient information for the research outcomes to be managed.  The cases associated with Nike have been ongoing between 2020 and 2025. All the data sources have been verified and are credible. The cases have been on the company website, sustainability and reports of marketing, Google Scholar articles, and the company reports. The details of the case study will be provided in Chapter 4. The diversity in the cases helps in understanding the issues in different backgrounds. The research can provide a strong and positive set of outcomes can be provided.
[bookmark: _Toc220870494]3.5 Data Sources and Data Collection 
There are various categories of secondary data sources which have been utilised for the fulfilment of the research objectives. 
Sustainability and Marketing Reports 
Strengths: It will cover the industry benchmarks, analysis of the trends and the various methods which are being covered in the market.
Limitations: It might not be case-specific. It will be based on the overall industry.
Google Scholar, Science Direct and Wiley
Strengths: There will be an ample amount of information which will be gathered through the books, journals and articles.
Limitations: Some of the information might be incomplete or inappropriate in accordance with the topic. 
Company reports of Nike
Strengths: There will be clear gains from the information on the digital marketing and influencer-based strategies which are being used by Nike.
Limitations: Although the information will be of a high level, it might not have the detailed operational mechanisms
Company website and public presentations
Strengths: There will be direct access to the information of the company, its strategic positioning and the related announcements.
Limitations: It will be oriented in accordance with the market. 
According to Mazhar et al., (2021), the conduct of the research is important for the collection of the data. The information which is needed for the investigation of the research problem, after the proper design, is known as data collection. The two types under this are primary and secondary. 
There has been utilisation of secondary data for the research work. This explains that second-hand information has been extracted to solve the problems of the research. The identification of the data has been in accordance with the requirements of the topic. It has been accessed through websites, Science Direct, Wiley and Google Scholar mainly. However, the organisation of the data has been on the basis of the year of publishing. The emphasis has been on the latest ones in the last five years. In this way, there has been a scope of analysing the impact associated with the marketing done by the digital influencers towards the intentions of consumers for purchasing and managing brand trust. The highlight has been mainly the various global campaigns of Nike. 
[bookmark: _Toc220870495]3.6 Data Analysis Approach 
The analysis of the data has been based on the conceptual framework provided in the previous chapter. According to Taherdoost, (2022), data analysis is a process of converting the gathered data into some meaningful information. Out of the two methods qualitative and quantitative, there has been use of qualitative data. There has been utilisation of structured case study in the research. At the time of conducting the case from within, there has been use of the various sources. It has been helpful in enhancing the credibility. There has been themes generated and used for analysing the case study in a proper way. There has been identification of the patterns so that necessary findings has been gained possibly. By the help of the data analysis, there has been a scope of analysing the digital marketing influencer campaigns of Nike in different parts of the world. The aspects of brand trust and purchasing need of the customers has been known in a proper way.
[bookmark: _Toc220870496]3.7 Research Quality and Rigour 
For the analysis of the qualitative data, there is the usage of construct, internal and external validity along with the reliability. The details for the same are provided below. 
Construct Validity: In the case of the qualitative analysis, the focus has been on the credibility. The themes tend to reflect on the experiences and the data which have been collected for the topic.
Internal Validity: There has been a logical consistency and trustworthiness of the overall interpretations and the research process. There has been overall transparency maintained in the research. 
External Validity: In the qualitative research, the external validity can be applied to other contexts, but for this, there have been clear boundaries which have been set. 
Reliability: In the case of reliability, the focus has been on the neutrality and objectivity for this research work to be successful. In this way, there has been proper maintenance of the quality in the research work. 
[bookmark: _Toc220870497]3.8 Ethical Consideration 
In the research context, there is a diversity of ethical issues which are being conditioned by the various roles of the members in the institutions (Drolet et al., 2023). In the case of this research work, there has been a high level of confidentiality maintained. None of the details associated with the research has been disclosed. All the data has been collected from public sources while maintaining the intellectual levels of honesty. In this research work, there has been a commitment towards accuracy and integrity. There has been no such reporting of the distorted findings. There has been a complete avoidance towards the misinterpretation of the data. A high level of respect has been maintained, and no such reputational harm has taken place. The ethical guidelines of the university have been followed strictly, and in this way, discipline has been maintained. Also, with the selection of the methods, there has been approval was taken from the Ethics Committee of Research. This overall explains that transparency and openness have been maintained for the research work, and no such compromises took place. 
[bookmark: _Toc220870498]3.9 Chapter Summary
In the overall methodology, there was a selection of the philosophy as interpretivism, an approach as deductive and a strategy as exploratory. There was proper justification provided for the selections which were made. There have been no such compromises for the same. In the case of collecting the data, there was a selection of secondary techniques, and the analysis was qualitative. The details of the case studies and strategies were provided appropriately. The overall methodology was transparent, and the ethical aspects were shared too. It helped in the fulfilment of the aim and objectives within the research. In the next chapter, there will be an analysis of the data done, which explains that findings will be provided, and issues associated with the topic will be addressed.


[bookmark: _Toc219289300][bookmark: _Toc220870499]Chapter 4: Result and Analysis 
[bookmark: _nlrze42e05vq][bookmark: _Toc219289301][bookmark: _Toc220870500]4.1 Introduction 
In this chapter, the contribution of digital marketing strategies and influencer marketing, in particular, to brand trust, consumer loyalty, and purchasing intentions are investigated. The chapter will provide case studies of four companies Nike, Puma, Gucci and Adidas. The chapter demonstrates how digital marketing approaches can make a company build stronger brand trust, consumer loyalty, and engagement in various market segments, including sportswear, beverages, electronics, and consumer goods. The chapter discusses the efficacy of the strategies, that is correlated with the research aims, which are to examine the role of digital marketing in consumer behaviour and loyalty in various markets. The chapter provides an empirical base that demonstrates how digital marketing strategies function across different industries and market conditions. The study uses multiple case studies to show common strategic patterns and distinct strategic elements that demonstrate how companies use digital tools to build trust with customers and maintain their long-term relationships in worldwide competitive markets.
[bookmark: _hs7kz4fko0d][bookmark: _Toc219289302][bookmark: _Toc220870501]4.2 Nike Case Study
Nike operates as a worldwide leader within the sportswear and athletic apparel market by providing professional athletes and regular customers with its shoes, clothing, and sports equipment products. The company operates in a highly competitive global market alongside major competitors such as Adidas and Puma. During the period under review, Nike increasingly relied on digital marketing strategies, particularly social media campaigns, to strengthen consumer engagement. The brand’s long-standing slogan, “Just Do It”, reflects its strong brand equity and commitment to emotional connection, authenticity, and cultural relevance, which have become central to shaping global brand trust and consumer perception (Aripin, 2025).
The Threat or Opportunity 
It was a strong challenge facing Nike in 2025, as earnings per share (EPS) decreased, declining 42% between 2024 and 2025, to 2.16 (Nike, 2025). This drastic reduction in the EPS indicated the underlying operational issues and competitive nature in sportswear marketplace. Although Nike has been performing well in terms of revenue performance (46,309 million in 2025), the company has been experiencing a declining ratio of return on invested capital (ROIC), which dropped to 20.2 in 2025, compared to 48.8 in 2021 (Nike, 2025). This struggle was crucial, because further poor performance will hurt its positioning and consumer loyalty in the market, and its brand equity in the long run. Failure to act quickly would cause Nike to lose its competitive advantage.
Approach and Implementation 
The digital marketing campaigns that Nike uses are based on the emotional appeal rather than the product promotion. These plans contribute to brand loyalty because strong relationships are built with the consumer. Nike exploits emotions with the help of social media platforms and influencer marketing, that affect the perceptions of consumers regarding authenticity. Azhar et al. (2025) have stated that this methodology is directly related to the study purpose of looking at the role of digital marketing on customer trust and purchase behaviour and the relevance of efficient digital communication in enhancing loyalty and creating purchase intentions. Chen, (2024) analyses social media as a significant role to play in manipulating consumer behaviour particularly in determining brand loyalty as well as purchase intentions. Through social media, Nike can emotionally connect with its customers to create loyalty. A study of Boienko et al. (2025) has indicated that influencer marketing is a strong instrument of establishing trust, and 67% of brands have greater spending on it. The application of social media to spread authentic stories and utilise relationships with influencers can also improve the credibility of Nike and lead to positive attitudes towards the customer. Brands that are emotionally connected enhance the chances of consumers deciding to purchase.
Outcomes and results
The results and literature review (LR) are consistent about the effect of influencer marketing on consumer trust, brand loyalty, and purchasing behaviour. In his study, Iqbal (2023) corroborates the results of this study, showing that expertise, knowledge, and skills of influencers play an important role in the overall consideration and the acceptance of the brand by the consumers. This is consistent with the use of influencer marketing employed by Nike that boosts emotional connexions and trust (Digitaltoppers, 2025). In the same manner, the LR states that influencer endorsement may stabilise or destabilise the consumer perceptions (Duffek, 2025), that can be seen as the strategy enacted by Nike to promote the emotional bond that the influencers form with the customers, which contributes to customer loyalty. The results are also in sync with the LR concerning the effect of authenticity in the consumer behaviour. According to Chavda and Chauhan (2024), customer trust and behaviour are influenced by the authenticity of the influencer. The study revealed that the use of influencers by Nike to ensure they deliver real content has resulted in increased customer interactions and brand loyalty. 
Data Sources and Citation
In the case study, the sources of information used would be the publicly available financial reports of Nike including annual reports and earnings presentations and business and reputable business news agencies such as Bloomberg and Reuters. To make sure that the sources are credible and will give verifiable information on the performance of the company, additional sources will be used, such as Nike investor relations webpage, market research by Statista, and industry analysis.
[bookmark: _Toc220870502]4.3 Puma Case Study
Puma operates as a worldwide sportswear brand that produces athletic shoes, clothing, and related products. The brand targets both performance-focused athletes and lifestyle-oriented consumers, with a strong emphasis on youth culture and digital engagement. Puma competes with major sportswear brands such as Nike and Adidas in a highly competitive and fast-evolving global market (Diki et al., 2025). Puma has adopted digital marketing techniques through influencer marketing and social media advertising to create brand trust and enhance consumer assessment of its products. The company has established itself as a modern sportswear brand through its dedication to innovative digital storytelling and its outreach to younger consumer groups.
The Challenge or Opportunity
Puma experienced intensified market competition because of its struggle to draw in young customers and to uphold brand credibility in a world where digital media usage continues to rise. The authentic consumer relationship-building process faced difficulties because of declining trust levels across multiple industries and because traditional advertising methods had become too common (Sankala, 2024). At the same time, Puma identified an opportunity to expand its digital infrastructure and strengthen its online presence. The company planned to spend up to EUR 300 million in 2025 on capital expenditures (CAPEX) to improve its digital capabilities and e-commerce operations (Puma, 2025). The company used this strategic investment to achieve three goals, which included creating sustainable growth, better customer interactions, and developing brand loyalty within a market that competes intensely.
The Approach and Implementation
Puma used a digital marketing strategy that depended on influencer partnerships and social media presence to solve its business problems. The brand used gaming culture, influencer relationships, and digital storytelling to attract Generation Z consumers. The Puma Future Rider Hong Kong launch reached over 500000 social media impressions through digital campaigns, which influencers led (Puma 2025). The campaigns used authentic, creative, and culturally relevant elements to promote their content without showing products.
Puma enhanced its digital capabilities by increasing its financial support for e-commerce solutions and digital customer engagement systems. The company selected influencers who matched youth culture and Puma brand values to build trustworthy relationships with their audience. Social media platforms enabled interactive communication, which allowed consumers to create emotional connections with the brand. Puma used this method to generate brand awareness through natural growth, which created important digital connections that established long-term customer bonds.
Outcomes and Results
Puma achieved positive outcomes for brand trust, consumer perception, and engagement through its digital marketing and influencer approaches. The Future Rider launch campaign showed that influencer marketing succeeds when used with digital storytelling, because it creates high visibility and consumer engagement. The rise in social media impressions and engagement showed that younger consumers became more aware of the brand and trusted it more.
The brand-built customer emotional bonds through genuine influencer partnerships, which made Puma appear as a contemporary and dependable sportswear brand. The organization developed its digital infrastructure, which resulted in better online customer service and established brand recognition. The results demonstrate that Puma achieved greater consumer trust through its influencer marketing strategy and digital engagement activities, which led to increased purchase intent and better competitive standing in the worldwide sportswear market.
Data Sources and Citation
The case study used secondary data from Puma's annual reports, corporate disclosures, and official digital marketing communications. The analysis used additional data from Statista, industry reports, marketing reports, and peer-reviewed academic studies to establish reliability and credibility.
[bookmark: _Toc220870503]4.4 Adidas Case Study
Adidas operates as a worldwide sportswear and athletic clothing manufacturer that runs its main offices in Germany and sells its shoes, clothing, and athletic equipment to sports players and customers in all markets. The company faces direct competition from Nike and Puma experiencing rapid changes through new technology, online customer interaction, and brand devotion. Adidas has devoted substantial resources to its digital transformation effort, which targets e-commerce development, data-based customer experience design, and social media influencer marketing. The company generated €21.427 billion in revenue during 2023, with direct-to-consumer (DTC) sales contributing approximately 41 % of total revenue, which demonstrates how digital channels function as essential components of its business operations. Adidas uses social media platforms to connect with millions of users who follow its Instagram, Facebook, and TikTok accounts as essential elements of its worldwide brand marketing plan.
The Challenge or Opportunity
Adidas must enhance its digital customer interactions to establish brand trust and maintain brand relevance against threats from competitors in the worldwide sportswear industry. The emergence of new rivals, together with shifting consumer behavior and rapid advances in social media technology, created both obstacles and possibilities. Adidas increased its marketing expenditure and digital resources to achieve 50% of its sales through direct-to-consumer channels by 2025, which represents a significant increase from 30% in 2019 (Gökerik, 2024). The company needed to develop its influence partnerships and digital content creation activities to achieve its brand visibility objectives and strengthen customer emotional bonds with its brand. Adidas is required to establish a balance between maintaining a consistent global brand identity and adapting to local cultural practices to keep customer interest and build long-term brand loyalty throughout different international markets.
The Approach and Implementation
Adidas implemented a digital marketing strategy that combined three elements: influencer partnerships, social media outreach, and data-based customer personalization to build brand credibility and improve customer perception. The company partners with top athletes, content creators, and cultural influencers whose values match those of the brand to produce authentic brand narratives (Neupane, 2022). Adidas utilized more than 100 global influencers from multiple countries to promote their major sporting events, which resulted in over 1.59 billion social media impressions, 40 million user interactions, and 3.6 million video views while increasing market share in important regions.
Adidas uses data from its Creators Club loyalty program, which has more than 200 million members, to create personalized marketing campaigns that result in 25 percent higher average order values compared to non-members (Yahyokhonov, 2025). Adidas uses its integrated social media strategy on Instagram and TikTok to create maximum audience reach through short-form videos that feature athletes and showcase current popular challenges. The #ImpossibleIsNothing campaign, which ran in 2024, reached more than 10 million video shares.
Adidas improved its online presence through three main digital upgrades: modernization of its e-commerce platforms, acquisition of CRM and analytics systems, and development of interactive content that encourages users to participate (Iide, 2025). The strategy enables Adidas to create emotional bonds with its audience through messages that connect with their culture and interactive content, instead of using one-sided marketing messages, which create authentic consumer connections.
Outcomes and Results
Adidas's digital marketing efforts, along with its influencer campaigns, resulted in improved brand trust and customer engagement, while customers developed positive perceptions of the brand. The high-profile campaigns produced high levels of impressions and interactions, which led to substantial public visibility for the brand (Chen, 2023). Athlete and creator partnerships enabled Adidas to establish its brand identity as both performance-based and culturally relevant, especially among young consumers. Influencer content produced approximately $103 million in earned media value through 43,000 brand mentions from influencer posts, which reached a wide digital audience in 2023.
Digital improvements, together with personalized user experiences, resulted in higher online sales and enhanced customer loyalty, showing through direct-to-consumer improvements and rising engagement on important digital platforms (Wannarak et al., 2024). Adidas has established a stronger competitive advantage through its digital transformation initiatives and social media activities despite facing intense market competition.
Data Sources and Citation
This case study is based on secondary data sourced from Adidas corporate reports, earned media analytics, social media engagement statistics, and digital marketing research. The researchers used data from industry reports about influencer marketing and strategic marketing studies to validate their findings and establish the research's credibility.
[bookmark: _1net9haw1opt][bookmark: _Toc220870504][bookmark: _Toc219289310]4.5 Case Analysis 
	Case
	Opportunity
	Challenges
	Solutions
	Implementation
	Outcomes

	Nike 
	Nike used digital influencer marketing to create trust in its brand, which increased consumer purchase intent across different international markets. The company achieved extensive audience outreach through its group of world-class athletes and social media influencers who helped build its brand image as an aspiring global leader. 
	Nike encountered problems when it implemented influencer campaigns, which used standardised procedures but failed to connect with local cultural traditions. The commercialisation process resulted in authenticity being discredited because of escalating demands to demonstrate the financial value of influencers. Measuring the effects of trust on brand loyalty proved difficult because businesses needed to track long-term effects instead of their immediate contact points.
	Nike solved its problems by selecting influencers who showed credibility and shared company values instead of choosing people based on their follower numbers. The company used emotional branding together with its advocacy-focused stories to create an authentic brand image. 
	The company conducted centralised campaign operations through Instagram, TikTok, and YouTube while applying uniform brand standards. The assessment process for influencer effectiveness involved examining their engagement quality and trust indicators through sentiment analysis instead of measuring their visibility. 
	The company used emotional storytelling as a tool to enhance consumer brand perception, which resulted in increased customer loyalty. Nike succeeded in maintaining worldwide brand value and consumer purchasing intentions through its partnerships with reliable social media influencers, despite having limited local marketing activities.

	Puma
	Puma discovered a way to connect with younger consumers who use digital platforms through its influencer marketing campaigns, which focused on their cultural preferences. 
	The brand encountered obstacles because its brand heritage was less powerful than that of its competitors, and it needed to gain customer trust to succeed. The company faced challenges in maintaining brand authenticity while needing to establish a worldwide brand identity. The company faced difficulties in measuring campaign success because it had limited digital resources, and its digital resources prevented it from expanding its influencer program.
	Puma created an influencer strategy that combined their global youth branding efforts with partnerships to work with local influencers. The company selected influencers based on their cultural relevance and niche expertise instead of their follower count. 
	The company executed regional marketing campaigns through its enhanced digital platform and advanced analytics system. Content creators worked with Puma to develop locally relevant content that matched the brand's identity. The company used impressions, engagement rates, and audience sentiment indicators to track performance.
	Puma achieved higher customer engagement together with improved brand visibility during its product launch events. The brand developed authentic influencer relationships, which created emotional connections with younger customers and built brand trust. 

	Adidas
	Adidas used influencer marketing to build brand trust through its strong local marketing strategies, which worked particularly well in the complex cultural environment of China. The brand capitalised on combining global brand equity with regionally relevant influence partnerships to improve consumer resonance and purchase intention.
	Adidas faced coordination challenges in balancing global brand consistency with extensive local adaptation. The company needed extra governance because it managed multiple regional influence systems. The team needed to control their messages while allowing influencers to develop their own content through strategic planning.
	Adidas executed an influenced strategy based on local markets that operated under worldwide brand standards. The company selected influencers who had strong cultural ties with their audiences. The company used emotional branding together with authenticity to create trust while maintaining its primary brand stories.
	Local teams were given authority to create influencer marketing campaigns that matched local cultural traditions while working within established brand parameters. The company assessed influencer effectiveness through three methods, which included measuring their engagement quality, using sentiment analysis, and evaluating their regional conversion performance on various digital channels.
	The Adidas brand achieved successful outcomes for building trust with customers who live in Asian markets. The use of localised influencer strategies. The case demonstrates how culturally adaptive governance all works to boost both influencer credibility and brand trust.


[bookmark: _Toc220870505]4.6 Summary 
In conclusion, digital marketing initiatives of Nike, such as influencer collaboration and social media interactions, have been successful in increasing brand confidence and customer loyalty. Nike has increased its presence in the global market and built stronger relationships with consumers by emphasising on authenticity and emotional attachment. The results highlight that brand equity should be built on emotional involvement, cultural adjustments and clear communication. These tactics are based on digital content and influencer marketing that helps to generate consumer buying intentions and promote the brand. In relation to theory, the critical analysis of empirical observations will provide pertinent knowledge and strategic directions. 



[bookmark: _Toc220870506]Chapter 5: Discussion and Analysis
[bookmark: _Toc220395898][bookmark: _Toc220870507]5.1 Purpose and Positioning
The chapter conducts a critical evaluation of Chapter 4 results by connecting empirical evidence from the case study to the theoretical frameworks and empirical findings that appeared in Chapter 2's literature review. The discussion synthesizes major trends and differences that researchers found in the three companies Nike, Adidas, and Puma to demonstrate how digital marketing methods and influencer techniques shape brand trust and consumer perception, and their buying decisions.
The discussion analyzes digital marketing success through established theoretical frameworks, which include influencer credibility and authenticity, and emotional branding and global brand positioning. The chapter assesses how digital engagement strategies impact brand equity development and long-term consumer relationships through its analysis of case-level findings and academic literature in the sportswear industry.
The chapter presents its findings in a strategic and managerial framework, maintaining their actual impact on international sports companies that work in markets with different cultural backgrounds and digital competition. The method allows for detailed analysis to keep the empirical results separate from the theoretical explanations. The insights provide managers with practical advice that helps them choose influencers and build strategies that work with different cultures to make their sportswear business succeed in international markets.
[bookmark: _Toc220395899][bookmark: _Toc220870508]5.2 Analytical Framework and Logic
The analytical framework of this chapter uses the main theoretical concepts from Chapter 2, which include credibility and authenticity, emotional branding, and global brand positioning that exist in digital marketing environments. The case study findings are examined through these constructions, which serve as the primary framework. The study used a thematic and interpretive approach because it needed to define three main analytical themes, and it came from the literature review about brand trust, consumer perception, and purchase intention.
The analysis uses a hybrid method that combines theoretical constructions with cross-case thematic analysis. Each discussion theme is explicitly linked to relevant theoretical concepts from Chapter 2 and examined across the three case companies—Nike, Adidas, and Puma. The study design uses this structure to enable researchers to compare different elements while staying true to the study's main concepts.
The analytical logic combines empirical evidence and established theory to demonstrate how digital influencer marketing strategies serve as strategic resources that establish consumer trust and loyalty in the global sportswear industry. The integrated framework improves theoretical development for research purposes to help managers make better decisions and create knowledge across different cultural backgrounds and high competition across all industries.
[bookmark: _Toc220395900][bookmark: _Toc220870509]5.3 Cross-case synthesis
[bookmark: _Toc220395901][bookmark: _Toc220870510]5.3.1 Influencer Credibility and Brand Trust
Literature Anchor
Digital marketing research establishes influence credibility as the main factor that determines both brand trust and consumer judgments about brands. The concept of credibility consists of three elements, which are expertise, trustworthiness, and authenticity, and these elements determine how audiences perceive the effectiveness of influencer messages (Neupane, 2022; Sankala, 2024). Credible influencers enable consumers to trust brand messages, which leads to positive purchase intentions. Research shows that when influencers establish credibility, their emotional connections with viewers grow stronger while their online safety concerns decrease (Azhar et al., 2025). 
The academic literature shows at least three different types of research limitations. Reinikainen (2021) shows that brands need to avoid excessive commercialisation and maintain suitable brand–influencer connections, delivering consistent messages to prevent their influencer credibility from being damaged. The boundary conditions to establish credibility until strategic alignment and authenticity support it.
Evidence from Chapter 4
The results of Chapter 4 demonstrate that influencer credibility serves as an essential factor that affects all three case companies. Nike used its elite athlete and socially influential partnerships to create expertise and authenticity, which helped maintain consumer trust when its earnings per share declined in 2025 (Nike, 2025). Puma used influencers who understood youth and gaming culture to create authentic brand connections, which resulted in 500,000 social media impressions during the Future Rider launch. Adidas developed a localized influencer strategy for China through partnerships with famous athletes who increased their credibility while creating emotional connections with local consumers.
Compare–Contrast Analysis
Convergence: The cross-case findings align with the literature by confirming that credible influences enhance brand trust and consumer engagement (Diki et al., 2025). The three brands proved that trust increases when influencers show brand values that match the expectations of their target audience.
Divergence: The study found that credibility functions as a complete element, whereas previous research maintained that it operates as a single factor. Puma expanded its digital infrastructure because this decision enabled its influencers to reach more people, which showed that technology readiness functions as a control factor (Puma, 2025).
Contingencies and mechanisms: Influencer credibility achieved its highest effectiveness through three elements, which included cultural relevance, unified messaging, and proper integration with digital platforms, establishing that trust development works through both personal and organizational systems.
Interim Takeaway
All three elements of brand values, cultural context, and digital capabilities combine to create brand trust, which exists when customers find value in the work of influencers.
[bookmark: _Toc220395902][bookmark: _Toc220870511]5.3.2 Authenticity and emotional brand
Literature Anchor
The study of authenticity and emotional branding research exists as a vital element that current branding research investigates. The theory of emotional branding states that consumers develop stronger brand relationships through brands that match their value system, personal identity, and emotional state (Chavda and Chauhan, 2024). Authentic communication establishes genuine trust between people, which develops emotional bonds and brand allegiance and enduring faith in the brand.
The research shows that emotional appeals lose their effectiveness when people see them as fake or manipulative. Brands need to prove their authenticity through open storytelling and consistent brand behavior, which shows their authentic identity. The digital marketing field relies on influence credibility as an essential authenticity measure and strengthens emotional storytelling (Belanche et al., 2021). The brand value alignment of its credibility increases trust between parties, reducing consumer doubts and building sustainable brand value in international markets.
Evidence from Chapter 4
Through emotional branding, Nike used its digital marketing strategy to showcase its commitment to perseverance, inclusion, and self-belief. The influence-led storytelling created emotional connections through shared values, which protected brands during financial difficulties instead of promoting specific products. Puma used emotional branding by connecting with youth culture through gaming stories and influencer content, which appealed to Generation Z. Adidas created emotionally charged campaigns that combined cultural elements from Asian markets to build local relevance while sustaining its global brand identity (Gökerik, 2024). The international sportswear audience base received brand trust improvements, created emotional connections with consumers, and brought about permanent engagement.
Comparison–Contrast Analysis
Convergence: The findings support literature by demonstrating that emotionally driven and authentic digital content enhances consumer engagement and loyalty. The brand perception and trust of all cases improved because emotional storytelling methods were used.
Divergence: The two parties executed their respective work in different ways. Nike used universal emotional themes while Adidas focused on stories that specific cultures used (Çelik, 2022). The study shows that emotional branding effectiveness depends on how advanced the brand is and which markets it operates in.
Contingencies and mechanisms: Emotional branding achieved its highest effectiveness when it received backing from trustworthy influencers and used stories that matched local customs (Okonkwo and Namkoisse, 2023). The study found that platform uniformity and transparent communication were major factors that shaped how people viewed authenticity.
Interim Takeaway
Authentic emotional branding enables consumers to trust brands and remain loyal to match their culture and remain true to their brand identity through online storytelling, which experts endorse.
[bookmark: _Toc220395903][bookmark: _Toc220870512]5.3.3 Global–Local Digital Strategy and Cultural Adaptation
Literature Anchor
Multinational companies face strategic challenges when they decide between standardised marketing methods and localised marketing methods, according to global branding research. Through standardisation, companies can achieve operational effectiveness together with a consistent brand identity, but international markets depend on localised marketing methods to build connections with different cultural groups (Yahyokhonov, 2025). Digital platforms enable brands to pursue hybrid strategies by maintaining a unified global identity while adapting content to local consumer expectations. The research results show that hybrid methods improve three aspects of marketing performance: brand relevance, cultural resonance, and consumer engagement (Iide, 2025). Global brands achieve operational efficiency by using data-driven insights together with locally trustworthy influences, enabling them to maintain authentic brand representation and build long-term brand value in international online markets. This will ensure a rapid reaction to developments in the market, emerging trends, or the consumers' shifting preferences.
Evidence from Chapter 4
Nike used a standardised global digital strategy, which maintained emotional value across all markets, enabling the company to create influencer marketing campaigns that operated across different regions. Puma used a hybrid method, which combined worldwide youth branding with regional influencer marketing. Adidas focused more on localisation efforts, especially in China, because their culturally specialised influencer content created consumer trust and higher engagement rates (Wannarak et al., 2024). The strategic decisions made by the company demonstrate different effects that three digital marketing methods including global marketing, hybrid marketing, and local marketing have on brand perception, customer loyalty, and buying behavior across different international sportswear markets.
Compare–Contrast Analysis
Convergence: The three cases show that digital marketing effectiveness improves when businesses combine worldwide consistency with their specific local requirements (Leung et al., 2022). Digital marketing and influence programs helped each brand to establish a consistent brand identity while building ties with local market segments.
Divergence: Nike used standardised global advertising, which restricted its ability to develop localised content, while Adidas used comprehensive localising strategies to adapt its services in China, and Puma used a combined approach, which merged global youth marketing with local influencer marketing (Yahyokhonov, 2025). 
Contingencies and mechanisms: The effectiveness of strategies depended on brand development stage, cultural differences, and market conditions, while influencer content adaptation functioned as a vital process that established trust among customers without damaging the international brand image.
Interim Takeaway
Global digital strategies are most effective when standardised brand narratives are complemented by locally adapted influencer content that reflects cultural expectations.
[bookmark: _Toc220395904][bookmark: _Toc220870513]5.4 Integration into Conceptual Model or Propositions
The section establishes a link between the research results from Chapter 4 and the conceptual model, which defines theoretical expectations from Chapter 2. The original conceptual framework proposed digital marketing strategies that influence marketing, authenticity, and emotional branding. It influences brand trust and consumer perception, shaping purchase intention and long-term brand loyalty.
The cross-case evidence largely supports these proposed relationships. The three brands Nike, Adidas, and Puma established a direct connection between influencer credibility and authentic digital communication, which enhanced brand trust and consumer engagement, thus proving the main link between digital marketing practices and consumer perception. The results establish emotional branding as the main system through which digital content creates trust and loyalty. It supports the theoretical basis derived from emotional branding and influence credibility research.
However, the findings show that the original conceptual model requires modifications. The research identified digital capability investment and cultural relevance as critical factors that determine how digital marketing strategies affect brand trust. Brands with stronger digital infrastructure and culturally adapted campaigns, such as Puma and Adidas, achieved more pronounced outcomes, indicating that contextual factors shape effectiveness.
The conceptual pathway needs revision because influencer marketing and emotional branding both establish brand trust through their authentic connection, which digital capability and cultural context use as their moderating factor. The original propositions receive support from this study, but their effectiveness depends on two specific factors, including organizational readiness and market context, instead of consistent performance across all environments.
[bookmark: _Toc220395905][bookmark: _Toc220870514]5.5 Robustness Considerations
The study demonstrates that digital marketing effectiveness cannot explain all the results because multiple other factors exist. The research found that both brand heritage and market leadership, together with existing customer trust, especially applies to Nike and Adidas. It generates high customer engagement without needing influence on marketing. The financial results, together with performance metrics for the company, were affected by both macroeconomic factors and general industry patterns.
The use of secondary data may result in the introduction of publication and reporting bias biasing toward positive corporate outcomes. The restriction was handled by collecting evidence from different sources to verify company metrics through comparisons with industry data and academic research. 
The engagement metrics together with strategic patterns showed consistent results across different sources and cases, which proves the research findings to be reliable. The research findings should be handled with caution because the data presents only a descriptive overview of the situation.
[bookmark: _Toc220395906][bookmark: _Toc220870515]5.6 Practical Synthesis
This research creates multiple cross-case insights that academic literature supports, and that will help global sportswear companies operate better. The first finding shows that brands gain trust through partnerships with influencers who demonstrate expertise and share values that match their branding requirements. Brands can expect improved engagement and trust metrics when influencer selection is guided by strategic fit rather than reach alone.
Third, authentic emotional storytelling creates stronger customer bonds with brands when customers can access all digital platforms that show brand information. Emotional campaigns that align with core brand values are more likely to generate repeat engagement and positive purchase intentions.
Third, cultural adaptation enhances digital performance because it helps companies operate successfully in markets with different cultural backgrounds and upcoming markets. Localised influencer content improves relevance and trust when global brand guidelines allow controlled flexibility.
The first finding shows that digital infrastructure investments create stronger marketing results. Brands that integrate e-commerce systems with analytics and engagement platforms achieve better results because these systems help them transform online user interactions into measurable business growth, which includes increased engagement and higher conversion rates.
The managerial recommendations in Chapter 6 are based on these insights, which establish a link between strategic actions and their subsequent impact on performance metrics.
[bookmark: _Toc220395907][bookmark: _Toc220870516]5.7 Chapter Summary
The chapter evaluated the case study results through their connection to the theoretical frameworks that Chapter 2 presented. The research showed that the literature matched the actual evidence, which proved how credibility and authenticity influenced, together with emotional branding, created brand trust and shaped consumer judgment. Digital marketing strategies at Nike, Adidas, and Puma confirmed existing theories, while the research showed new findings about how digital capability and cultural context affected their development.
The findings demonstrate that existing constructions need refinement because influence of marketing effectiveness depends on organizational readiness, cultural relevance, and strategic coherence. The research demonstrated that emotional branding serves as the main link that connects digital communication with customer loyalty, while international markets need a global–local strategy balance to establish trust.
The theoretical refinements, together with cross-case insights, create a solid base that will support Chapter 6. It will transform research results into specific theoretical contributions and practical management recommendations for global sportswear brands that operate in digital environments. This progression ensures clear academic output and practical guidance for the future regarding the digital marketing strategy formulation. strategy formulation.


[bookmark: _Toc220870517]Chapter 6: Conclusion
[bookmark: _Toc220870518]6.1 Introduction
The study concludes in Chapter 6. It combines its main findings with their theoretical and practical implications, which researchers will pursue in future studies. The research examines digital influencer marketing and its effects on brand trust and purchase intentions in the worldwide sportswear market. The research adopted a secondary-data-based design. Chapter 4 used multiple case studies to examine global brand campaigns, while Chapter 5 used a cross-case analytical approach to identify patterns and contrasts. The study evaluates its impact by uniting empirical data with theoretical concepts. This demonstrates its importance for academic research and real-world applications.
[bookmark: _Toc220870519]6.2 Key findings
Emotionally driven digital storytelling succeeded when influencer stories matched the consumer's identity, life goals, and the brand's principles. This storytelling created stronger emotional connections between consumers and brands. It proved effective during market uncertainty, according to emotional branding theory. The combination of global and local digital marketing methods produced better results than using complete standardized marketing methods. The brands that maintained their global brand message while creating influencer material that matched local customs experienced better audience engagement, brand recognition, and customer trust across different global markets. The campaigns produced separate results because they experienced two problems, which included excessive commercial promotion and an insufficient match between influencers and brands, and digital systems that did not function properly. The situation led to increased consumer scepticism, which blocked trust development and made influencer marketing programs less successful.
[bookmark: _Toc220870520]6.3 Theoretical implications
Contribution 1: Clarify the theoretical base addressed
The research establishes a new theoretical foundation for Marketing Mix Theory by demonstrating how digital influencer marketing platforms function as modern promotional channels. Traditional marketing mix frameworks treat promotion as a communication element that businesses can manage according to their preferences (Rosário and Raimundo, 2021). The research results show that influencer marketing operates as an instrument for promotion because it establishes connections that build trust between parties. The evidence establishes that influencer credibility and authenticity, together with emotional storytelling, serve as strategic resources that organizations can use to create brand trust and brand equity because these resources exist as valuable assets that organizations find challenging to develop (Barney et al., 2021).
Contribution 2: Boundary conditions and contingencies
The research establishes essential boundary conditions that determine how influencer marketing affects trust and purchase decision-making when they follow established patterns. The research (Chavda and Chauhan 2024, Khalfallah and Keller 2025) examines influencer credibility as a trust-building factor, which studies show creates positive relationships, yet the cross-case analysis reveals contextual factors that control this relationship. The research found that over-commercialisation and weak influencer–brand fit and limited digital infrastructure led to decreased trust formation, although influencers achieved high reach.
Cultural context emerged as a vital contingency, which research showed. The research demonstrates that global standardisation of influencer content leads to decreased trust outcomes in markets with different cultural backgrounds, which supports Yahyokhonov's 2025 argument that localisation impacts online marketing success. The relationship between trust and purchase intention exists as a strong connection in digital environments with high digital maturity, flexible governance, and open data handling. Yet the relationship weakens when these elements become misaligned or when people doubt the system.
Contribution 3: Mechanisms and process insights
The study presents its third contribution through process-level research, which shows how influencer marketing creates trust and drives behavioral patterns. The study results demonstrate that influence credibility produces its effects through a series of steps that begin with consumers recognizing expertise and authenticity and end with increased purchase intention through heightened emotional connection. The research shows an active trust-building process, which builds trust through an active trust-building mechanism when trust building starts to happen.
The cases show that emotional storytelling serves as a cognitive and emotional link that connects brand values with consumer identity. Through influencer stories, cognitive load decreased because complex brand meanings became easier to understand through personal experiences, which helped build trust. The mechanism follows Sanusi et al. (2025) research, which explains elaboration likelihood perspectives, and it shows that multiple digital platforms enable users to experience both central and peripheral routes of persuasion through repeated exposure to influencers.
Contribution 4: Integrative refinement of the conceptual model
The study presented in this research presents its fourth contribution through the process of developing a new conceptual framework, which results from the study of Chapter 2. Chapter 5 analysis led to the integration of digital capability maturity and cultural adaptation as moderating variables influencing the relationship between influencer marketing and brand trust. Emotional branding served as a mediation bridge that linked influencer characteristics to purchase intentions because it functioned as the connecting element between these two factors. The direct connections that showed between influencer exposure and behavioral results became less strong until they finally disappeared.
The model now shows multiple layers of operation because organizations must establish their readiness and match their needs to their context before they can measure influencer marketing success. The revised model confirms the findings of Okonkwo and Namkoisse (2023), showing that transparency and engagement hold vital importance, contradicting research that demonstrates that all influencers maintain identical power throughout different markets.
Literature positioning and generalisability
The study brings a new contribution to influencer marketing research by creating an explanatory framework that combines three different research perspectives, which are relational, institutional, and capability based. The research results that stem from the global sportswear industry can be applied to other industries that display strong brand symbolism and high digital customer interaction and platform-based consumer connection, which include fashion and lifestyle, and consumer technology. The research results apply most effectively to large and mid-sized enterprises that possess advanced digital systems and conduct business within diverse cultural environments that follow regulatory requirements.
[bookmark: _Toc220870521]6.4 Managerial implications
Prefer influencer-brand matching
Influencers should be selected based on their value alignment with the brand, their specialized knowledge, and their ability to connect with the target audience, instead of using their follower count as the only measurement. The study results demonstrate that authenticity and credibility serve as the main pathways that establish trust between people. The literature demonstrates that people who show sincere behavior towards others achieve better engagement results, which lead to increased conversion rates. Develop influencer assessment systems that use qualitative matching standards based on brand value measurements and past content analysis results as their foundation. The trust sentiment scores and the engagement quality, which measures the comments-to-likes ratio, together with the conversion rate and the repeat purchase indicators.
Emotional storytelling in influencer content strategy
Brands should design influencer briefs that focus on personal stories and lived experiences and value-based storytelling instead of product promotion. The research shows that emotional connection creates psychological ties, which decrease doubt and increase the likelihood of buying products. The execution process needs training, which uses narrative guidelines and content libraries as resources for influencers but still allows them to create their own work. The effectiveness of digital campaigns should be measured through four metrics, which include average watch time, content shares, and sentiment polarity and brand affinity scores that develop throughout the campaign.
Hybrid governance system combines global and local governance methods
The brand maintains its global identity through unified brand narratives, which allow local teams and influencers to adapt according to their cultural needs. The approach works because standardized branding systems create better brand alignment, but excessive standardization decreases trustworthiness among different cultural groups in worldwide markets. Organizations need to establish their brand identity through centralized systems that control their brand elements and define their regional implementation standards. The evaluation of success should utilize two measurement tools that track campaign length and assess how users from different regions interact with content throughout the world.
Operational transparency and disclose ethical information
The organisation should establish detailed disclosure requirements across all markets, supported by clear rules governing ethically influenced behaviour. The requirement exists because digital platforms that operate under regulations need to show their internal processes to the public, as this practice enhances their credibility and builds trust with customers for the long term. The company needs to establish disclosure requirements in its contracts while providing training for compliance and conducting periodic audits of its systems. The performance evaluation process requires tracking compliance rates, assessing trust sentiment, monitoring regulatory complaint volumes, and evaluating reputational risk indicators that support governance accountability.
Shift performance evaluation
The organisation should evaluate performance through two essential metrics, which combine trust-based indicators with their long-term outcomes. Trust functions as a bridge that connects social media influencers with their followers who decide to buy products. The implementation process needs to establish analytics dashboards that connect to customer journey stages through the integration of CRM data and social listening information. Key metrics include brand trust index scores, net promoter scores, customer lifetime value, and repeat engagement rates for long-term strategic decision making.
[bookmark: _Toc220870522]6.5 Limitations and Directions for Future Research
Limitations: The research presents several limitations that need recognition despite its valuable findings. First, the research relied exclusively on secondary data drawn from publicly available reports, industry publications, and platform-level analytics. 
Methodological limitations: The method enabled researchers to compare different cases while creating theoretical frameworks, but it resulted in source and vendor bias because published performance metrics were selective and designed for marketing purposes. The specific industry and restricted global brand assessment used in this study make its results unusable for other contexts. The research on digitally developed markets prevents understanding of developing markets because platform usage, regulatory systems, and consumer trust methods differ in these regions. The study faced digital marketing research challenges when it tried to prove how influential actions affected brand trust and purchase intentions. The research could not separate influencer impacts because it lacked both control experiments and counterfactual scenarios.
Directions for further research over industries: The study needs to test its revised propositions through various contexts and different research methods. The external validity of the research would improve through studies that include multiple industries and different countries, while longitudinal studies would document how trust and behavioral patterns change throughout different time periods. The combination of surveys with interviews and behavioral data in mixed-method approaches will help researchers understand how consumers make sense of things. Future studies will investigate how people choose to adopt influencers and how they divide work between humans and AI systems in content creation and making decisions. Research at the macro level will examine platform governance and algorithmic transparency and the differences between regulatory systems in different markets. Future research should use triangulation to combine web analytics with financial performance data, panel datasets, and field experiments when they are possible.
[bookmark: _Toc220870523]6.6 Closing statements 
The research demonstrates how digital influencer marketing creates brand trust and purchase intent through authentic content, emotional storytelling, and cultural matching. The findings of this research apply most effectively to industries that have reached full digital development and to organizations that operate strong consumer brands and conduct business in different cultural markets with regulatory requirements.
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