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Abstract

This study has examined the effect of brand story on purchase intention, particularly for On Running shoes. It used a mixed-method approach with an emphasis on the qualitative component: a case study approach that took on evidence to gain a whole picture of consumer responses to brand storytelling. A structured online questionnaire was used to collect quantitative data with 30 participants, along with conducting semi-structured interviews with 5 participants to collect qualitative data. The survey results revealed mostly favourable attitudes towards On Running's storytelling, with a composite mean value for storytelling of 3.77 and a composite value for purchase intention of 3.67. The results of the Pearson correlation showed a strong positive correlation and significance between the perceptions of storytelling and the purchase intentions (0.737, p < .001). 
The results of regression analysis, however, did not suggest that the individual factors significantly predicted purchase intention. The qualitative results revealed four distinct mechanisms of storytelling affecting consumer responses: Innovation and Authenticity, Product Experience, Premium Identity and perceived value, and Emotional or community engagement. The results, on a general level, indicate a positive consumer reaction when the brand's narrative is in harmony with true innovation and real experiences. This study has enhanced the knowledge on brand narration in the high-end sportswear category and also utilises the framework of the Narrative Transportation Theory as an interpretive lens.
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Glossary

	Term
	Definition

	Brand Storytelling
	The use of narratives, experiences and messages to communicate a brand’s identity, values and purpose

	Consumer Purchase Intention
	A consumer’s likelihood or willingness to purchase a product in the future

	Narrative Transportation
	The psychological experience of becoming mentally and emotionally engaged in a story

	Brand Image
	Consumers’ overall perceptions and associations about a brand

	Emotional Engagement
	The emotional involvement and connection consumers develop with a brand or its stories

	Brand Authenticity
	The extent to which consumers perceive a brand as genuine, credible and consistent with its values

	Perceived Brand Value
	Consumers’ assessment of the benefits and worth of a brand or product relative to its cost

	Consumer Engagement
	The cognitive, emotional and behavioural involvement of consumers with a brand

	Premium Sportswear
	Sportswear positioned at a higher price and associated with quality, technology, design or exclusivity

	Qualitative Research
	Research that explores experiences, opinions and meanings using non-numerical data

	Quantitative Research
	Research that uses numerical data to measure patterns, relationships and responses

	Mixed-Methods Research
	An approach combining qualitative and quantitative research methods

	Thematic Analysis
	A method of identifying and interpreting recurring themes within qualitative data
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	A statistical measure showing the strength and direction of the relationship between two variables

	Regression Analysis
	A statistical technique used to examine whether one or more variables predict another variable

	Likert Scale
	A rating scale used to measure respondents’ levels of agreement or disagreement with statements

	Purposive Sampling
	Selecting participants because they meet specific characteristics relevant to the research

	On Running
	The sportswear and running-shoe brand was examined as the case study in this research




[bookmark: _Toc240573391]Chapter 1: Introduction
[bookmark: _Toc240573392]1.0 Introduction
Brand storytelling has increasingly become a vital tool for conveying brand identity, values and meaning that goes beyond functional product benefits. Narratives can enhance experience and build the relationship between brand and consumer in competitive markets. The study by Chang (2025) revealed that the relationship between storytelling marketing and purchase intentions is mediated by brand image, suggesting that consumer perceptions of the brand can impact the behavioural response. This study is about the influence of brand story on purchase intention of On Running shoes.
[bookmark: _Toc240573393]1.1 Background of the Study
Digital marketing has transformed the way brands interact with customers via online stores, social media, mobile apps and short-form video. Now consumers can not only interact with the brand but also interpret and share this content. Storytelling has the ability to therefore impact broader consumer experience. According to Karampournioti and Wiedmann (2022), storytelling in online shops influences user experience, brand perceptions, and behavioural intentions. Another critical part of conveying this is authenticity. Consumers have become much more demanding that brands be consistent between message and experience. According to Massi et al. (2023), authenticity plays a key role in building an omnichannel brand experience. There might be a seeing through consistency across all channels, including advertising, digital and retail which can affect brand credibility and authenticity for On Running. Storytelling can also stimulate consumers' involvement and drive sales. Mavilinda et al. (2023) discovered that storytelling marketing could improve customer engagement and aid in decision-making. The study by Ganassali and Matysiewicz (2021) has also confirmed that storytelling archetypes have a significant impact on the brand value perceived by consumers. Premium running shoes are included, as consumers may think of both emotional and symbolic value in addition to product performance.
Digital engagement adds to the ways that brands can tell stories. Recently, gamification components within brand applications are also shaping consumer's shopping objective intention (Kaur et al, 2023). The influence of short videos on purchase intent on social media can be explained through trust as an intervening variable. The results provide evidence that engagement and credibility are some of the ways digital brand experiences can have an impact on consumer responses. In addition, consumer attitudes are also significant in determining the behaviour achieved. Kim et al. (2021) revealed that direct-to-consumer brands' repurchase intention is related to consumer attitudes. Narratives associated with innovation, technology, performance or brand identity can therefore have a positive influence on consumer attitudes for On Running. Storytelling is also another way to nourish the emotional connection between consumers and brands. Storytelling can be a key factor in establishing brand love, demonstrating that stories can generate relationships that transcend functional product review. Customers can also be a part of the brand story narrative creation and exchange. Hong et al. (2022) added that brand storytelling by consumers can evoke emotional and cognitive reactions that lead to brand attitudes. It is a sign that storytelling is no longer a marketer's responsibility as consumers have the ability to read and re-tell brand stories. These connections are especially applicable to modern sportswear brands, which are heavily integrated into virtual neighbourhoods and social media interactions.
[bookmark: _Toc240573394]1.2 Research Problem and Rationale
On Running continues to show its story's strong potential to influence customer behaviour due to its quick growth. Net sales of Holding AG rose to CHF 3.014 billion in 2025, representing a 30.0% increase compared to the previous year, and shoe sales grew to CHF 2.804 billion (On Holding AG, 2026). There were also nearly 70 own retail stores, which was a testament to a continued focus on high-quality brand experiences (On Holding AG, 2026). Previously, in 2010, On was founded in Switzerland's mountains and has spread throughout the world, selling high-quality footwear, innovative products and a strong brand with a unique character (On Holding AG, 2022). Even with this significant commercial growth, it remains to be explored how On's stories relate to consumers' purchase intent. Brand image is one of the most crucial links between storytelling marketing and purchase intention. Mavilinda et al. (2023) have found storytelling to be another effective method in enhancing engagement and impacting purchasing decisions. The results, however, do not offer much insight into premium running footwear and On Running in particular. The study thus investigates the nature and meaning of consumers' understanding of On's storytelling, and whether storytelling affects consumers' intentions to buy, which is important to help market and communicate premium sportswear more effectively.
[bookmark: _Toc240573395]1.3 Research Aim and Objectives
Aim
This study aims to analyse the effect of On’s storytelling marketing on its customers’ intention to purchase.
Objectives
· To examine how narrative elements (e.g. authenticity, technology stories, aspirational themes) shape On’s brand image
· To assess how these elements influence On customers’ attitudes and purchase decisions
· To provide practical insights for On’s marketing strategy
[bookmark: _Toc240573396]1.4 Research Questions
· What storytelling elements does On Holding AG use in its branding of On running shoes?
· How do On’s brand story and narrative themes affect consumer perceptions and emotional engagement?
· What is the link between these perceptions and consumers' purchase intentions for On products if they are based upon stories?
[bookmark: _Toc240573397]1.5 Theoretical Framework: Narrative Transportation Theory
This study is grounded in Narrative Transportation Theory, an account of how people can become psychologically engaged in stories. Consumer emotional or cognitive engagement with a narrative can alter attitudes and intentions to act when the consumer is absorbed within the story. The theory is therefore relevant to this study on brand storytelling since brand stories need to resonate with consumers through fulfilling experiences more than just functional information. On Running could be expected to appeal to customers' emotional connection to the brand through stories about innovation, sporting achievements, technology advances and brand aspirations. This engagement can add to positive ratings and increased buying intention. As per Karampournioti and Wiedmann (2022), storytelling can affect user experience, perceptions of brands and behavioural intention, and further highlight the relevance of narrative explanations. Narrative transportation can also be related to authenticity and perceived brand value. Ganassali and Matysiewicz (2021) showed a relationship between storytelling archetypes and brand value. Massi et al. (2023) highlighted authenticity as an important component of brand experience. Thus, narratives can be more convincing to consumers if they can believe and are consistent with the brand image. In addition, Dias and Cavalheiro (2022) found storytelling to be a factor able to feed brand love, which allows for the possibility of a more emotional consumer-brand relationship building. Therefore, the narrative Transportation Theory offers a theoretically sound background for the analysis of the role of On Running's narrative in emotional involvement, brand perceptions and purchase intentions.
[bookmark: _Toc240573398]1.6 Significance of the Study
The study has significance both academically and practically. In the academic field, it also introduces the paradigm of Narrative Transportation Theory to the packaging of sport products which is of premium. There have already been several studies that have grounded the storytelling with items of brand image, engagement, brand love and with the intention to purchase, however, based on the specifics of the On Running brand a case study could strengthen this grounding with a deeper understanding. Regarding outcomes, the findings can be helpful and instructive for On Running and other sportswear companies in developing an effective marketing strategy. The elements of narration can be developed to enhance the authenticity, engagement and good perceptions of advertising, social media and digital communication. This is particularly important at the consumer touchpoints when they are interacting with, and spreading brand stories. Hong et al. (2022) proved the significance of the consumer being a part of the brand story. There is a link between content posted on social media and buying intention, pushing for legitimate digital messaging (Luo et al. 2025).
[bookmark: _Toc240573399]1.7 Scope of the Study
This study concerns the relationship between brand storytelling and the intention of consumers to purchase On Running shoes. It considers consumers who are familiar with On Running and its marketing communications, focusing on storytelling, consumer perceptions, emotional engagement and purchase intention. The study does not evaluate all factors that might affect the purchase of footwear, including the independent evaluation of price, income or technical performance. Rather, it has become more about the brand storytelling influence. The results are therefore limited to a specific case study and not generalised to all sportswear brands.
[bookmark: _Toc240573400]1.8 Structure of the Dissertation
The dissertation comprises six main chapters. The literature review in Chapter 2 is a critical literature review of brand storytelling, consumer behaviour, brand image, emotional engagement and purchase intention. The research methodology, which appears in Chapter 3, explains the research philosophy, design, data collection, sampling and analysis. Results of the research are presented and analysed in Chapter 4. The results are explained in terms of the literature and Narrative Transportation Theory in Chapter 5. In the end, Chapter 6 summarises the findings to answer the research questions, discusses contributions, limitations and recommendations for future studies.


[bookmark: _Toc240573401]Chapter 2: Literature Review
[bookmark: _Toc240573402]2.0 Introduction
Storytelling has evolved from a marketing communication method into a way of creating brand meaning and shaping consumer behaviour. Modern consumers now see brands on digital media platforms where they can read, share, and react to stories, not just advertisements. This chapter critically examines the literature on brand storytelling, consumer behaviour, perception of the brand, emotional involvement and digital communication in purchasing behaviour. The debate focuses on similarities and differences between scholarly work and not on presenting any studies independently. Narrative Transportation Theory is then explored as the primary theoretical approach to the study of consumers' cognitive and emotional engagement with brand narratives. The review then focuses on premium sportswear and On Running and finally outlines the research gap and conceptual relationships for the present study.
[bookmark: _Toc240573403]2.1 Brand Storytelling and Consumer Behaviour
[bookmark: _Toc240573404]2.1.1 Concept and evolution of brand storytelling
Brand Storytelling is about building stories that share the organisation's purpose, values, experiences and identity. Rodriguez (2023) contends that the customer must be at the centre of the brand's stories, and the consumer should be able to relate them to their own experience to make them more effective. In a similar manner, Collantes and Oliva (2023) discuss how stories can be used to generate brand meaning, but not automatically achieve positive outcomes. Technology and the digital world bring about opportunities and problems. Rachman et al. (2024) point to increased opportunities for exchange and interaction, but also challenges for audience attention, thus reinforcing the need for narratives to be relevant, distinct and credible. Storytelling can also help develop deeper relationships. According to Mandung (2025), storytelling creates a psychological and emotional bond that helps cultivate brand loyalty. Loyalty, however, requires satisfaction as well as product quality and experience of the consumer, which means that the power of storytelling is limited. Similarly, the multidimensional nature of brand stories contains values, experiences and identity (Mandagi and Sondakh, 2022). Storytelling is, therefore, a process of meaning construction, and not just an advertising trick. When it comes to high-performance sportswear, stories about performance, innovation, aspiration and lifestyle can then build greater brand affinity in the eyes of the wearer.
[bookmark: _Toc240573405]2.1.2 Story characteristics and consumer responses
Consumers react to stories differently depending on the characteristics. A story may seem believable or not depending on its authenticity, coherence, emotional relevance and symbolism. Teraiya et al. (2023) identified that nursing story advertising has a negative impact on advertising experience and brand equity. This lends credence to the claim that stories can shape customer behaviour as well as provide feedback to brands. Authenticity is especially important as it might lead people to doubt stories that are conflicting with the organisational behaviour. Huang et al. (2022) showed that the authenticity of sustainable brand stories can enhance the credibility of the message when it is accompanied by organisational behaviour. This is contrary to the belief that emotional communication equals positive consumer response. An attention-grabbing story can capture interest, but failing to maintain it can torpedo persuasion. Authenticity is more evident in times of change within the organisation. Rebranding while maintaining brand authenticity is difficult, as organisations need to make a change while maintaining some of their associations (Ashiq and Carnie, 2026). It indicates that authenticity would not last but is a constantly shifting consumer decision. For On Running, a story of innovation and growth must thus go hand in hand with the identity that consumers have with the brand. Consumers' relationship to brands is also influenced by the narrative structure. Merlo et al. (2023), however, questioned the traditional nature of the brand's heroic role and suggest that more flexible use of narrative roles in the customer-brand relationship is needed. This helps in the move towards consumer-centredness as consumers can relate more to stories that contain some identity for them. A consumer-focused sports identity narrative could then be more relevant in sportswear than an all-corporate story.
[bookmark: _Toc240573406]2.1.3 Storytelling and perceived brand value
Storytelling creates a symbolic and emotional value of the product, which can lead to perceived brand value. According to Teraiya et al. (2023), storytelling advertising relates to brand equity, meaning that storytelling can help reinforce consumers' general perceptions of a brand. Perceived value, however, cannot be fully distinguished from functional performance. This is important for sports shoes as the disappointed customer may still feel other emotions but values based on comfort, durability and technical performance. Storytelling potential for value creation is supported by other consumer contexts. Furthermore, Jo et al. (2022) added that destination storytelling affects destination brand value, destination brand love, and relationship strength. While very different, the finding illustrates that narratives have the power to reimagine items that are functional into something of personal meaning. Walean et al. (2023) also demonstrate that brand perception has a positive effect on brand attitude and behavioural intentions. These findings, however, do not apply to high-quality running shoes. Tourism experiences are being used differently than physical products, and running shoes have symbolic and functional aspects. Storytelling might then be used alongside and work with functional value. On Running's narratives around innovation and performance could enhance perceived value, as consumers associate technical elements with personally goal-relevant results.
[bookmark: _Toc240573407]2.2 Storytelling, Brand Perceptions and Emotional Consumer Responses
[bookmark: _Toc240573408]2.2.1 Storytelling and brand image
The meaning and associations customers make about a brand are its brand image. These associations can be influenced by storytelling, conveying shared values, identities and experiences. Kaur et al. (2024) stated that digital storytelling can help enhance brand image, suggesting that it has the ability to shape perceptions of the brand, not just to raise awareness of them. Poverty and premium consumerism are also linked. Rachbini et al. (2023) noted that brand image and the purchase decision in luxury fashion could be impacted by narrative branding. The applicability of this for premium sportswear is that it has a good symbolic aspect, both in sports and in premium clothing. In terms of fashion, luxury means exclusiveness and status, but futuristic running shoes imply symbolic identity plus performance and technical features. Therefore, the working of storytelling on the brand image can vary by industry and type. Storytelling in online shops affects the user experience, brand perceptions and behavioural intention (Karampournioti and Wiedmann, 2022). These further underscore the idea that story is a valuable component of the customer experience. However, through social media, retail and personal use of the product, On Running consumers are presented with the brand at numerous stages. Brand image can also come through interactions in other parts of the customer journey with storytelling. It can, therefore, be stated that there is a relationship between storytelling and brand image, though it is limited. Storytelling can boost or weaken brand perceptions, depending on narrative credibility, relevance, consumer involvement and communication context.
[bookmark: _Toc240573409]2.2.2 Storytelling and emotional engagement
Emotional engagement captures more of a response than just exposure to advertising. Ahmed et al. (2024) showed that story involvement can elicit emotional connection and immersion. This reinforces the notion that consumers can engage with stories more than just factually, but also emotionally. Emotion does not always lead to purchasing behaviour, though. Mavilinda et al. (2023) stated that storytelling was potentially effective in increasing the sense of engagement and influencing purchase decisions by customers. This indicates that engagement could be a potentially meaningful linkage point between storytelling and behaviour. However, customers can come into contact with content as it is entertaining or socially relevant, but create no purchase intentions. Engagement then should be understood in terms of a possibility, not a certainty, of commercial returns. The relationship gets even more complex with the involvement of the consumer. It was deduced that consumers' own brand storytelling can affect consumers' brand attitudes via their emotional and cognitive impressions (Hong et al., 2022). This upsets the status quo belief that marketers completely control brand stories. In digital environments, consumers can recode, reimagine, reshare and reconstruct stories, and brand meaning can extend beyond the original brand communication.
[bookmark: _Toc240573410]2.2.3 Storytelling and brand love
Storytelling can create an emotional bond with customers and be used to strengthen customer-company bonds. According to Dias and Cavalheiro (2022), stories can build other relationships besides engaging enough to get them to love the brand. Nevertheless, storytelling is not the only basis for brand love. More holistic brand perception may lead to brand attachment and brand loyalty (Centeno and Mandagi, 2022). This study has arrived at this conclusion on the idea of hands-on emotion-resonating through tale-telling, which looks somewhat suspect. A positive relationship is more likely to be shaped when consumers receive positive experiences, and there is clear brand identity to support the story. Storytelling can evoke emotions as consumers relate with the sporty brand and the expectations for athletic health that it represents. The success of this partnership could depend significantly on whether consumers think the stories are authentic and relate to them.
[bookmark: _Toc240573411]2.3 Digital Brand Storytelling and Consumer Engagement
Digital platforms have revolutionised the narrative of brands by allowing consumers to interact with, share and re-distribute stories. Musfira et al. (2022) have regarded social media as one of the essential environments for digital storytelling, as the audience doesn't just receive the messages but actively takes part. Yet, more digital visibility does not lead to more meaningful engagement. According to Rachman and colleagues (2024), the job of catching the eye in a noisy online landscape can be difficult, so digital storytelling must be creative, relevant and consistent. The use of social media storytelling can also impact larger brand perceptions. Social media marketing can play a role in holistic brand perception, thereby facilitating the application of storytelling as part of a broader brand experience (Pasuhuk and Mandagi, 2023). The cultural context also has an impact. As illustrated by Fung and Hu (2022), this active storytelling of Douyin plays within the larger cultural and national conversation, implying that global brands should be both brand consistent and culturally relevant. Another key story opportunity around sustainability is offered by Dessart and Standaert (2023), who state that sustainability narratives must have credible organisational action to combat consumer scepticism. Last but not least, Vidrih and Mayahi (2023) emphasise the potential for personalisation and scaling for storytelling with generative AI, but excessive automation can raise issues around originality and authenticity. Therefore, digital tech enhances storytelling possibilities but safeguards the relevance and trust of the consumer.
[bookmark: _Toc240573412]2.4 Brand Storytelling and Purchase Intention
[bookmark: _Toc240573413]2.4.1 Understanding purchase intention
Purchase intention is a consumer's desire or possibility to buy a product or brand. It measures a forward-looking tendency a person has towards behaviour, not their behaviour. This is significant because favourable attitudes can be reported, but the consumer may end up deciding against buying a product due to price, availability, competition or personal circumstances. Kim et al. (2021) identified consumer attitudes as one of the important factors of repurchase intentions for direct-to-consumer brands. This helps to align surveys with behavioural intentions, as seen in good responses to brands. However, this repurchase intention differs from initial purchase intentions due to the influence of previous product experience in repeat decisions. In their consideration of possible On Running customers, the existing evidence needs to be used with caution.
[bookmark: _Toc240573414]2.4.2 Storytelling and purchase intention
The general trend of the literature indicates a positive correlation between Storytelling and Purchase Intent. Joshi et al. (2022) found that storytelling ads can change consumer intent to purchase, opening the door for storytelling to have commercial implications. There is a positive association, but it does not directly imply a cause–and–effect relationship. According to Mavilinda et al. (2023), storytelling can have a positive effect on customer engagement and purchase decisions, so psychological reactions are likely to intervene between storytelling and purchase intention. Karampournioti and Wiedmann (2022) have also linked storytelling and behavioural intention in terms of user experience and perceptions of the brand. The results suggest that purchase intention could be formed from a chain of mental reactions, rather than the mere contact with a narrative. Consumers' experience can also shape the impact of the narrative. According to Kumar et al. (2026), the features of the story in the advertising and the expertise of consumers moderate the association between the two. Their field of study is green advertising, but the result shows examples of how stories are not processed in the same way by audiences. Smart shoppers might be more sceptical, which can lessen the impact of flaky or exaggerated stories.
[bookmark: _Toc240573415]2.4.3 Mediating mechanisms
Brand image is one of the possible paths that relates storytelling to purchase intention. Relationships between narrative branding, brand image and consumers' purchase behaviour were uncovered, which further confirms an indirect relationship (Rachbini et al. 2023). An alternative possible mechanism is emotional engagement. Based on Ahmed et al. (2024), storytelling can bring immersive and emotional experiences. This corroborates the proposition that emotional involvement may lead to later behavioural intentions. Perceived brand value could also be a means. According to Rantung et al. (2023), holistic brand perception may have an impact on customer satisfaction and customer repurchase intention. It suggests that more global branding can be linked to the behavioural results. This storytelling might therefore be expected to affect purchase intention in certain ways, such as by making the brand more memorable, emotionally engaging, and perceived as more valuable, in addition to supporting functional assessments, for On Running.
[bookmark: _Toc240573416]2.5 Narrative Transportation Theory
[bookmark: _Toc240573417]2.5.1 Concept of Narrative Transportation
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[bookmark: _heading=h.gpo1a3xluu6e][bookmark: _Toc240573601]Figure 2.1: Concept of Narrative Transportation Theory
(Source: Frontiers, 2026)
Narrative Transportation Theory makes sense of how people can become immersed in a story. Attention, emotions and cognition when moved focus on the story, which can affect attitudes and behavioural intentions. The theory is especially applicable to brand stories because stories can be a way to convey meaning that functional product information may fail to effectively convey. Collantes and Oliva (2023) highlighted the value of narrativity to understanding the meaning that brands create. More support for a narrative interpretation of consumer response. Nevertheless, persuading is by no means the same as transportation. Consumers can read a tale without making the commitment to buying or intending to buy it.
[bookmark: _Toc240573418]2.5.2 Narrative Transportation and Consumer Responses in Brand Storytelling
Emotional and cognitive reactions to storytelling can be concisely described with narrative transportation. Ahmed et al. (2024) demonstrate that storytelling involvement can lead to experiences and emotional engagement. This corroborates the link between narrative engagement and consumer reactions. However, answers are subjective. The study by Hong et al. (2022) showed that emotional processes and cognitive processes shape brand attitudes when consumers engage in brand storytelling. As a result, consumers take an active part in interpreting narratives. The level of personal relevance, prior knowledge, and involvement can affect the amount of transportation. Narrative content and consumer meaning are relevant in the field of transportation. Rodriguez (2023) sees customers as the focus of brand stories. This aligns with a transport perspective as users may be more likely to engage when they recognise themselves within stories. The fact that authenticity is still a crucial component of this process. True narratives serve to reinforce the credibility of the story (Huang et al. 2022). Therefore, consumers are more likely to interact with narratives presented when they align with the organisational values. A made or fabricated story may lead to lower energy output in transportation if the customer does not deem it natural.
[bookmark: _Toc240573419]2.5.3 Application to On Running
On Running's brand communication can feature narratives about innovation, athletic performance, technology and aspiration that make it relevant to the Narrative Transportation Theory. These may change how consumers can picture themselves in a performance-focused lifestyle versus just determining technical specifications (Collantes and Oliva, 2023). It is especially important for premium sportswear, where sportswear attributes include both functional and symbolic elements. Consumers can process the message of the brand as well as attributes of the product. If On Running's stories match users' wishes, transportation could enhance consumers' emotional connection and positive brand attitudes.
[bookmark: _Toc240573420]2.5.5 Critical Evaluation of the Theory
The key advantage of Narrative Transportation Theory is that it acknowledges that people process message information in marketing in a non-rational way. It offers an understanding of the impact of emotional and cognitive absorption on attitudes and perceptions, which is relevant to work on storytelling research. Yet, purchase behaviour is not completely comprehensible from transportation. Price, performance, availability and personal needs factors are also important to consumers. A digital audience might not have any time or attention to spare, so it can be hard to get them to focus on your content. The theory should therefore be seen as the key explanatory framework, not a model of consumer decision making.
[bookmark: _Toc240573421]2.6 Brand Storytelling in the Premium Sportswear Context
Versatility in products equals identity, lifestyle, and symbolic meaning in premium sportswear. Consumers can delve into the technicalities and the association they create with a brand. Luxury fashion also gives support that a brand can create brand image and consumer behaviour by utilizing brand narratives, as luxury fashion and performance footwear generate different types of motives for consumption (Rachbini et al., 2023). On Running would be appropriate since it incorporates high-end identity through its appearance of combining technology with athletic prowess. Storytelling can then lift the functionality of the product, and add the vision and hope of innovation. Technical characteristics can help interest a story by connecting it with consumers' experience, performance expectations. Narration can also provide indirect value, from the perspective of heritage. Zins and Abbas Adamu (2024) demonstrate in their research how audiences can be reached by leveraging the relevance of heritage storytelling, identity, history and meaning. Although On Running doesn't have a long history like the other sportswear companies, its birth and growth can create another narrative of innovation. A story can also be the medium to communicate the values of an organisation. However, CSR storytelling can trigger changes in perceptions of the stakeholders (Hall et al., 2023). Premium sportswear stories of sustainability, community and responsible business can complement performance and innovation stories. However, such inconsistency will not bring authenticity, and it must be the result of credible organisational action. As mentioned by Avery and Greenwald (2023), associations can make a significant contribution in building a personal brand by ensuring it is clear and consistent. However, the principle applies to corporate sportswear. The emotional differentiation alongside the functional credibility and coherent identity that a sportswear narrative for premium must discover and balance.
[bookmark: _Toc240573422]2.7 Critical Synthesis and Literature Gap
It is generally agreed in the literature that stories can shape brand perceptions, feelings and behavioural engagements, but the mechanisms and conditions are not agreed upon. Effectiveness seems to depend at least on story characteristics, authenticity and consumer involvement. According to Kaur et al. (2024), storytelling can reinforce brand image, and Teraiya et al. (2023) linked the concept of storytelling with brand equity and consumer experiences. However, engagement does not necessarily result in purchase behaviour. Engagement can influence purchase decisions. On the other hand, Hong et al. (2022) argued that emotional and cognitive reactions affect the brand attitude. This implies that the purchase intention might be affected indirectly via the use of storytelling. While tourism, luxury fashion, online retail and digital marketing are studied, there is scarce literature on premium running footwear. The case studies that Rachbini et al. (2023) use are those of luxury fashion, which is why they are different from sportswear, in that running shoes incorporate performance, technology and symbolic identity. In addition, the Narrative Transportation theory has not been much explored in premium sportswear. This study thus fills a relevant conceptual and empirical lacuna by exploring how the storytelling of On Running generates consumer reactions and purchase intention.
[bookmark: _Toc240573423]2.8 Conceptual Framework and Expected Relationships
The literature confirms a conceptual model in which the concept of brand storytelling is the main explanatory variable and purchase intention is the major behavioural measure. Narrative Transportation Theory (NPT) offers a theoretical account of how consumers can become emotionally and cognitively engaged with the brand storyline (Primanto et al., 2025). This immersion can affect your emotional involvement with the brand and perceptions about it, which in turn can drive purchase intention. The expected relationship can be represented as shown in figure 2.2.
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[bookmark: _heading=h.50rzavmq2ple][bookmark: _Toc240573602]Figure 2.2: Conceptual Framework
(Source: Self-Developed)
Consumer responses include emotional engagement, brand image, perceived brand value and brand attitudes. More robust and compelling storytelling should result in increased narrative engagement and more powerful engagement should lead to improved consumer responses (Didi et al., 2022). These reactions can then drive the willingness to buy. The relationship is not determinative as consumers are still comparing prices, performance, availability and their needs. Storytelling is thus seen as a supporting influence in the broader buying process. The analysis serves as a guide for analysing how On Running's narratives impact consumers and how On Running's narrative experiences can positively affect purchase intention.
[bookmark: _Toc240573424]2.9 Chapter Summary
This chapter critically analysed the literature on brand storytelling, consumers' behaviour, and engagement in emotion, digital communication and purchase intention. Results from the literature suggest that stories have some influence on the meaning and consumer relationship, but effectiveness of storytelling depends on authenticity, relevance, context, and consumer interpretation. However, the influence that storytelling has on purchase intention can be indirect, affecting consumers' brand image, perceived value, emotional involvement and attitudes. Narrative Transportation Theory is an appropriate theory because it explains one's cognitive and emotional absorption in narratives. In the light of the evidence uncovered by the review, a basic investigation of premium running footwear and On Running in particular was conducted in the following chapter.


[bookmark: _Toc240573425]Chapter 3: Research Methodology
[bookmark: _Toc240573426]3.0 Introduction
This chapter presents the methods used to investigate the effect of brand storytelling on consumers' intention to buy On Running shoes. It talked about philosophy, design, data collection, subjects, sampling, purpose of interviews, analysis, synthesis of results, research quality, research ethics, and limitations. There is a use of positivist philosophy in this study, which further involved a mixed-methods case study design. The data collection shows a mixed method of semi-structured interviews and a structured online questionnaire, with qualitative analysis based on thematic analysis and quantitative analysis conducted with Microsoft Excel.
[bookmark: _Toc240573427]3.1 Research Philosophy: Positivism
Research philosophy refers to the assumptions related to how knowledge is produced and evaluated. The selection of research approaches is influenced by research philosophy (Gamage, 2025). Positivism philosophy lays emphasis on objective evidence and measurable relationships. Interpretivism provided a counterpoint as it was subjective about meanings and experiences. Makateng and Mokala (2025) identified qualitative methodology with understanding individual experiences and interpretations. This study, however, called for measurable evidence of the relationship between brand story and purchase intention in addition to consumer explanations. Therefore, this study has applied positivism philosophy to determine the relationship between brand storytelling and consumer purchase intention. This philosophy has been suitable since the questionnaire measured the perception of the consumer numerically and established a relationship between storytelling and purchase intent. The interview results further strengthened the central aims of the study to generate discernible evidence.
[bookmark: _Toc240573428]3.2 Research Design: Mixed-Methods Case Study
In the field of research, formulating a research problem involves using a research design (Susilawati et al. 2025). Verma et al. (2024) emphasised the need for consistency in the goals of research and methodological choices. Using a mixed-methods approach, this study has employed a case study approach, with focus on On Running, which is a premium Swiss athletic footwear brand. Primary data in this study has been gathered using both qualitative interviews to explore the level of impact of storytelling elements on consumers, and quantitative surveys to examine the correlation between perceived storytelling and purchase intent. A quantitative approach alone might have been used to measure relationships, but it would have not captured consumer interpretation. If a qualitative-only approach had been used, a greater depth would have been provided, but with less numerical data. Hence, the mixed design methodology was adopted as both forms of evidence were required. This research is specifically concerned with storytelling elements of On Running, which is considered suitable for the case study approach. This allowed for a narrative-type study of the storytelling with a premium running-shoe brand.
[bookmark: _Toc240573429]3.3 Data Collection Methods
Data collection is defined as the activity of gathering data pertinent to the study problem, with an aim to gain actionable insights about the research topic (Sreekumar, 2023). Semi-structured interviews and a structured online questionnaire were the primary tools used in the research.
[bookmark: _Toc240573430]3.3.1 Qualitative Data: Semi-Structured Interviews
Qualitative data collection is a systematic way of gathering non-numerical information. This method helps to answer questions about "why" and "how" behind human experiences. Semi-structured interviews were conducted with pre-formulated questions that allowed for expansion of response. Islam et al. (2022) explained that a qualitative data collection method involves a structured procedure to collect information. It provides an opportunity for participants to provide contextual information. This study has targeted about 5 interview participants, who are mostly customers and brand enthusiasts of On Running. The participants were selected purposely, using the running clubs and On's fan community. The interview questions focused on awareness of On's story, emotional responses, attitudes and purchase predictions. The interviews were recorded, transcribed and analysed thematically. Conversely, looking at the scope of detailed responses, semi-structured interviews are more reliable and valid, while unstructured interviews would have limited consistency of responses and fully structured interviews have limited flexibility. For this, semi-structured interviews were chosen. The method was thus considered valid, as it enabled the creation of equivalent discussion zones while enabling consumers to represent their own interpretation.
[bookmark: _Toc240573431]3.3.2 Quantitative Data: Structured Online Questionnaire
The systematic way to gather numerical, and measurable information to examine relationships, and generalize findings in the presence of a wider population is referred to as quantitative data collection. Collection of the quantitative study was conducted via online survey platform, Google Forms. It has used a structured online questionnaire, containing a set of 10 MCQs, with focus given on 5-point Likert scale. The use of structured questionnaires allowed respondents to be recorded in a standardised manner to be compared. Kumar et al. (2023) expounded the importance of systematic development of an instrument for conducting research. To measure purchase intention, Likert scale items were used, and items addressing engagement and connection with On's brand story were used for brand storytelling perception. Other variables, such as emotional connection and brand image are taken as mediators. The questionnaire was distributed through social media and email lists to On’s customers, with a target of N=30. It was appropriate to use a questionnaire as it ensured standardised answers were recorded efficiently and numerical data could be analysed statistically.
[bookmark: _Toc240573432]3.4 Target Participants and Sampling
The target population are those who are relevant to the aim and objectives of the study. Willie (2024) stated that once the population is specified, the broader group of people that the research targets become defined. This study has targeted adults who are athletes and run and participate in fitness activities on regular basis. It is also ensured that the chosen sample is influenced by On marketing, both as past and potential customers. Eligible individuals were checked for their knowledge about the On brand, and variation in age, gender and geographical location was valued.
[bookmark: _Toc240573433]3.4.1 Interview Participants and Purposive Sampling
The recruitment was done from running clubs and On-related communities. The number of participants for the face-to-face interview was 5 people. One or two members of On marketing staff were interviewed, but the main emphasis was on consumers. Purposive sampling has been deemed to be appropriate, as the participants needed to be familiar with On Running's brand storytelling to be able to respond relevantly.
[bookmark: _Toc240573434]3.4.2 Survey Participants and Sample Size
The purposive sampling method was employed where participants were selected based on their having characteristics relevant to the study. Customers and brand enthusiasts were identified as the primary participants. The questionnaire sought feedback from adult runners, fitness fans, existing On customers and undecided prospects who were aware of running shoes of On. A sample size of 30 was deemed suitable, considering each one of these participants to have bought On Running shoes in recent time (last 3-6 months). The sample size was practical for time available and analysis of data. However, the small size of this study limited the generalisability of the results and statistical power.
[bookmark: _Toc240573435]3.5 Purpose of Interviews
The analysis of this study was based on consumers' perception and value of On Running's storytelling by conducting interviews. Makateng and Mokala (2025) indicated that the qualitative research method is useful for investigating real-time experience and meanings. The interviews focused on the origin story of the founder, origin of the technology, and community-spirit. These were ones they wondered if they triggered emotional connection, they directly sparked the trust and how consumers saw On's story. There were some interesting areas of the interviews where there was a contrast between On's intent and what the consumers heard. Their conclusions were to inform the design of the questionnaires and the interpretation of quantitative data. It was acceptable because consumers had the opportunity to communicate subjective responses and meaning that could not be analysed in the numerical format used for the questionnaire.
[bookmark: _Toc240573436]3.6 Data Analysis Methods
Data Analysis comprised organising the information gathered to look for patterns, relationships, and themes. Qualitative and quantitative evidence was obtained via different procedures in the research study.
[bookmark: _Toc240573437]3.6.1 Qualitative Analysis: Thematic Analysis
The interview transcripts were analysed using thematic analysis. This included a process of reviewing transcripts, coding responses, and categorising related codes into themes, which showcased alignment with Braun and Clarke's thematic analysis. The analysis focused on perceptions of On Running's storytelling, emotional connections and purchasing behaviour. The results obtained in the interviews were also added to the quantitative results. Cheong et al. (2023) have proven the role of systematic procedures in qualitative research. Thematic analysis was thus chosen as a structured method of coding for similarities and differences, as well as for identifying unexpected consumer perceptions. The approach was legitimate because the interview part did not ask for measurements, but meanings and experiences.
[bookmark: _Toc240573438]3.6.2 Quantitative Analysis: Microsoft Excel
Collected quantitative data were analysed using Microsoft Excel. Data were first thoroughly checked for completeness and accuracy, then coded. Data collected from the participants and individual answers to each one of the survey questions were then summarised by means of descriptive statistics, such as frequencies, percentages, means and standard deviations. Additionally, the study employed the Pearson correlation method and Multiple regression as analysis methods that were used to explore the relationship, strength and significance between brand storytelling and purchase intention. The plan also mentioned the use of factor analysis and regression analysis to assess the relationship between storytelling perception and purchase intention. Triangulation was mentioned as one method of robust conclusions with various kinds of evidence (Dzwigol, 2022). In short, quantitative findings were taken into consideration and connected to the qualitative themes. Microsoft Excel has been appropriate because of functions to clean, summarise and analyse quantitative data.
[bookmark: _Toc240573439]3.7 Integration of Qualitative and Quantitative Findings
Both qualitative and quantitative results were merged to construct a general interpretation of the research problem. Saliya (2023) emphasised integration in situations where multiple evidence types were needed. The interviews gave detailed explanations on consumer perception, while the questionnaire gave hard numbers with regard to storytelling and purchase intention. Themes deduced from interview responses were then compared with quantitative patterns, with an aim to seek agreement or differences. The objective was to intuit that this Best Buy integration was justified as storytelling was both subjective interpretation and measurable consumer response. 
[bookmark: _Toc240573440]3.8 Reliability, Validity and Trustworthiness
Reliability was defined as consistency in measurement, and validity as an instrument's measure of the concepts. The study by Sundqvist (2024) showed that the methodological decisions had an impact on the quality of the research. To ensure the reliability of the questionnaires, it was attempted to use standardised questions and Likert scale items. The alignment of items on questionnaires with the concepts developed in the literature review supported the validity. Face-to-face interviews were conducted accurately, with the systematic thematic analysis being used to support interview trustworthiness, in addition to a pre-designed interview guide. These procedures were valid because the evidence has been credible, considering the data collection process to be carried out consistently and interpreted both statistically and systematically.
[bookmark: _Toc240573441]3.9 Ethical Considerations
Ethical issues understanding of protecting participants, including rights, privacy and wellbeing. Jamaluddin et al. (2025) stressed the need for systematic research methodology. Participants were informed about the research prior to participation and participation was voluntary. Confidentiality and anonymity were respected and collected data were handled securely and anonymously utilised for academic research. Participants were aware of the practice of recording and transcribing an interview. Primary data were collected with ethical clearance. The reasons for these procedures were that primary information was gathered from participants.
[bookmark: _Toc240573442]3.10 Methodological Limitations
There were a number of methodological problems with the study. The number of interview participants (5) and survey respondents (30) were relatively small, limiting the generalisability and statistical power with which to evaluate the results. Recruitment may have been purposive, which may have created sampling bias due to response bias where certain consumers with high engagement with On Running were more likely to participate. Purchases were self-reported and may not have been actual purchases. In addition, other variables, such as price, design and personal need, are not completely detached from storytelling and have influenced buying decisions as well. The use of single brand case study has limited the use of findings to other brands or industries. The above restrictions were agreed to since selected methods have been affordable within the scope of the study and brought both qualitative and quantitative evidence.
[bookmark: _Toc240573443]3.11 Chapter Summary
This chapter described the methodology that was employed to examine On Running's brand storytelling, and whether this was impacting consumers' purchase intention. The study was conducted using a positivist philosophy and case study design focusing on mixed methods. Thematic analysis was used to analyse the qualitative data, and descriptive statistics, Pearson correlation and multiple regressions with MS Excel. Excel was used to analyse the quantitative data. Both datasets were merged to gain a holistic view of how consumers are reacting to On Running's stories.


[bookmark: _Toc240573444]Chapter 4: Data Analysis
[bookmark: _Toc240573445]4.0 Introduction
The results from the quantitative survey and qualitative interviews on brand storytelling and consumers' purchase intention towards On Running shoes were presented in this chapter. There were 30 responses in the quantitative dataset and 5 semi-structured interviews as qualitative evidence. The analysis included descriptive patterns, correlations and regression findings before four themes were presented from the interview data. The results were also contrasted to see the common and different elements between the two data sets. 
[bookmark: _Toc240573446]4.1 Findings from Survey Responses
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[bookmark: _heading=h.wqxkyovyvnto][bookmark: _Toc240573603]Figure 4.1: On Running Ownership Experience of Respondents
(Source: Survey Responses)
The first question ascertained respondents' familiarity with On Running. At the moment, 76.7% owned at least one pair of On shoes; 16.7% had owned On shoes in the past. A small percentage actively followed the brand but not in their own name, or had no experience. The result shows that the participants had direct or prior contact with On Running, which is a factor that supports the analysis of the brand storytelling and intention to purchase On Running products. The high percentage of current owners, however, does not necessarily indicate that the results highlight completely new prospects.
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[bookmark: _heading=h.ws7d9mlv1lmf][bookmark: _Toc240573604]Figure 4.2: Age Distribution of Respondents
(Source: Survey Responses)
The respondents were mainly young adults. 66.7% were aged 20–24, 20% were aged 25–34, and 13.3% were aged 35–44. The ages of all respondents were less than 45. The sample was therefore predominantly composed of younger consumers. This is important in the study as it analyses the human-to-human communication process by means of brands so far as digital is concerned. The age distribution, however, foreclosed the generalizability of the results to older consumers.
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[bookmark: _heading=h.ecdce9ljj6f5][bookmark: _Toc240573605]Figure 4.3: Gender Distribution of Respondents
(Source: Survey Responses)
The gender ratio was fairly even, with 53.3% of respondents being male and 46.7% being female. None of the respondents indicated a preference to skip the question by preferring not to say. The difference between the number of males and females was relatively small, suggesting the survey was not strongly gendered. However, these proportions represent the sample of 30 and do not reflect the wider base of On Running's customer subscriber base.
[image: ]
[bookmark: _heading=h.qns4uurey1fw][bookmark: _Toc240573606]Figure 4.4: Respondents’ Awareness of On Running’s Brand Storytelling Themes
(Source: Survey Responses)
76.7% responded with a Yes, meaning they had noticed or remembered particular themes in Storytelling. 13.3% replied 'No ', and 10% did not recall. The finding shows that most of the respondents were able to recognise the storytelling. This is significant as storytelling can help with customer engagement and purchasing decisions (Mavilinda et al., 2023). Thus, the respondents' brand experience contained On's story communication, evident by the high level of awareness.
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[bookmark: _heading=h.akhho57tqjkn][bookmark: _Toc240573607]Figure 4.5: Most Recognised Brand Storytelling Themes of On Running
(Source: Survey Responses)
Engineering from Switzerland was the most popular theme, with 53.3% of the selections. Sustainability, circular design and eco-innovation were 20%, and 'elite athletic performance and athlete partnership' was 16.7%. Minimalist aesthetic/modern urban lifestyle and sensory movement were chosen by smaller shares. The data show that technical innovation and engineering were the biggest associations with On's act of storytelling. This implies close relations between brand narrative and product technological identity. Storytelling can sway perceptions of a brand, spread brand meaning and reinforce brand image (Kaur et al., 2024).
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[bookmark: _heading=h.whqo5vyyaqvp][bookmark: _Toc240573608]Figure 4.6: Main Channels Through Which Respondents Encountered On Running’s Brand Story
(Source: Survey Responses)
The primary channel used for social media campaigns was at 63.3%, and the official website was at 23.3%. Fewer were chosen via in-store retail displays, athlete or ambassador profiles and word of mouth. This means that respondents most commonly said they heard On's story on a screen. The discovery is relevant because consumers can engage with and disseminate brand stories in digital environments, not just from the brand. As per (Hong et al. (2022), the involvement of consumers in brand storytelling also has an impact on their emotional and cognitive responses to the brand.
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[bookmark: _heading=h.abockya9avdd][bookmark: _Toc240573609]Figure 4.7: Perceived Authenticity of On Running’s Origin Story
(Source: Survey Responses)
The responses were generally positive. 56.7% agreed in total that the origin story was true, 26.7% agreed, and 30% strongly agreed. However, 23.3% strongly disagreed and 16.7% were neutral. Authenticity was identified by more than half of all respondents with a positive perception, but not a unanimous one. This is important since the credibility of brand stories may be affected by perceived sincerity. Similarly, sustainable brand storytelling research also points to credibility and organisational behaviour as elements that are significant to perceptions of sincerity (Huang et al., 2022).
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[bookmark: _heading=h.f58cic2yo504][bookmark: _Toc240573610]Figure 4.8: Mean Scores of Brand Storytelling Perception Measures
(Source: Survey Responses)
For each of the four statements, the majority of people circled the Agree (4) option. These statements included the CloudTec® story, messaging around the campaign, sustainability storytelling and the link between On shoes and consumer identity. There were also some Strongly Agree responses, and relatively fewer selected the lower categories of agreement. In general, it looks like a positive pattern for On's storytelling. It adds to the research that established that story-driven marketing can shape customer perceptions and experiences of a brand (Karampournioti and Wiedmann, 2022).
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[bookmark: _heading=h.k2jyx37g3brj][bookmark: _Toc240573611]Figure 4.9: Mean Scores of Consumer Purchase-Intention Measures
(Source: Survey Responses)
The overall pattern of response was positive for the five statements, with typically high category responses for Agree (4) and Strongly Agree (5). The findings show that there is a correlation between positive beliefs about On's storytelling and purchase intention. The results, however, do not provide proof of causation. Chang (2025) studied storytelling in relation to readers' brand perception and engagement with the brand in prior studies, which found that storytelling could be a factor influencing purchase intention.
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[bookmark: _heading=h.1f9f622pcrb9][bookmark: _Toc240573612]Figure 4.10: Primary Factors Influencing Consumer Purchase Intention
(Source: Survey Responses)
A total of 24 respondents answered this question, with 54.2% saying brand story/values and identity and 41.7% saying physical comfort/ergonomics. This means there was a need to buy for both the narrative and functional aspects. Storytelling, brand, and brand identity strengthen brand experience and engagement, which contributes in a positive fashion to storytelling purchase intention (Mahjudin and Suhermawan, 2026). Overall, responses obtained against this survey question have indicated high familiarity with On Running alongside high awareness of the stories and generally positive perceptions, setting the foundation for the subsequent correlation and regression analyses.
[bookmark: _Toc240573447]4.2 Descriptive Analysis
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[bookmark: _heading=h.1ek1bgqvoe5x][bookmark: _Toc240573613]Table 4.1: Descriptive Analysis
The descriptive analysis included 30 survey responses, and their characteristics were enumerated, and perceptions of On Running's storytelling were explored. The majority of the respondents were familiar with On shoes, having used the brand for the first time (76.7%) or in current usage (16.7%). The sample was predominantly aged 20–24 (66.7%), while 53.3% were male and 46.7% female. There was awareness of storytelling, with 76.7% noting or remembering themes. The most familiar response was Swiss engineering, laboratory testing, and precision craftsmanship (53.3%). Sustainability and circular design came in at 20%, and elite performance and athletic partnerships at 16.7%. Zhang and Liu (2023) found that brand-story themes can influence brand attitudes, supporting the relevance of these narrative associations. The official website was reported as the storytelling channel by 63.3% of the respondents, and 23.3% found it to be social media. 
Zhang and Zhang (2023) associated the concept of brand social interaction with purchase responses. In overall feelings about authenticity, 56.7% agreed or strongly agreed that On's story leading up to the current project was real, while 23.3% strongly disagreed. According to Massi et al. (2023), consistency of brand experiences is crucial, and authenticity plays a significant role in achieving that consistency. The general means of the story telling and purchase intention were 3.63 and 3.67, respectively, both of which were above the neutral point. Likewise, Moreno et al. (2023) identified the function of storytelling in capturing attention. Lastly, 54.2% responded that brand story, values, and identity were the primary reason for their purchase, whereas 41.7% chose comfort and ergonomics. Lee and Zhao (2023) proved that brand-equity perceptions are relevant to purchase intention.
[bookmark: _Toc240573448]4.3 Regression Analysis
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[bookmark: _heading=h.5dgauwepthsf][bookmark: _Toc240573614]Table 4.2: Regression Analysis
Multiple regression was conducted to determine if the storytelling-related variables as a group accounted for variability in the purchase-related measure. A Multiple R = 0.589 and an R² = 0.347 were obtained for a model with 30 observations and 13 predictors that captured 34.7% of the variation. The adjusted R² was, however, −0.18,d as there were relatively more predictors and the sample size was small. There was no significant overall model (F = 0.655, p = .776), which indicates that the variation among the predictors was insufficient at the 5% significance level. The individual coefficients were also not significant. For example, storytelling-perception measures produced B = 0.527, p = .250 and B = 0.272, p = .554, while purchase-related variables produced p-values of .679, .990, .857, .966 and .944. 
Consequently, from the listed model, none of the predictors were analysed to have an effect significantly different from zero. The storytelling process can have an impact on purchase intention that can be mediated by brand image and brand engagement (Chang, 2025). The present findings, however, indicate that the positive descriptive responses were not statistically related in predicting responses. This should be interpreted with care, and only for the sample, since the regression results were obtained from so few variables and individuals. In addition, the ratio of predictors to sample size may have made the sample too small to provide the model with strong statistical support and precise explanation. Hence, the results of the regression should be taken with a pinch of salt and not extrapolated to the population at large other than the sample of this study. Andhini and Andanawarih (2022) stated that brand stories were relevant to brand perception and purchase intention among Gen Z consumers. In all, the coefficient of regression is not statistically significant, even in the face of generally positive descriptive responses made by the respondents.
[bookmark: _Toc240573449]4.4 Correlation Analysis
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[bookmark: _heading=h.lkaxxsxcbodo][bookmark: _Toc240573615]Table 4.3: Correlation Analysis
The relationship between perception of storytelling and purchase intention was assessed using the Pearson correlation analysis. Combined storytelling-perception and purchase intention measures resulted in a strong positive correlation between the two, in the 30 respondents, with r = 0.737 (p < .001). Higher scores in the perceptions of On Running's storytelling were correlated with higher purchase-intention scores. There were also positive relationships in the individual correlation matrix, with the strongest relationship being r = 0.779. Joshi et al. (2022) have found a correlation between storytelling, Consumer engagement and purchase intention. Jafarova and Tolon (2022) further correlated content marketing with intention to purchase and content-related outcomes. 
In addition to social and barrier considerations, social and information influences can also act on purchase intention (Ling et al., 2024). Thus, the correlation is an association but not a cause and effect. Importantly, the significant correlation differed from the non-significant regression model (F = 0.655, p = 0.776), which indicated that storytelling perception at the bivariate level was strongly correlated, although it failed to show a significant predictive effect when multiple variables were used. The results indicate that storytelling perceptions were significantly related to purchase intention, though the effect of the relationship needs to be considered together with other consumer factors in the sample. The positive correlation lends credence to the hypothesis that favourable attitudes toward the brand storytelling could be related to positive responses to buying. The difference between correlation and regression, however, illustrates the need to take into account the method of analysis employed. Thus, the result gives evidence of association, not a causal relationship nor an independent prediction of purchase inclination related to storytelling (Handranata and Kalila, 2025).
[bookmark: _Toc240573450]4.5 Thematic Analysis
Five transcripts, as obtained from the conducted interviews, were thematically analysed. Participants were regular, casual and design-conscious runners and talked about exposure to On Running, brand origin, athletic partnerships, experience, design, price and running communities. Four themes emerged from the analysis.
[bookmark: _Toc240573451]4.5.1 Theme 1: Innovation and authenticity of brand story of On running shoes
The first theme helmed was on innovation, creativity and perceived authenticity in On Running's origin story. All five participants remembered the garden-hose story and its evolution in the Swiss Alps, which demonstrates the memorability. Participant 1 said this is because the company's record was unusual, and that it was a ‘real problem' being solved, and not just another running shoe. Participant 2 also talked about how interesting the story is and how it is linked with creativity and innovation. Participant 3 shared the personal experience where the story went beyond the competitors and personality, memorability and developing a new solution. Participant 5 agreed that the idea of a garden hose was different to the usual brand stories and connected it with creativity and innovation. The responses suggest that the origin story was presented less as background information, and more as proof of On's innovative identity.
On was also linked to authenticity in terms of their use of athletes and running communities. Participant 4 said the partnerships were 'genuine, but still used for advertising' and that the presence of athletes contributed to consumers' confidence in the performance of their products. As such, this indicates that commercial communication was not an obstacle to authenticity for the participants. Rather, it seemed that authenticity relies on the coherence of the narrative with On's role as a proponent of running and the nature of running products. Running communities and pro-athletes also helped to make the story believable and understandable. Cai et al. (2025) stated that storytelling was one component of social-media marketing that could influence consumers' purchase intentions. Likewise, in the present interviews, it was found that On's narrative was not only interpreted based on the product claims but also could be interpreted by the identifiable stories and experiences. Overall, the central theme of the story was innovation, which was reinforced by athlete relationships and the community connection. Moreover, it was noted by the interviewed participants that the story labelled and differentiated On from other market players. Participation of an athlete and involvement of the community were all strange enough to make the brand stick in the athlete's mind. As a result, it was revealed that perceived authenticity arose based on consistency between the story, the invention of products and running culture. This aligns with the idea that brand stories can help forge deeper connections with consumers when they appear relevant and believable. The design therefore intends to highlight newness and authenticity of the brand messaging for On Running.
[bookmark: _Toc240573452]4.5.2 Theme 2: Link between performance, technology and product experiences of running shoes of On
This theme is about the relationship between the On Running brand story and the functional experience of On Running products. Most participants read and understood the brand story in conjunction with personal comfort, weight and performance. This was especially true in regard to the description of running on clouds, which expressed a sensory experience associated with the use of the shoes in a simple and very neat way. Participant 1 reported that the shoes were comfortable and soft and that the product description in the marketing was clearer in their personal experience. This means that the experience of the direct product reinforced the sense and validity of the story. Participant 2 again commented on the lightness and comfort of the shoes, and the ability of the phrase to make the product memorable. This implies that the storytelling process enabled participants to learn and remember the product experience by associating the unique expression with the functional benefits.
Participant 5 had a contrasting viewpoint, pointing out that the above phrase, “running on clouds,” seemed like a selling pitch, but was clearer-minded when he or she wore the shoes. It shows in the initial viewing level that there might be initial questions about the branding story, and after experiencing the product, the message might be strengthened. Technology and engineering have also appeared several times as a product value component. The technology used for On's shoes was mentioned by participants when describing the reasons why the shoes may have a higher value. The innovation narrative thus enabled visualisation of technical specifications and helped to grasp the brand's premium positioning. It was noted by Chen et al. (2024) that fashion-brand content marketing might affect purchasing intention through information adoption. Likewise, the findings of the present study suggest that technological and product information was used by the participants to interpret On's brand story. In general, the sense of comfort, lightness of construction and technology in storytelling proved to be most meaningful. They also found that the story's experience of the product influenced the believability and meaningfulness of the story. It assisted to create a tale easier to keep and understand to listen to, as a result of the link that technical innovation and true comfort. On the basis of the results, the authors believe that the best storytelling happened when On's students had experiences with the products as well as shared their stories. The theme highlights the partnership between performance and technology, and between global consumer experience and brand perception in order to inform the understanding of the brand's premium positioning.
[bookmark: _Toc240573453]4.5.3 Theme 3: Lifestyle positioning of On shows its premium design, identity and perceived value in the market
The third theme was that Of Running is a blend of practical performance and high value design and visual identification. Others discussed this aspect on a regular basis and considered them as walking shoes and as a statement of status and style. Participant 2 commented that the shoes were decent looking, they fit him, and for him they were very versatile and useful to have for running purposes and other activities. This demonstrates that On has taken a lifestyle positioning in relation to sport clothing. Participant 3 agreed that comfort and design created simultaneously, brand visibility had contributed to On's successful brand image. The visual aspect of the uniqueness appeared to possess good support to the effectiveness of the functional aspect of these shoes. This was not a design vs performance, but it was design and performance. It was also noted that the concept of design versus performance was not the issue, but rather design and performance.
The matter of the premium-price also was touched on several times. Participant 1 said that knowledge of technology and design added value to the price and the story presented by the brand added more value. Participant 4 also described that information regarding technology and design was another reason for being easier to understand the higher price and contributed to a feeling of high quality for the shoes. A similar response came from Participant 5 who stated that technology, engineering and design converted the higher cost to a benefit for the consumers. These responses indicate the creation of perceived value for the functional benefit, technological innovations and symbolic identity. Cho and Cho (2025) explored the impact of brand experience-driven digital interactions on purchase intention and consumers' reactions to brand information. The premium dimension however was found, mainly in interviews, during this age to be design, technology, comfort and perceived value. 
These results have altogether revealed that On's storytelling made this product have a rich meaning around its unique design and technical aspects, meeting its high product positioning. Findings indicate that consumers perceived On Running as both functional utility and as having symbolic value. The special styling lent itself to being appreciated by the brand, while the technology and comfort adds an earthly justification behind the price. Brand story, then, appeared to resonate with the target audience by connecting attributes to their identity and values of the product. The analyses overall indicated that design, performance, innovation and storytelling were also perceived to have an impact on the overall image of On's premium image, but the image did not necessarily stem from the visual.
[bookmark: _Toc240573454]4.5.4 Theme 4: Emotional connection, community and purchase-related responses
The fourth theme focused on emotional connection, participation in community, as well as responses to purchasing. On's stories were described as motivating and inspirational by the participants and discussed by both ordinary and professional runners. Participant 2 said that it was a fun idea to use storytelling and that it was a good idea to have professional athletes and regular running communities join together. Participant 3 also repeated that innovation, athletes and running communities provided consumers an opportunity to engage with On beyond the shoe itself. The interviews also directly fed into data gathered from the perspective of purchase-related responses. Participant 2 said the garden-hose origin story raised curiosity to try on the shoes. As for the premium price, Participants 1, 2, 3, 4 and 5 linked the brand story with the perception of premium price or acceptance of the premium price. As noted, Lady et al. (2025) conducted an investigation into the topic of buying intention in an online fashion purchase context and stressed the importance of considering consumer characteristics and context. 
The present interviews also revealed that the purchase-related responses were not purely generated by storytelling; comfort, design, technology and brand identity were inspected based on each other. It was also apparent that the participants had access to On in the community. Participant 1 first spotted the shoes at a local gym and through social media, with Participant 2 getting to know about On’s running shoes from Instagram and then in an offline shop. Participant 5 read the advert on their YouTube and social media screens and found the product brand through such methods due to the message being delivered to offer a narrative surrounding the product. Wang et al. (2025) discovered that there were differences between how traditional media and social media function in the purchase-intention process. The interview evidence for this study also confirmed that social media and digital media are relevant first points of origin for stories. From the results it is obvious that the technique of stories and experiences in community made emotional development succeed. The regular use of professional runners' profiles and regular runners made the brand seem more realistic. This match was intended to do just that, and indeed it did, building a sense of community and boosting the aspirational qualities of the brand. The theme's overall idea is represented in a way that storytelling wasn't just about simply sharing the product, but also getting consumers to interact with On Running and think about buying a shoe.
[bookmark: _Toc240573455]4.6 Comparative Summary of Qualitative and Quantitative Findings
	Research area
	Quantitative finding
	Qualitative finding

	Story awareness
	76.7% noticed/remembered On's storytelling
	Participants recalled the origin story

	Innovation
	53.3% identified Swiss engineering
	Participants described the brand as innovative

	Authenticity
	56.7% agreed/strongly agreed with origin-story authenticity
	Participants generally described the story as genuine

	Digital exposure
	63.3% identified social media
	Instagram, YouTube and social media were mentioned

	Purchase driver
	54.2% selected brand story, values and identity
	Participants linked storytelling with value and purchase consideration


[bookmark: _heading=h.5wl4tv2ehbzc][bookmark: _Toc240573616]Table 4.4: Comparison of Quantitative and Qualitative Findings
There were some common threads in the quantitative and qualitative results. The survey results revealed that 76.7% of respondents had noticed or remembered On's stories and the interviews demonstrated that all five participants remembered the story of the garden hose. Swiss engineering and precision craftsmanship was the top association with Swiss as identified during the survey (53.3%), and was repeatedly linked with On throughout the interviews as an attribute of innovation and engineering and technology. Findings of Chen et al. (2024) on information-based fashion content provided a relevant external comparison. It also revealed that 63.3% were exposed via social media, with a couple of interviewees stating they came across On for the first time via Instagram and YouTube or social media in general. The pattern in the quantitative data around digital exposure was followed up by the qualitative evidence. Lastly, the survey showed an overall score for telling through the media of approximately 3.63 for storytelling-perception, 3.67 for purchase-intention and r = 0.737 for the correlation. The interviews also corroborated this pattern, as participants connected storytelling with curiosity and emotional ties, product value and product purchase considerations. 
The correlation between the purchasing intention and digital marketing activities has also been found by the researchers (Pinca et al., 2024). The regression model was, however, not statistically significant (F = 0.655, p = 0.776). As a result, the positive descriptive and correlations reported need to be treated as indicative and not as statistically proved. If the study sample is small, combined sets of data lend more confidence to the consistency of the findings within the study sample. Storytelling was a key element in survey responses, and explaining in the interviews revealed how storytelling was perceived and understood through the words of innovation, comfort, design, community and value. Yet, the results also show that there existed functional and symbolic product attributes that work alongside storytelling. In line with this, Andhini and Andanawarih (2022) also emphasised the link between brand stories and brand perception and willingness to purchase among young audiences. The mixed-methods findings thus support the discussion in the discussion chapter.
[bookmark: _Toc240573456]4.7 Summary
This chapter reported-back quantitative and qualitative contents related to On Running's brand story and consumer's purchasing intentions. The survey showed a high level of brand familiarity, awareness of storytelling and overall positive responses to storytelling and purchase. Relying on the correlation analysis, the strong positive relationship was found between perceptions of storytelling and purchase intention, while regression analysis was not significant. The themes that emerged from the interviews were broken down into four themes: innovation and authenticity, performance and technology, premium design and perceived value, and emotional connection and community. Data focused on innovation, digital exposure, product experience and purchase-related reactions demonstrated good convergence between both datasets, with interesting insights into the speed of change.


[bookmark: _Toc240573457]Chapter 5: Discussion
[bookmark: _Toc240573458]5.0 Introduction
This chapter elaborates on the findings of the study on the effect of brand storytelling on consumer purchase intention in the case of On Running shoes. Results are analysed with regard to the research questions, existing literature, and Narrative Transportation Theory. A specific focus is placed on the connection between storytelling perception and purchase intention, the regression results, and the four themes that arose from the interviews. This chapter has further examined limitations of the findings and research implications, along with both theoretical and practical scope.
[bookmark: _Toc240573459]5.1 Overview of Key Findings
It is analysed from primary findings that the storytelling approach of On Running was invisible and mostly positive. The greatest association of storytelling was with Swiss engineering, laboratory testing and precision craftsmanship, while social media was the primary channel reported for exposure. Everyone mentioned the story of the garden hose and how it was related to innovation and creativity. The quantitative results showed favourable attitudes toward storytelling and favourable purchase intentions overall. The overall mean of the items on the Storytelling perception was around 3.77, and the purchase intention was 3.67. There was a significant positive Pearson correlation between them (r = 0.737, p < 0.001). However, the regression model was not statistically significant (F = 0.655, p = 0.776). The themes of innovation and authenticity, performance and technology, premium design and perceived value, and emotional connection and community were covered through the interviews.
[bookmark: _Toc240573460]5.2 Discussion of Research Question 1: Perceptions of On Running's Brand Storytelling
The first research question explored consumers' perception of On Running's brand storytelling. The result indicates that storytelling was predominantly perceived as innovation, authenticity, product development and unique brand representation. One of the more vivid memories was the garden-hose moment and the demonstration that On doesn't just design running shoes. The study by Moreno et al. (2023) indicated that storytelling advertisements can grab consumers' attention. This adds to the current observation that the unusual origin story with On was still memorable for participants. However, responses obtained from the interviews suggested that memorability was also connected with perceptions of innovation. The story was not only remembered due to its being unusual, but also due to the linkage with the development of a unique product. The element of authenticity also counted among these. On's relating to athletes and running communities were seen as authentic relations, although many saw their intention to promote. This means that ‘authenticity' was not defined as the lack of commercial communication. The participants, however, focused on the consistency of the story with the brand's segmentation. 
Consistency and authenticity were highlighted by Massi et al. (2023) as one of the key parts of consistent participation in the brand experience. This is seen in the current results as participants link On's story with their perception of its products, athletes and running community. The two put together seemed to boost the tale's authenticity. The findings also showed that storytelling helped to build a brand identity. It is perceived as Swiss engineering, technology, modern design and innovation according to the respondents. There exists a link between narrative branding, brand image and consumer behaviour in the context of luxury fashion products (Rachbini et al. 2023). This is proved from the present results, indicating that narrative branding can play a role in consumer understanding of premium brands. Still, On's identity was more built on innovation, acting and modern design as opposed to luxury symbolism alone. The importance of global brand gestalt to customer satisfaction and repurchase intention (Rantung et al. 2023). Obtained results have specifically shown that consumers were overall impressed by On by means of storytelling, product design, technology and performance. Storytelling was thus part of a larger ‘perception' of the brand rather than being a standalone promotional campaign.
[bookmark: _Toc240573461]5.3 Discussion of Research Question 2: Relationship Between Brand Storytelling and Purchase Intention
The second research question explored the connection between the brand story and the intention to buy the brand. The most positive quantitative evidence was a correlation between epinephrine dosage and the presence of the dilatation rate of +0.737 (p < .001). This suggests that there were positive relationships between the attitudes towards On's storytelling and the buying intentions towards On. The result thus indicated a significant relationship in the sample of this study. To prove this, views of Jafarova and Tolon (2022) considered that referred social-media content marketing to have a positive relationship with brand loyalty and purchase intention. This is pertinent, as respondents reported that social media was the main channel through which they discovered On's storytelling. Pinca et al. (2024) also found correlations between digital marketing strategies and purchase intent. The results corroborate the importance of Digital Communication in influencing consumer reactions. However, the qualitative results provide a visual context which proves that storytelling is not seen independently of other product attributes. Throughout, comfort and technology, engineering and design were discussed repeatedly by participants when describing purchase considerations and On's premium price acceptance. This suggests that the purchase intention consisted of symbolic and functional assessments. 
Handranata and Kalila (2025) dealt with the connection between fashion influencers, brand attitude and purchase behaviour. Their findings illustrate that attitudes have been vital in order to gain an understanding of purchase response. Likewise, the current study proposes that storytelling could influence purchase intention indirectly via the psychological embodiment of brand identity, emotional reactions and perceived value, and not through a one-to-one connection. The regression results offer some helpful qualifications. Although the correlation was statistically significant, the regression model containing 13 predictors was not significant. The model obtained an R² equal to 0.347, whereas its adjusted R² was negative, and the significance was p = 0.776. The number of predictors may be too high relative to the number of observations, which may question the reliability or explanatory power of this model. De Hooge (2025) found that there are variations in purchase intent based on marketing strategy and product characteristics. This altogether confirmed the multidimensional consumer purchase intention interpretation and that storytelling in itself leads to increased purchase intention.
[bookmark: _Toc240573462]5.4 Discussion of Research Question 3: Mechanisms Through Which Storytelling Influences Consumer Responses
The third research question investigated consumer responses as a result of the storytelling. Themes that arose were innovation and authenticity, product experience, premium identity and emotional or community engagement. Firstly, the garden hose story distinguished one On Running from all others by offering an unusual explanation of the development of its product. According to Li and Zheng (2024), communication style can have an impact on consumer purchase intention, which is why it is significant that On communicates the experience of their product. Secondly, storytelling was compared against the actual product performance. Comfort, softness and lightweight construction reinforced the “running on clouds” message. 
It is true that presentation increases purchase intention amongst Generation Z (Hu et al. 2025). El-Shihy and Awaad (2025) noted the significance of user-generated content and brand in influencing the buying decision of Gen Z. Primary results of this study have proved that storytelling had an interaction effect with product characteristics. Thirdly, the storytelling helped to build their sense of premium value, linking them with the higher price of On. Cho and Cho (2025) explored digital luxury experiences and their impacts on consumers' learning about brand information. Likewise, the results demonstrated that symbolic and experiential meanings were related to premium value. Thirdly, storytelling supported the creation of emotional and community bonds. The participants said that the brand was motivating and inspiring, especially with the presence of professional athletes and everyday runners. 
[bookmark: _Toc240573463]5.5 Narrative Transportation Theory and the Findings
The interpreting qualitative results makes use of Narrative Transportation Theory. It helped to recall specific elements of the stories, including the garden-hose origin story, which indicates that storytelling helped to build memorable brand meanings. There were also emotional aspects as the participants reported the storytelling activity as motivational, inspirational and exciting. A brand story conveys meanings beyond the technical aspects of product features, such as runtime, as it was linked to running, achievement and community. Statistically, the results are inconclusive as to whether transportation is responsible for the causality between storytelling and purchase intention. Gamage et al. (2023) looked at advertising formats and brand recall/purchase intent. Their focus on recall is relevant due to the fact that participants have a high rate of recalling the origin story of On, which indicates that memorability could help to engage consumers. The overall results indicated the validity of NTT as an interpretive framework, with the statistical results showing the association, and not causation.
[bookmark: _Toc240573464]5.6 Comparison with Existing Literature and Research Gap
Results align well with previous studies on the relationship between storytelling, digital communication, brand identity and purchase-related responses. But there is one other important distinction between positive consumer perceptions and prediction as assessed in the study. The paper of Walean et al. (2023) linked brand gestalt to brand attitude and revisit intention. The same can be said of the present results, where consumers began to establish their overall impression of On as the result of many elements such as storytelling, technology, design and community. There is a direct impact of gamified metaverse marketing on word-of-mouth and loyalty, as well as the intention to purchase (Al-Adwan et al. 2025). Whilst storytelling is not the same as gamification, the comparison provided shows how contemporary brand communication can affect consumers in various ways. The study approaches the identified research gap by investigating brand storytelling and purchase intention in the case of a specific premium sportswear brand, and using the Narrative Transportation Theory. Mixed methods enable the measurement as well as explanations of consumer response. This helps to illustrate how the story is linked to other innovation, product experience, identity and community processes.
[bookmark: _Toc240573465]5.7 Practical and Theoretical Implications
The results indicate that unique origin narratives can be helpful in brand differentiation and brand memorability. Where innovation-based storytelling stood out for On Running was with its connection to consumers and engineering, together with technology and product performance. Storytelling should still be consistent, however, with the actual product experiences, as participants compared the piece of storytelling against comfort and functionality. Alhomaid (2025) highlighted the importance of trust in relationships between marketing communication and purchase intention. This is applicable to the present study, since consistency between the brand story, the products and the running community affected people's perception of authenticity. Brands should, therefore, ensure their storytelling claims are backed by credible product and organisational practices. On one hand, the theoretical aspects of the study provided evidence of the importance of integration of quantitative and qualitative methodologies. On the other hand, the correlation indicated an association, and interviews helped to uncover how consumers might be describing storytelling with emotion, identity, product experience and community.
[bookmark: _Toc240573466]5.8 Limitations and Unexpected Findings
The primary drawback was that the number of predictors was high while the number of respondents was small in the regression model used. The noteworthy result of this test was the significant correlation but non-significant regression. This, in turn, shows that association between bivariate variables does not necessarily equal significant prediction of multivariable variables. The high percentage of respondents who already had On experience also restricts our ability to make inferences for consumers who have never bought the brand.
[bookmark: _Toc240573467]5.9 Chapter Summary
It suggests that the On Running storytelling evoked perceptions, emotions and purchase intention in the sample. Consumer responses converged on four related attributes of innovation, authenticity, product experience, and a sense of premium identity/community. The level of significance means that there is an association is shown; the positive level of significance means that there is an association is shown; and the non-significant level of significance means that careful interpretation needs to be done. In sum, the research findings offer case-specific perspectives on the potential of storytelling techniques to generate meaning for premium sportswear products and consumers in the purchasing process.

[bookmark: _Toc240573468]Chapter 6: Conclusion
[bookmark: _Toc240573469]6.0 Introduction
This chapter summarises the analysis between the brand storytelling and the amount of buying intention from On Running shoes. It summarises the main results of quantitative survey and narrative interviews, and connects the results to the 3 research questions. The chapter also explores theoretical and practical contributions as well as identifies areas of limitations and directions and recommendations for future study.
[bookmark: _Toc240573470]6.1 Overall Conclusion and Key Findings
A mixed-method case study approach (30 survey respondents and five interviews) was used to conceptualise brand storytelling and consumer purchase intention for On Running shoes. Results identified that storytelling influenced the perception and judgment of the brand in innovation, product development, performance and community. The mean of the Storytelling perceptions was 3.77, and the mean of the Purchase intention was 3.67. The Pearson correlation results revealed a significant and positive correlation between the storytelling perceptions and purchase intention (r = 0.737, p< .001). Meanwhile, regression analyses yielded an R² = 0.347, adjusted R² = −0.183 and p = 0.776, indicating that the model was not statistically significant as evidence of the independent predictive power of individual predictors on purchase intention. Therefore, the results are associations and not indicative of causation. Through the interviews, four mechanisms were revealed: innovation and authenticity, product experience, premium identity and perceived value, and emotional/community engagement. Overall, storytelling was perceived to be most meaningful when the consumer linked brand stories to real product experiences.
[bookmark: _Toc240573471]6.2 Answers to the Research Questions
[bookmark: _Toc240573472]6.2.1 Research Question 1: Perceptions of On Running's Brand Storytelling
The first question in this research was based on consumer perception of how the On Running brand told its story. The results showed a positive general awareness and brand involvement. 76.7% of those surveyed owned at least one pair of On Running shoes, and 16.7% had owned a pair before. Additionally, 76.7% said they noticed or remembered certain themes in the stories. The most recognised narrative was Swiss engineering, laboratory testing and precision craftsmanship, chosen by 53.3% of respondents. The most reported means of communication was social media (63.3%). Furthermore, 56.7% said that they have positive ideas about the brand's origin story. These findings were reinforced in the interviews. Several participants mentioned that they remembered the garden hose story and found it unusual and creative. Another message, the ‘running on clouds’ message, was also noted as a recognisable one that offered a clear description of what was expected from the product. Athlete partnerships and community involvement were generally well-received. Thus, consumers found On Running's storytelling to be unique, memorable and linked with innovation, authenticity and product experience.
[bookmark: _Toc240573473]6.2.2 Research Question 2: Relationship Between Brand Storytelling and Purchase Intention
The second research question explored the link between brand stories & customers' purchase intention. Both the storytelling composite and purchase intention obtained a mean of 3.67. The Pearson correlation coefficient was 0.737, and the p-value was < 0.001, which shows a strong positive statistical relationship within the sample. This relationship was further explained in the interviews. Participants indicated increased curiosity, perception of value and a better understanding of the premium price through storytelling. For some participants, storytelling stimulated exploration or testing of shoes, and others linked storytelling with innovation, quality and credibility. However, the data points in the regression analysis need to be treated with some scepticism. The overall significance level was 0.776, adjusted R²: −0.183, and R²: 0.347. Therefore, the model failed to show that individual predictors were statistically significant predictors of purchase intention. Comfort, design, technology, packages, performance and brand reputation could have also affected purchase intention. Thus, the study did find a positive correlation, but did not determine causality.
[bookmark: _Toc240573474]6.2.3 Research Question 3: Mechanisms Through Which Storytelling Influences Consumer Responses
The third research question explored how storytelling affected consumers and examined the mechanisms by which they were impacted. The following four are integrated mechanisms that grew from the interviews. First, innovation and authenticity were key because the garden hose story was unique and gave a fun explanation of product development processes for On Running. Second, from a product experience perspective, participants associated “running on clouds” with comfort, softness and lightness. Third, storytelling helped to enhance premium identity and perception of value. Participants generated a link between engineering, technology and design and the price of On Running shoes, closely reflecting the premium positioning of On Running. Last but not least, narration fostered emotion and community. Participants found the motivation to be inspirational and motivational, and the mix of professional athletes and common runners to have been acceptable. These findings indicate that storytelling was not independent of the product. Its effect seemed to be greater when the told story matched consumers' experiences and expectations.
[bookmark: _Toc240573475]6.3 Contribution to Theory and Practice
[bookmark: _Toc240573476]6.3.1 Theoretical Contribution
The research shares insights on the theory of Narrative Transportation in a brand narrative. Particular stories were recalled, particularly the founding story, and personal and affective significance was given to these narratives. They related the story to innovation, comfort, and community achievement instead of just rote-learning information. The results, therefore, confirmed application of the Narrative Transportation Theory (NTRT) to consumers to enrich the understanding of the consumer's response to brand stories. However, there was no direct measure of the norm of narrative transportation as an independent variable. The theoretical contribution is, thus, interpretive rather than a statistical test of the theory.
[bookmark: _Toc240573477]6.3.2 Practical Contribution
The results offer business recommendations for On Running and other high-end sports equipment brands. There can be a unique origin story to illustrate something as innovation in a memorable way, and storytelling should always remain associated with the real product attributes. Brand stories were assessed in comparison to their personal experience of comfort and performance. Storytelling is another method with which premium brands can communicate the value of the premium price, such as through technology, design and product development. Social media is still a major storytelling tool, as 63.3% of viewers said it was their primary source of exposure. It is crucial that the brand's message aligns with the actual experience of its consumers to ensure credibility.
[bookmark: _Toc240573478]6.4 Limitations of the Study
A few caveats should be noted. The statistical results cannot, therefore, be generalised as the sample quantitative sample only comprised 30 respondents. The qualitative segment consisted of five interviews, and served to add some depth to the study but not broad representation of the larger On Running consumer universe. It is also possible that the participants may have been seeking out the brand, as this could have been a form of purposive sampling. This study has used self-reported measures of purchase intention, and might not be representative of actual purchasing behaviour. The fact that it has to focus on one brand also has the disadvantage that findings can only be used for other sportswear manufacturers to a limited extent at best. There were a relatively high number of predictors in the regression model relative to the sample size, which also might have played a role in the weak adjusted explanatory performance. Last, but not least, another element that could not be completely segregated from storytelling would be the comfort, price, design, technology, performance and brand reputation.
[bookmark: _Toc240573479]6.5 Recommendations
As analysed, it is suggested that On Running needs to keep creating unique stories, which are easily differentiated and memorable, related to innovation and product development. The simple conservatory hose-based origin story proved effective in conveying innovation, which gives consumers a clear grasp of “how” and “when” the product was developed. Taking this into account, On needs to make sure the stories run smoothly with authentic experiences with the product. Any claims about comfort, performance and innovation must relate to what has been delivered to the consumers after purchase (Ahmed et al., 2024). This can back up credibility and dilute the sense of promotional communication. Also, community-based storytelling must be produced by including professional athletes with the regular folks who run. This can be both aspirational and make the brand more relatable. Visually-motivating digital stories should continue to be significant, as social media was most prominently the means of communication: 63.3%. Lastly, premium pricing should be justified in terms of the narratives that make it crystal clear what value is attached to technology, design, engineering and performance.
[bookmark: _Toc240573480]6.6 Future Research Directions
Future research may make use of a bigger sample of the survey for the aim of providing higher statistical reliability and generalisability. It could be conducted by comparative research with other premium sportswear brands to see if there are similarities in storytelling between brands and On Running. It may be possible to do longitudinal studies of the impact of storytelling on real buyers rather than stated intention to buy. Experimentally, one might compare consumers' response to advertisements that tell stories to consumers' response to ads that promote a product. In addition, future studies can directly assess the relationship between narrative transportation and the attitudinal construct of purchase intention by directly manipulating both variables in order to assess mediation. Other intervening variables such as Brand attitude, brand trust, emotional engagement and perceived brand value can also be considered.
[bookmark: _Toc240573481]6.7 Summary and Closing Reflection
The research experiment revealed that the aspect of brand stories was crucial in understanding and rating On Running shoes. The results showed a high positive correlation between consumer perceptions of a story and consumer purchase intent. Additionally, qualitative data confirmed that the reasons for consumer reactions were innovation, product experience, premium identity, emotional and community association. Valuable lesson moments for good storytelling existed where its messages fitted an engaging story, it had authentic innovation, solid product and consumer experience. It is, therefore, summarised that On’s storytelling marketing is worthy of attracting customers, which enhances their intentions to purchase. Apart from offline marketing channels, this brand has succeeded to determine the advantages of social media marketing. However, its Swiss engineering techniques, precision of craftsmanship, apart from sustainability are the narrative themes behind such preferences.  
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You are invited to participate in this survey that is aimed at exploring ways in which On Running’s brand storytelling, design philosophy, and origin narratives are influencing consumer perceptions and purchasing decisions. There will be no right or wrong answers. It will be completely based on your experiences that you need to select the most suitable responses. It will take 8-10 minutes of your time. 
Do you wish to proceed?
· Yes
· No (survey ends)
Section 1: Screening & Demographics
1. Have you ever purchased shoes, worn, or actively followed On Running?
· Yes, I currently own at least one pair of On shoes
· Yes, I have owned On shoes in the past
· I actively follow the brand and consider buying
· No, I have no experience (Terminate Survey)
2. What is your Age Group?
· 20–24
· 25–34
· 35–44
· 45+
3. What is your gender?
· Male
· Female
· Prefer not to say
Section 2: Recognition of On’s Storytelling Elements
4. Are there any specific themes that you have recently noticed or remembered in On’s marketing campaigns, product packaging, or digital content? 
· Yes
· No
· Cannot remember
5. Which one from the following narrative themes do you think to be strongly associated with On Running’s brand stories? 
· Swiss engineering, lab testing, and precision craftsmanship
· Sustainability, circular design, and eco-innovation 
· Elite athletic performance and athlete partnerships 
· Sensory sensation of movement
· Minimalist aesthetic and modern urban lifestyle
6. From which channel, have you got to know about On's brand narrative or background stories? 
· Official website 
· Social media campaigns 
· In-store retail displays 
· Athlete or ambassador profiles 
· Word of mouth 
Section 3: Brand Perception & Emotional Engagement
7. How far do you agree that On's origin story is genuine rather than manufactured by a marketing team?
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree
8. On a scale of 1-5, rate your level of agreement with below statements regarding impact of On’s story and narrative themes on consumer perceptions and emotional engagemen. (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree)
· The story behind "CloudTec" cushioning makes me believe the shoe provides superior functional performance.
· Stories about On's sustainability efforts make me perceive the brand as ethical and forward-thinking.
· On's campaign messaging makes me feel inspired, adventurous, or part of a dedicated running community.
· Wearing On aligns with how I like to express my personal lifestyle, taste, and self-image.
Section 4: Narrative Impact on Purchase Intention
9. Rate your agreement with these statements to show the link between these story-driven perceptions and purchase intentions. (1 = Strongly Disagree to 5 = Strongly Agree)
· Learning about On’s design philosophy and background made me significantly more interested in buying their shoes.
· The brand’s narrative around Swiss engineering and innovation justifies its premium price point over competing running brands.
· My emotional alignment with On's brand values makes me likely to choose On for my next running or lifestyle footwear purchase.
· I have recommended On to friends or peers specifically mentioning their backstory, technology, or mission.
· If a competitor matched On’s exact physical comfort, I would still stick with On because of its brand narrative and community identity.
10. Kindly rank the primary driver behind your decision to purchase On shoes?
· Complete physical comfort and ergonomics
· Aesthetic design and visual style
· Brand story, values, and identity (Swiss engineering, sustainability, culture)



· Peer recommendations 
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	10. Kindly choose the primary driver behind your decision to purchase On shoes?

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Male
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Agree
	4
	4
	4
	4
	4
	3
	4
	5
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Agree
	4
	4
	4
	4
	3
	4
	5
	2
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Agree
	4
	4
	4
	4
	3
	2
	4
	5
	4
	

	Yes
	Yes, I currently own at least one pair of On shoes
	35–44
	Male
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Disagree
	4
	4
	4
	4
	4
	5
	3
	5
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Disagree
	4
	4
	4
	4
	4
	3
	4
	5
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Agree
	4
	4
	4
	4
	4
	4
	4
	4
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Disagree
	4
	4
	4
	4
	3
	4
	4
	3
	5
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Agree
	3
	4
	3
	4
	4
	4
	3
	3
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I currently own at least one pair of On shoes
	25–34
	Male
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Disagree
	4
	4
	4
	4
	5
	5
	5
	5
	5
	Complete physical comfort and ergonomics

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Strongly Agree
	4
	5
	4
	4
	5
	4
	4
	5
	5
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I have owned On shoes in the past
	25–34
	Female
	Yes
	Minimalist aesthetic and modern urban lifestyle
	Social media campaigns
	Neutral
	3
	3
	3
	3
	3
	3
	3
	3
	3
	

	Yes
	No, I have no experience
	20–24
	Female
	No
	Swiss engineering, lab testing, and precision craftsmanship
	Official website
	Agree
	5
	5
	5
	5
	5
	5
	5
	5
	5
	Complete physical comfort and ergonomics

	Yes
	Yes, I have owned On shoes in the past
	25–34
	Male
	Yes
	Elite athletic performance and athlete partnerships
	Official website
	Agree
	4
	4
	4
	5
	4
	4
	5
	4
	5
	Aesthetic design and visual style

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Male
	Yes
	Sustainability, circular design, and eco-innovation
	Social media campaigns
	Agree
	1
	2
	
	1
	1
	1
	5
	1
	1
	Complete physical comfort and ergonomics

	Yes
	Yes, I currently own at least one pair of On shoes
	35–44
	Female
	Yes
	Elite athletic performance and athlete partnerships
	In-store retail displays
	Strongly Disagree
	4
	3
	4
	5
	4
	4
	4
	4
	4
	Complete physical comfort and ergonomics

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Male
	Cannot remember
	Sustainability, circular design, and eco-innovation
	Official website
	Neutral
	3
	4
	4
	3
	2
	2
	1
	2
	2
	Complete physical comfort and ergonomics

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Male
	No
	Sustainability, circular design, and eco-innovation
	Social media campaigns
	Neutral
	4
	4
	4
	4
	2
	4
	5
	5
	5
	Complete physical comfort and ergonomics

	Yes
	Yes, I have owned On shoes in the past
	25–34
	Male
	Cannot remember
	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Agree
	4
	4
	4
	4
	4
	4
	4
	4
	4
	Complete physical comfort and ergonomics

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Female
	Yes
	Sustainability, circular design, and eco-innovation
	Official website
	Neutral
	3
	3
	4
	4
	3
	4
	4
	4
	3
	Complete physical comfort and ergonomics

	Yes
	I actively follow the brand and consider buying
	20–24
	Male
	No
	Minimalist aesthetic and modern urban lifestyle
	Official website
	Disagree
	4
	3
	4
	5
	5
	5
	5
	5
	4
	

	Yes
	Yes, I currently own at least one pair of On shoes
	35–44
	Female
	Yes
	Sustainability, circular design, and eco-innovation
	Official website
	Agree
	4
	4
	4
	4
	4
	
	
	
	
	

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Male
	Yes
	Swiss engineering, lab testing, and precision craftsmanship
	In-store retail displays
	Neutral
	1
	
	
	
	1
	
	
	
	
	

	Yes
	Yes, I currently own at least one pair of On shoes
	25–34
	Male
	Yes
	Elite athletic performance and athlete partnerships
	Word of mouth
	Strongly Agree
	5
	5
	4
	4
	5
	1
	1
	5
	3
	Complete physical comfort and ergonomics

	Yes
	Yes, I currently own at least one pair of On shoes
	20–24
	Male
	Cannot remember
	Elite athletic performance and athlete partnerships
	Official website
	Strongly Disagree
	2
	3
	2
	4
	4
	2
	4
	2
	4
	Brand story, values, and identity (Swiss engineering, sustainability, culture)

	Yes
	Yes, I have owned On shoes in the past
	20–24
	Male
	No
	Sensory sensation of movement
	Social media campaigns
	Strongly Disagree
	5
	5
	5
	5
	5
	5
	5
	5
	5
	Brand story, values, and identity (Swiss engineering, sustainability, culture)
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	25–34
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	Swiss engineering, lab testing, and precision craftsmanship
	Social media campaigns
	Agree
	4
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	4
	

	Yes
	Yes, I currently own at least one pair of On shoes
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	Swiss engineering, lab testing, and precision craftsmanship
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	35–44
	Male
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	Social media campaigns
	Agree
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	Yes
	Sustainability, circular design, and eco-innovation
	Word of mouth
	Agree
	4
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	4
	4
	4
	3
	4
	3
	4
	Complete physical comfort and ergonomics
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1. Being an athlete or someone who prefers to stay fit, when and where did you first encounter On running shoes? 
2. What shoes do you currently use for running, and what place does On have in your gear rotation?
3. Have you come across the story of how On started experimenting with garden hoses, developing the concept in the Swiss Alps? If yes, what impression did that leave on you as a runner?
4. When On features figures like Roger Federer, Hellen Obiri, or local community run captains, does it feel like genuine athletic partnership or typical commercial endorsement?
5. How well does On’s claims of "running on clouds" and “zero-gravity sensation sensory” description match your requirements of a comfortable running shoe?
6. Is someone wearing On’s running shoes being seen as a comfortable running shoe, a design/status item, or both?
7. How does the brand's story around design, engineering, and exclusivity help justify that cost to you?
8. Do you think On’s brand storytelling falls short from the realities of everyday club runners? If yes, kindly elaborate. 


[bookmark: _Toc240573487]Appendix D: Interview Responses
Interview 1 — Regular Runner
Interviewer: Hi, thank you for taking part in my interview today. I’m doing this interview for my dissertation about the impact of brand storytelling on consumer purchase intention, focusing on On Running shoes. I would like to hear your honest opinion. Shall we start?
Participant 1: Yes, sure.
Interviewer: Being an athlete or someone who prefers to stay fit, when and where did you first encounter On running shoes?
Participant 1: I first saw On shoes at my local gym. A few people were wearing them, and I also started seeing them on social media. At first, I liked the design, but then I became interested in the story behind the brand.
Interviewer: What shoes do you currently use for running, and what place does On have in your gear rotation?
Participant 1: I mainly use On for my regular runs. I have other shoes as well, but On is one of my favourite pairs. I find them comfortable and light, so I normally choose them when I go for a longer run.
Interviewer: Have you come across the story of how On started experimenting with garden hoses, developing the concept in the Swiss Alps? If yes, what impression did that leave on you as a runner?
Participant 1: Yes, I have heard the story. I actually really like it. It makes the brand feel different because they started by trying something unusual. It shows that they were trying to solve a real problem rather than just making another running shoe. That makes me trust the brand more.
Interviewer: When On features figures like Roger Federer, Hellen Obiri, or local community run captains, does it feel like genuine athletic partnership or typical commercial endorsement?
Participant 1: For me, it feels quite genuine. Of course, it is still marketing, but seeing professional athletes and normal runners connected with the brand makes the story more believable. It shows that On is not only for one type of runner.
Interviewer: How well does On’s claims of "running on clouds" and “zero-gravity sensation sensory” description match your requirements of a comfortable running shoe?
Participant 1: I think it matches very well. I wouldn't literally say I am running on clouds, but the shoes do feel very comfortable and soft. The description caught my attention, and after trying them, I understood what they meant.
Interviewer: Is someone wearing On’s running shoes being seen as a comfortable running shoe, a design/status item, or both?
Participant 1: I would say both. They are comfortable for running, but they also have a very nice design. I think the design makes them popular outside running as well.
Interviewer: How does the brand's story around design, engineering, and exclusivity help justify that cost to you?
Participant 1: It helps a lot. They are not the cheapest shoes, but when I understand the technology and the effort behind the design, the price makes more sense to me. The story gives the price more value.
Interviewer: Do you think On’s brand storytelling falls short from the realities of everyday club runners? If yes, kindly elaborate.
Participant 1: No, not really. I actually think the storytelling gives everyday runners something to connect with. The professional athletes are inspiring, but the local running communities also make the brand feel accessible. I think they could show even more everyday runners, but overall I like their storytelling.
Interviewer: Thank you very much for your time.
Participant 1: You're welcome.

Interview 2 — Casual Runner/Fitness User
Interviewer: Hi, thank you for taking part in my interview today. I’m doing this interview for my dissertation about the impact of brand storytelling on consumer purchase intention, focusing on On Running shoes. I would like to hear your honest opinion. Shall we start?
Participant 2: Yes, no problem.
Interviewer: Being an athlete or someone who prefers to stay fit, when and where did you first encounter On running shoes?
Participant 2: I first noticed On through Instagram. I saw people wearing them for running and also as everyday shoes. Then I saw them in a shop and became more interested in the brand.
Interviewer: What shoes do you currently use for running, and what place does On have in your gear rotation?
Participant 2: I use On quite regularly. I don't run every day, but when I do run, I often choose On because they are comfortable. I also wear them for walking and going to the gym.
Interviewer: Have you come across the story of how On started experimenting with garden hoses, developing the concept in the Swiss Alps? If yes, what impression did that leave on you as a runner?
Participant 2: Yes, I have seen that story. I thought it was really interesting. I like brands that explain where their ideas came from. The garden hose story makes On seem creative and innovative. It made me more curious about trying the shoes.
Interviewer: When On features figures like Roger Federer, Hellen Obiri, or local community run captains, does it feel like genuine athletic partnership or typical commercial endorsement?
Participant 2: I think it feels more genuine than normal advertising. Obviously, they are promoting the brand, but I think On chooses people who fit the brand. Seeing real runners and athletes makes me feel that the brand understands running.
Interviewer: How well does On’s claims of "running on clouds" and “zero-gravity sensation sensory” description match your requirements of a comfortable running shoe?
Participant 2: I think it is a good description. The shoes feel very light and comfortable. The phrase "running on clouds" also makes the product easy to remember. When I tried them, I felt the comfort was actually there, so the story worked for me.
Interviewer: 9. Is someone wearing On’s running shoes being seen as a comfortable running shoe, a design/status item, or both?
Participant 2: Both, definitely. I think they look fashionable, but they are also proper running shoes. I like that I can wear the same shoes when I'm running and when I'm just going out.
Interviewer: How does the brand's story around design, engineering, and exclusivity help justify that cost to you?
Participant 2: It makes the price easier to accept. When a company explains the technology and design behind the product, I feel that I'm paying for something different. The story adds value for me.
Interviewer: Do you think On’s brand storytelling falls short from the realities of everyday club runners? If yes, kindly elaborate.
Participant 2: No, I don't think it falls short. I actually find it motivating. Not everyone is a professional athlete, but the stories make running feel exciting. I think the combination of professional athletes and normal running communities works well.
Interviewer: Thank you very much for your time.
Participant 2: Thank you.

Interview 3 — Brand/Design-Conscious Runner
Interviewer: Hi, thank you for taking part in my interview today. I’m doing this interview for my dissertation about the impact of brand storytelling on consumer purchase intention, focusing on On Running shoes. I would like to hear your honest opinion. Shall we start?
Participant 3: Yes, of course.
Interviewer: Being an athlete or someone who prefers to stay fit, when and where did you first encounter On running shoes?
Participant 3: I first came across On on social media. I noticed the shoes because of the design. After that, I started reading more about the company and its approach to running shoes.
Interviewer: What shoes do you currently use for running, and what place does On have in your gear rotation?
Participant 3: On is one of my main running shoes. I like using them for both running and everyday activities. I like the fact that they don't look like a basic sports shoe.
Interviewer: Have you come across the story of how On started experimenting with garden hoses, developing the concept in the Swiss Alps? If yes, what impression did that leave on you as a runner?
Participant 3: Yes, I know the story. I really like it because it gives the brand a personality. The story makes On more memorable to me. It also shows that the company was interested in finding a new solution rather than following what other brands were doing.
Interviewer: When On features figures like Roger Federer, Hellen Obiri, or local community run captains, does it feel like genuine athletic partnership or typical commercial endorsement?
Participant 3: I see it as a genuine partnership. Roger Federer, for example, makes the brand feel premium, while the community runners make it feel more connected to normal people. I think that combination is very good for the brand.
Interviewer: How well does On’s claims of "running on clouds" and “zero-gravity sensation sensory” description match your requirements of a comfortable running shoe?
Participant 3: I think it describes the experience quite well. The shoes feel light and comfortable. The wording is obviously part of the marketing, but I don't think it is just an empty claim because I can actually feel the difference when I wear them.
Interviewer: Is someone wearing On’s running shoes being seen as a comfortable running shoe, a design/status item, or both?
Participant 3: I would definitely say both. Comfort is important to me, but I also like the design. I think On has created a strong image where people recognise the shoes. For me, that's part of the attraction.
Interviewer: How does the brand's story around design, engineering, and exclusivity help justify that cost to you?
Participant 3: It helps justify it quite a lot. I know I am paying more, but I feel the brand has invested in design and technology. The storytelling helps me understand why the product is positioned as premium. It makes me more comfortable spending that amount.
Interviewer: Do you think On’s brand storytelling falls short from the realities of everyday club runners? If yes, kindly elaborate.
Participant 3: No, I don't think so. I think the storytelling is actually one of the strongest parts of the brand. It gives people a reason to connect with On beyond just the shoe. The stories about innovation, athletes and running communities make the brand feel more meaningful.
Interviewer: Thank you very much for your time.
Participant 3: You're welcome. It was nice talking about it.

Interview 4 
Interviewer: Hi, thank you for taking part in my interview today. I’m doing this interview for my dissertation about the impact of brand storytelling on consumer purchase intention, focusing on On Running shoes. I would like to hear your honest opinion. Shall we start?
Participant 4: Hi, yes, sure. Let's start.
Interviewer: Being an athlete or someone who prefers to stay fit, when and where did you first encounter On running shoes?
Participant 4: I first saw On shoes on Instagram. I noticed the design first because they looked different from other running shoes. Later, I started seeing people wearing them at the gym and while running.
Interviewer: What shoes do you currently use for running, and what place does On have in your gear rotation?
Participant 4: I mostly use On for running. I also wear them when I go to the gym or when I have to walk for a long time. They are comfortable, so I use them quite often.
Interviewer: Have you come across the story of how On started experimenting with garden hoses, developing the concept in the Swiss Alps? If yes, what impression did that leave on you as a runner?
Participant 4: Yes, I have heard about it. I found it very interesting because it shows that the company started with a simple idea and tried to create something new. I think stories like this make the brand more memorable. It also makes me feel that there is a lot of thought behind the product.
Interviewer: When On features figures like Roger Federer, Hellen Obiri, or local community run captains, does it feel like genuine athletic partnership or typical commercial endorsement?
Participant 4: I think it feels like a genuine partnership. Of course, it is also advertising, but I like seeing real athletes connected with the brand. It makes me believe more in the performance of the shoes.
Interviewer: How well does On’s claims of "running on clouds" and “zero-gravity sensation sensory” description match your requirements of a comfortable running shoe?
Participant 4: I think it matches quite well. When I wear On shoes, they feel very light and comfortable. "Running on clouds" is a strong phrase, but I think it helps explain the feeling of the shoe.
Interviewer: Is someone wearing On’s running shoes being seen as a comfortable running shoe, a design/status item, or both?
Participant 4: I think it is both. They are comfortable for running, but they also have a stylish design. I think that is why many people wear them even when they are not running.
Interviewer: How does the brand's story around design, engineering, and exclusivity help justify that cost to you?
Participant 4: It definitely helps. The shoes are expensive compared with some other brands, but when I hear about the technology and design, I understand the price better. The story makes the shoes feel more premium.
Interviewer: Do you think On’s brand storytelling falls short from the realities of everyday club runners? If yes, kindly elaborate.
Participant 4: No, I don't think it does. I think the stories are quite motivating. The professional athletes show what is possible, while the community side makes the brand feel more connected to normal runners. I think that combination works well.
Interviewer: Thank you very much for your time.
Participant 4: Thank you. It was nice talking to you.

Interview 5 — Participant 5
Interviewer: Hi, thank you for taking part in my interview today. I’m doing this interview for my dissertation about the impact of brand storytelling on consumer purchase intention, focusing on On Running shoes. I would like to hear your honest opinion. Shall we start?
Participant 5: Yes, absolutely.
Interviewer: Being an athlete or someone who prefers to stay fit, when and where did you first encounter On running shoes?
Participant 5: I first came across On through YouTube and social media. I wasn't really looking for a new running shoe at that time, but their advertisements caught my attention because they were telling a story about the product.
Interviewer: What shoes do you currently use for running, and what place does On have in your gear rotation?
Participant 5: I have one pair of On shoes, and I use them mainly for running and walking. I really like them because they are comfortable and also look good. So they have become one of my regular shoes.
Interviewer: Have you come across the story of how On started experimenting with garden hoses, developing the concept in the Swiss Alps? If yes, what impression did that leave on you as a runner?
Participant 5: Yes, I remember hearing about that story. I really liked it because it is different from the usual brand stories. The idea of using something simple like a garden hose and then developing a running shoe from that is quite interesting. It made me think that the brand is creative and innovative.
Interviewer: When On features figures like Roger Federer, Hellen Obiri, or local community run captains, does it feel like genuine athletic partnership or typical commercial endorsement?
Participant 5: For me, it feels quite genuine. The athletes give the brand credibility, but I also like that they show different types of runners. It makes the brand feel like it is part of the running community.
Interviewer: How well does On’s claims of "running on clouds" and “zero-gravity sensation sensory” description match your requirements of a comfortable running shoe?
Participant 5: I think it is a good description. The shoes are really comfortable and lightweight. I first thought the phrase was just advertising, but after wearing them I could understand why they use that kind of description.
Interviewer: Is someone wearing On’s running shoes being seen as a comfortable running shoe, a design/status item, or both?
Participant 5: I would say both. For me, comfort is the main thing, but I also like the way they look. They have a premium and modern appearance, so I think there is definitely a design and status element as well.
Interviewer: How does the brand's story around design, engineering, and exclusivity help justify that cost to you?
Participant 5: It helps me justify the price. If a brand only tells me that the shoe is expensive because it is a famous brand, I wouldn't be interested. But On talks about the technology, engineering and design. That gives me a reason to understand the higher price.
Interviewer: Do you think On’s brand storytelling falls short from the realities of everyday club runners? If yes, kindly elaborate.
Participant 5: No, I don't think it falls short. I think the storytelling gives the brand a strong identity. It makes running seem more enjoyable and inspiring. I also like that the brand talks about innovation and the running community, not only about selling shoes.
Interviewer: Thank you very much for your time.
Participant 5: You're welcome. I enjoyed the interview.
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1. Have you ever purchased shoes, worn, or actively followed On Running?
30 responses

@ VYes, | currently own at least one pair of
On shoes

@ VYes, | have owned On shoes in the past

@ | actively follow the brand and consider
buying
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2. What is your Age Group?

30 responses

@ 20-24
@ 25-34
©® 35-44
@ 45+
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3. What is your gender?

30 responses

@ Male
@ Female
@ Prefer not to say
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4. Are there any specific themes that you have recently noticed or remembered in On's marketing

campaigns, product packaging, or digital content?
30 responses

® Yes
® No

a @ Cannot remember
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5. Which one from the following narrative themes do you think to be strongly associated with On

Running’s brand stories?

30 responses
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@ Swiss engineering, lab testing, and
precision craftsmanship

[ ) Sustainability, circular design, and eco-
innovation

@ Elite athletic performance and athlete
partnerships

[ ) Sensory sensation of movement

@ Minimalist aesthetic and modern urban
lifestyle
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6. From which channel, have you got to know about On's brand narrative or background stories?

30 responses
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@ Official website

@ Social media campaigns

@ In-store retail displays

@ Athlete or ambassador profiles
@ Word of mouth
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7. How far do you agree that On's origin story is genuine rather than manufactured by a marketing

team?
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@ Agree

@ Strongly Agree
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8. On a scale of 1-5, rate your level of agreement with below statements regarding impact of On’s
story and narrative themes on consumer perceptions ...agree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree)
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9. Rate your agreement with these statements to show the link between these story-driven perceptions and
purchase intentions. (1 = Strongly Disagree to 5 = Strongly Agree)
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10. Kindly choose the primary driver behind your decision to purchase On shoes?

24 responses

/

@ Complete physical comfort and
ergonomics

@ Aesthetic design and visual style

@ Brand story, values, and identity (Swiss
engineering, sustainability, culture)

@ Peer recommendations
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