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Title
The impact of emotional branding as a marketing strategy by Nike on the company's growth and profitability
Introduction
Emotional branding has emerged as one of the significant marketing strategies that has eventually gained popularity, in which businesses aim to develop strong emotional connections with their target market (Garanti, 2019). On this note, Nike, a high-end sports brand, has continuously shown that they can execute emotional branding in a tactical manner by using captivating stories, narratives, and meaningful messages (Stoeva, 2017). Therefore, the significance of this study arises as it sheds light on the discreet correlation between customer emotions and financial performance and aids in determining how Nike's emotional branding approach affects the company's growth and profitability. Importantly, the common belief that consumers can often be persuaded by factors other than a product's physical attributes serves as the basis for the emergence of emotional branding as an essential marketing strategy. It is noteworthy to mention that Nike has effectively leveraged the psychological resonance of its brand to forge a distinct identity and develop an emotional connection with a diverse consumer base (Saputra et al., 2021). Interestingly, the widely recognised "Just Do It" campaign serves as an illustration of this point. Experts have argued that this campaign or message is much more than an advertisement, as the quotation motivates individuals from any background to become strong, overcome challenges, and strive through life. As stated by Kim and Sullivan (2019), it is also important to understand the clear consequences of this strategy because the business invests a lot of resources in delivering emotionally charged messages.
Methodology
The research at hand, given the centre of investigation, will employ an interpretivist research philosophy to examine the effects of Nike's emotional branding strategy (Alharahsheh and Pius, 2020). In addition, an inductive research approach to the study will allow for a deeper comprehension of the complex links between customer perceptions, emotional branding, and financial consequences for an already established company like Nike (Azungah, 2018). Furthermore, an exploratory research design is going to be used to examine this complex issue in more detail because it offers the adaptability required to find emerging themes and patterns in the data and carry out an extensive thematic analysis to ensure feasible qualitative research on the chosen topic (Swedberg, 2020).
Six marketing managers who work for Nike in the UK are going to be interviewed in-depth and this approach is considered the key technique for collecting data. Importantly, the goal of this purposive sampling technique is to get a range of viewpoints and thoughts from important people who are directly involved in developing and implementing Nike's marketing initiatives. Nevertheless, a thorough analysis of the managers' perspectives, experiences, and interpretations of Nike's emotional branding campaigns will be made possible by the open-ended interviews. On this note, considering the study is qualitative, the data that is going to be gathered must be subjected to the theme-based analysis mentioned earlier. Hence, interview transcripts may include recurrent patterns, themes, and meanings that can be found and interpreted using the thematic data analysis method (Lochmiller, 2021). In order to extract the most important ideas and identify the underlying narratives that support the effectiveness of the emotional branding strategy, a sequential method of rigorous data coding will be employed, and the corresponding themes will be developed on the basis of the codes (Castleberry and Nolen, 2018). Besides, it must also be kept in mind that by having participants evaluate and confirm the interpretations of their responses, participant validation is going to be a technique used in the research to ensure rigour and increase the study's legitimacy. 
Most importantly, to justify the choice of interview as the method of data collection, it must be noted that an insider's viewpoint on Nike's deliberate use of emotional branding makes interviewing the chosen marketing managers based on the open-ended questions more relevant than interviewing customers. Nike's business goals, profitability, and general growth may be better understood by looking at how the manager relates to emotional branding through the provision of strategic insights, campaign objectives, and KPIs for their firm.
Aims and Objectives
By investigating the relationship between strong emotional ties and financial success, the research seeks to assess the impact of Nike's emotional branding strategy on the expansion and profitability of the business. Therefore, the key objectives can be narrowed down as follows:
· To understand the concept and significance of emotional branding as a marketing strategy for Nike 
· To investigate how emotional branding as a marketing strategy aids in overall company growth for Nike   
· To analyse how emotional branding as a marketing strategy helps Nike increase its profitability

Literature Review
According to Poels and Dewitte (2019), creating ads and messaging that inspire strong emotional reactions from customers is the fundamental component of emotional branding. As an established brand in this field, Nike offers a whole lot more than sports apparel and athletic gear. It presents itself as a lifestyle brand and connects emotionally with a wide range of consumers across the world. Moreover, as stated by Eyada (2020), the brand without a doubt values the capacity to leave a lasting impression on its customers' hearts and thoughts, which makes emotional branding significantly important. The company transforms its items into representations of individual success by linking its brand to strong feelings such as inspiration, empowerment, and commitment. Most notably, as claimed by Cataldo (2020), this strategy is embodied in the well-known "Just Do It" ad, which captures a motivating attitude that appeals to all people. Nike is able to transcend from a commodity to a valued companion in the aspirational and personal journeys of its customers due to this emotional resonance that generates brand loyalty. Furthermore, as per Aurin (2021), it is quite evident that Nike's focus on emotional branding is in line with current consumer trends, which indicate that people are looking for businesses that are both emotionally relatable and consistent with their beliefs. Subsequently, the company is able to stand out in an increasingly competitive sector by establishing an emotional connection with its customers that goes beyond the attributes of its products through its emotional branding (Saini et al., 2022). Nonetheless, it is able to convey its brand story in a genuine manner because of the storytelling component of emotional branding, which establishes a sense of connection with customers and builds brand equity. According to Sardoč and Prebilič (2023), Nike's use of emotional branding, exemplified by catchphrases like "Just Do It," has drawn criticism for being deceptive. Some claim it dilutes authenticity by using emotions to market items. Some who are sceptical of the strategy see it as a flimsy attempt to establish connection and wonder if it actually reflects company principles or if it is just a clever attempt to play on customer feeling.
As stated by Nakhil (2019), increased brand engagement and loyalty are the link between Nike's emotional branding and overall earnings. The brand encourages connection and identity among its customers by including emotional components in their advertising efforts. Moreover, customers who have a strong emotional bond with a brand are more likely to make repeat purchases and are even ready to pay a premium for Nike merchandise (Pourazad et al., 2020). Furthermore, customers who are emotionally invested in a brand grow to be advocates and promote it positively through word-of-mouth. Notably, this increases the visibility of the brand, upholds its favourable reputation, and eventually boosts sales to increase profitability. Customers are less inclined to move to companies that do not have the same emotional appeal; therefore, the emotional link serves as a barrier to competition. In addition to helping with customer retention, emotional branding lowers the price of bringing on new clients, as suggested by Yeo et al. (2020). For Nike, recurring business from emotionally invested customers turns into a reliable source of income. On an important note, emotional branding has grown to be an effective plan for breaking through the chaos in the digital era, when customers have plenty of options around social media (Dave, 2021). In this regard, it must be noted that Nike's emotionally driven advertising draws in customers and builds a stronger bond with them, which favourably affects their choice to buy. On the other hand, some contend that Nike's dependence on emotional branding could cover up real issues such as labour abuses or environmental effects, as stated by Smith (2021), while pretending to establish a connection with the consumer base. Scholars at the opposition argue that this emotional approach may draw focus away from important problems and raise concerns about the brand's moral standards in light of its profit-driven objectives.
According to Nguyen (2023), beyond short-term profit margins, emotional branding is essential to Nike's ongoing expansion and success. Establishing a sense of community and belonging among consumers is one way to help build a strong brand ecosystem. Expanding and diversifying product offerings is a crucial way that this company's growth is manifested. Furthermore, important information about customer preferences and lifestyles may be obtained from the emotional connection. As per Udupa and Sharma (2023), the brand's product range is expanded to reach new market groups and gain a competitive edge through the introduction of new items that are in line with emotional demands and wants, which is certainly made possible by this data- or information-gathering tactic. Significantly, partnerships and collaborations are also an element of emotional branding, as they use favourable emotional connotations to draw in athletes, celebrities, and other companies (Michel and Willing, 2020). These partnerships become a strategic engine of growth, creating a lot of buzz and enthusiasm as well as opportunities to investigate new markets and demographics. Nonetheless, it must also be mentioned that employee engagement is further improved because of emotional branding. A company's ability to develop creative strategies, products, and customer experiences that lead to long-term success is enhanced when its people share the same values. The following must inspire pride and devotion among staff members towards the brand motto. Emotional branding, according to Lucchini and Moisello (2019), has the potential to increase brand loyalty but also draw attention away from corporate social responsibility. Specifically on this note, concerns about labour and the environment may be overridden by Nike's emphasis on emotional connections. Criticisms assert that the company's strategic expansion through this tactic at the core of the discussion may put financial gain ahead of significant moral and social obligations in its supplier chain and business practices.
Limitations
Although Nike's emotional branding approach has been thoroughly examined, there are still a number of study limitations that need to be taken into account. First and foremost, it can be pointed out that only six marketing managers from Nike UK are going to be interviewed for the study, making it based on a rather small sample size (Queirós et al., 2017). Moreover, this also gives rise to another concern that must be taken into account is the evaluation solely on the basis of perspectives of the chosen marketing managers, which may possibly neglect the sensible advice from other stakeholders within the company. Moreover, in spite of the potential value of the possible findings of the research, the chosen qualitative research method may not be able to obtain the statistical evidence of quantitative studies, as stated by Sanchez and Sanchez (2020). 
In addition to that, the conceptual understanding that is brought about by a comprehensive thematic data analysis may also raise the possibility of bias in the identification of topics and codes and the development and interpretation of themes. Nonetheless, as pointed out by Song et al. (2020), another common limitation of any qualitative research is the time and budget constraints, which may put an obstacle to the scope of data collection and a broader review of literature and data analysis to identify key themes. Additionally, external factors while proceeding with the research cannot be removed from the list of research limitations, as outside forces such as economic or market dynamics may significantly affect the data collection method and findings of the research. Given all these concerns, it is vital to recognise and address them in future studies. 
Ethical Considerations
It is necessary to gain informed permission from participants who are aware of the research objectives, methodology employed, and possible consequences of the research, as noted by Pietilä et al. (2020) as the most crucial ethical consideration of any research involving primary data collection. Moreover, there will be strict adherence to confidentiality, and participants will be guaranteed that their responses will remain anonymous. At any time, participants will be allowed to leave the research without facing any repercussions (Kang and Hwang, 2021). Likewise, the freedom and well-being of the participants are ensured by adhering to rules established by relevant ethical review boards of the university research team. Besides, in order to promote the highest standards of ethical conduct throughout the research process, ethical concerns also extend to the responsible management and truthful disclosure of the key findings.
Timeframe: Gantt Chart 
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Figure 1: Gantt Chart
Source: Self-Developed
Conclusion
It can be deduced from the entire discussion of the proposal of research that the key purpose of conducting this study is to investigate how Nike's emotional branding affects profitability and growth. An interpretivist research method is going to be used in the research to reveal the subtle relevance of emotional branding through in-depth interviews with six marketing managers from Nike in the UK. Meaningful insights are expected to be caught by the research analysis, which was methodologically sound.
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Appendix
Interview Questions 
1. How long have you been working for Nike as a marketing manager?
2. What emotional branding strategies does Nike use to establish a bond with its customers?
3. Could you provide some details on the precise emotional cues that Nike uses in its advertising campaigns?
4. Which aspects of Nike's distinctive brand identity have been shaped through emotional branding?
5. How does Nike assess the level of customer involvement and loyalty as a result of its emotional branding initiatives?
6. Are there instances of marketing efforts that were effective and that demonstrated Nike's increased profitability through the use of emotional branding?
7. In what ways can Nike's emotional branding support consistent growth and be in line with their long-term business strategy?
8. In your opinion, in what way has Nike's competitive advantage and overall market position been enhanced by emotional branding?
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