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[bookmark: _Toc221519873]Dissertation Proposal Title
“The Role of Digital Storytelling and Community Building in Enhancing Brand Loyalty: A Case Study of Nike”
[bookmark: _Toc221519874]1. Introduction and Background
In a world where consumers are becoming more and more interconnected, the transactional communication between consumers and brands is not sufficient to establish any meaningful relationship with the audience. The old forms of marketing do not suffice in capture consumer interest or loyalty anymore in a world where the digital channels take over the day to day life (Kotler et al., 2021). The current consumers are in search of emotional connection, authenticity and a sense of belonging which cannot be achieved fully by use of conventional means of advertising alone. As a result, brands are embracing new digital approaches, including storytelling and community building, to develop more meaningful interaction and help achieve long-term loyalty (Lundqvist et al., 2020).
Digital stories Digital storytelling is the strategic application of the elements of narratives such as visuals, video contents, user-generated content, and brand narratives to convey the brand identity, values, and purpose online (Singh and Sonnenburg, 2022). Emotional involvement is developed in the context of narrative communication that allows consumers to associate with the brand personally (Ryan and Jones, 2020). Whenever an item connects to the values and aspirations of consumers, it brings a sense of meaning that goes beyond product features or price to a greater brand attachment (Lundqvist et al., 2020).
Similar to narrative, community building has become an essential part of digital branding. Digital brand communities refer to online areas (forums, social media groups or branded mobile applications) where consumers engage with each other and with the brand (Dessart et al., 2021). Brand communities offer a network of shared experience, social networking, and creating meaning of the brand collectively. Community participation allows consumers to form a feeling of belongingness and identification to the brand, thereby having the potential to affect their loyalty and advocacy behaviour (Hollebeek and Macky, 2020).

One of the best global brands that have adopted digital storytelling and community building to reinforce its market standing is Nike. Nike has developed a sense of narrative and community through such tools as Nike Run Club, Nike Training Club, and purpose-led campaigns, where the brand highlights the importance of being empowered and inclusive (Nike, 2024). Although the topic of Nike adopting a digital strategy is a common knowledge in the market, the academic studies examining the combination of digital storytelling and community building to influence brand loyalty are few and far between, especially when it comes to a large international brand.
This proposal presents a research that will fill this gap by exploring the synergies of digital storytelling and community building in improving brand loyalty using Nike as a case study. The analysis of the elements of strategy combined will provide in-depth knowledge that can shape the literature in the field as well as digital branding practices.
[bookmark: _Toc221519875]2. Research Problem
Despite the commonly accepted fact that digital engagement is a key element of successful marketing, most brands cannot find a way to transform digital interactions into long-term, valuable consumer loyalty. Likes, views, and shares are easy-to-detecting measures of consumer attention, but they do not always indicate loyalty or emotional commitment (Hollebeek and Macky, 2020). This shows a disconnect of the true consumer loyalty through digital strategies as compared to a short burst of commitment.
The current literature tends to consider digital storytelling and internet community engagement as distinct concepts, and to an extent does not examine how the two interact and enhance one another in terms of their effect on brand loyalty (Dessart et al., 2021). This segment does not reflect the holistic digital branding environment, in which not only the narrative but the social dimension is interconnected, and probably, both affect consumer attitudes and behaviours simultaneously. Moreover, there is limited research that looks at these constructs in practical situations especially in competitive markets like sportswear.
The consumer interaction rates are so immense on various platforms that Nike practices digital marketing, but there is no detailed discussion of the contribution of the storytelling narratives and community-building initiatives of Nike to the overall creation of emotional bonding and long-term loyalty. By filling this research gap, the knowledge of integrated digital branding approaches will be increased and important insights will be given to marketers who are interested in advancing loyalty in digital platforms.
[bookmark: _Toc221519876]3. Research Aim, Objectives and Questions
[bookmark: _Toc221519877]3.1 Research Aim
The aim of this study is:
To examine the role of digital storytelling and community building in enhancing brand loyalty, using Nike as a case study.
[bookmark: _Toc221519878]3.2 Research Objectives
To achieve the study aim, the research will pursue the following objectives:
· To explore the theoretical and practical concepts of digital storytelling within contemporary branding.
· To examine the role of online brand communities in fostering consumer engagement and identity.
· To analyse Nike’s digital storytelling strategies across its digital platforms and campaigns.
· To assess how Nike’s community-building initiatives influence consumer emotional attachment.
[bookmark: _Toc221519879]3.3 Research Questions
This study will address the following questions:
· How does Nike use digital storytelling to communicate its brand values and identity?
· What forms of digital communities has Nike developed to engage consumers?
· How do consumers perceive and respond to Nike’s digital storytelling initiatives?
· How does participation in Nike’s digital communities influence consumer emotional attachment?


[bookmark: _Toc221519880]4. Preliminary Literature Review
[bookmark: _Toc221519881]4.1 Digital Storytelling
Digital stories have developed into an essential part of modern digital branding because they can humanise the communication of brands and create an emotional appeal. Lundqvist et al. (2020) state that storytelling is more memorable and emotional because it incorporates brand messaging into compelling stories. Digital stories unlike the conventional advertising provide a chance to interact with each other, and the users can create and share stories to build a stronger bond with the brand (Singh and Sonnenburg, 2022).
A study by Kotler et al. (2021) indicates that storytelling is an important tool in establishing trust and authenticity which are essential elements of emotional brand attachment. True stories are in line with the values and socio-cultural identities of the consumers and may strengthen the affective attachment and minimise the chances of turning to rival brands. The significance notwithstanding, a significant portion of the literature deals with storytelling as a means of communication, and little of how it relates to other digital engagement instruments, such as community participation.
[bookmark: _Toc221519882]4.2 Brand Communities
Communities of brands can be characterized as organized social environments in which a consumer experiences and bases on each other and mutually reinforce their relationship with a brand (Dessart et al., 2021). These communities may be located within the social media, branded apps on the mobile platform or even on the forums. Being part of these communities has also been demonstrated to reinforce a sense of social identity and enhance the loyalty behaviours where consumers internalise the group norms and values towards the brand (Hollebeek and Macky, 2020).
According to the social identity approach, the social identity between a brand community and an individual results in the incorporation of the symbolic meaning of the brand into the own self-concept, which causes an increase in loyalty and advocacy (Rather et al., 2023). Nevertheless, few studies have focused on whether digital storytelling triggers or improves civic engagement.


[bookmark: _Toc221519883]4.3 Loyalty to the Brand in the Internet Space.
Traditionally, brand loyalty is discussed as the repeat purchasing behaviour, although modern studies focus on its multidimensional character, emotional and advocacy (Oliver, 2020). Emotional and relationship facets of loyalty have gained more significance in digital settings that are marked by a large selection and minimal switching expenses (Rather et al., 2023).
Research has shown that emotional attachment and perceived authenticity have considerable effect on the results of loyalty than those of the product-related attributes itself. Nevertheless, very few studies have been carried out that concurrently explore the functions of narrative involvement and community involvement in developing emotional loyalty.
[bookmark: _Toc221519884]4.4 Empirical Gap
However, the two domains of digital storytelling and brand communities have not been studied together despite their influences on brand loyalty, despite that they have not been researched in the real-life corporate environment like Nike. This paper will seek to address that gap by providing a comprehensive discussion of the interaction between storytelling and community participation in influencing the results of loyalty.
[bookmark: _Toc221519885]5. Research Methodology
This paper has assumed a systematic research design and method to investigate the use of digital storytelling and community building to promote brand loyalty through a case study based on Nike. The nature of the research questions informs the methodological decisions since they aim at understanding the perceptions of consumers and the organisational practices in the real world in the context of digital branding.
[bookmark: _Toc221519886]5.1 Research Philosophy
It bases its research on a pragmatic approach to research philosophy, which acknowledges that there is no single philosophical standpoint that can be used to deal with the complicated social and business phenomena (Saunders et al., 2023). Pragmatism enables the researcher to utilize qualitative and quantitative approaches, more so emphasizing pragmatic results and actionable conclusions as opposed to a particular epistemological posture. Since this study is exploratory and applied, pragmatism will suit since it allows flexibility in adopting the methods that are most suitable to capture the impact of digital storytelling and community building on brand loyalty.
[bookmark: _Toc221519887]5.2 Research Approach and Design.
A mixed-method study design, in which the qualitative aspect is predominant, is chosen. This method will allow a thorough insight into the way the consumers interpret the digital storytelling stories and community-building activities of Nike, as well as to find out the patterns associated with brand commitment. Mixed-method research has been extensively suggested in marketing and consumer behaviour research because it increases the breadth and strength of the results due to triangulation of the methodology (Creswell and Plano Clark, 2021).
The study design is a case study approach, which concentrates on a single company (Nike) in a case based study. Case study research is specifically appropriate in studying modern phenomena in the context of their real life, in particular, where the boundaries between the phenomenon and the context are not clearly outlined (Yin, 2020). It has been chosen because Nike extensively uses digital storytelling and has already developed online brand communities, like Nike Run Club or Nike Training Club, which can serve as a source of rich data to analyse.
[bookmark: _Toc221519888]5.3 Data Collection Methods
In this research, both secondary and primary data will be used.
Peer-reviewed academic journal articles published within five years, industry and market research reports, and Nike corporate publications (annual reports and online marketing content) will form a part of secondary data. These will be sources of theoretical background and contextual insight to digital storytelling, community building, and brand loyalty.
The primary data gathering will be done through online surveys and interviewing Nike consumers using semi structured interview. The surveys will be employed to find more general consumer perceptions on how they engage in digital storytelling and community platforms offered by Nike, whereas interviews will help to explore the emotional attachment, sense of belonging, and loyalty behaviour more qualitatively. The suitable sampling method will be purposive sampling, whereby the participants will be sampled among those who had been exposed to the Nike digital platforms so that they are relevant and rich in information (Etikan et al., 2020).
[bookmark: _Toc221519889]5.4 Data Analysis Technique
Interpretative data (interview, open-ended survey responses) will be analysed through the use of thematic analysis. Thematic analysis is a versatile and commonly applied approach, which enables the researcher to detect, discuss, and interpret the common themes when surveying qualitative data (Braun and Clarke, 2022). The method is also especially appropriate in the investigation of subjective experiences, which concern the involvement in stories, involvement in the community, and attachment to emotions.
Where there is quantitative survey data, the analysis will involve the descriptive statistics tools (e.g., frequencies and mean scores) to determine the overall trends and patterns in consumer responses. The findings of the qualitative and quantitative analysis will be integrated, which will improve the validity and richness of the research results.
[bookmark: _Toc221519890]5.5 Research Quality and Rigour
In order to enhance the quality and the rigour of the research, a number of measures will be taken. A combination of the data of various sources will be used to provide triangulation and enhance the validity of findings, such as via secondary literature, surveys, and interviews (Saunders et al., 2023). Pilot test Survey and interview guides will only be tested to be clear, relevant, and consistent.
The reliability will be promoted with clear and transparent research procedure with detailed documents on data collection and data analysis procedures. The reflexivity will also be observed, and the researcher should consider the biases and reflect on them during the research process.
[bookmark: _Toc221519891]5.6 Ethical Considerations
Primary data collection will be started with the ethical approval obtained before. All the participants will be provided with a clear information on the purpose of the study and their role in it and informed consent will be obtained. The participation will be voluntary and the participants will be allowed to withdraw at any point without penalty.

Anonymity and confidentiality will be highly ensured; no personal identifiable information will be given. The information will be stored safely and in line with the data protection laws and will be utilized in academic purposes only. The practices allow adherence to the standards of institutional research ethics and facilitate trust in participants.
[bookmark: _Toc221519892]5.7 Methodological Limitations.
The proposed methodology has limitations, in spite of the strengths. Nike as a single case study can be weak in terms of generalisation of the results to other brands or industries. Also, the use of self-reported information can be associated with bias in the responses. These are some restrictions that will be admitted in the final dissertation and results will be interpreted whole heartedly, in the context of the study.
[bookmark: _Toc221519893]6. Risks and Limitations
[bookmark: _Toc221519894]6.1 Reliance on Secondary Data
The quality and relevance of secondary sources of data can be different. In an effort to reduce this, the research shall give a priority to peer-reviewed scholarly articles (written after the year 2019) and government-accredited industry reports.
[bookmark: _Toc221519895]6.2 Researcher Subjectivity
Qualitative interpretation is associated with the risk of researcher bias. This will be reduced by triangulation, reflexive journaling and peer debriefing.
[bookmark: _Toc221519896]6.3 Publication and Selection Bias.
The literature at hand can be biased by causing publication bias due to the possibility of over-representing the positive findings. In order to address this limitation, the researcher will include grey literature and industry reports in order to present balanced views.
[bookmark: _Toc221519897]6.4 Infrequent Organisational-Specific Insights.
The digital strategies at Nike can be exclusive or situational, which makes them less general. This will be done by the study discussing theoretical implication beyond the case scenario and also identifying patterns that can be applicable to other brands.

[bookmark: _Toc221519898]7. Timeline (Gantt Chart)

	Activity
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5

	Proposal Development
	✔
	
	
	
	

	Literature Review
	✔
	✔
	
	
	

	Methodology Design
	
	✔
	
	
	

	Ethical Approval
	
	✔
	
	
	

	Data Collection
	
	
	✔
	
	

	Data Analysis
	
	
	✔
	✔
	

	Writing Draft Chapters
	
	
	
	✔
	

	Finalising Dissertation
	
	
	
	
	✔



[bookmark: _Toc221519899]8. Conclusion
This dissertation proposal presents a comprehensive plan for investigating the role of digital storytelling and community building in enhancing brand loyalty, using Nike as a case study. By integrating theory with empirical evidence drawn from both secondary and primary data, the study aims to address an important gap in digital branding literature. The research will generate meaningful insights for academics and practitioners seeking to understand how narrative engagement and community participation jointly influence consumer loyalty in a rapidly evolving digital marketplace.
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