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Abstract

In a business landscape marked by increasing competition and complexity, the role of marketing has evolved into
an art form that seamlessly blends creativity and strategy. Design, a pivotal component of marketing, goes beyond
aesthetics, playing a crucial role in capturing attention, creating positive first impressions, and conveying messages
effectively. The paper provides an overview of marketing design, emphasising its role in visually captivating and
strategically aligning assets with marketing objectives. From social media and website design to print materials and
video graphics, various forms of marketing design contribute to building brand recognition and trust. The focus then
shifts to the strategic use of marketing design to create emotional impacts. Visual elements, sensory experiences,
user interface design, and brand identity all play key roles in generating emotional responses from consumers. Real-
world case studies, including Nike's "Dream Crazy," Gatorade's "The Boy Who Learned To Fly," and Always' "Like
a Girl," are used to show how emotional marketing design can be effectively implemented. The paper concludes by
highlighting key factors for effectively creating emotional impacts in marketing campaigns, emphasising the
importance of understanding the target audience, cultural context, and aligning emotional appeal with campaign
objectives. It underscores the need for consistency, effective storytelling, and the significance of testing and iteration
in refining emotional marketing strategies. Ultimately, the research positions emotional marketing design as a
holistic approach that, when executed thoughtfully, humanises brands, fosters enduring relationships and provides a

competitive advantage in the dynamic marketplace.
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Introduction

Imagine a world where marketing is no longer about pushing products or bombarding consumers with relentless ads.
Instead, it becomes an art form that captivates and inspires, seamlessly blending creativity and strategy to evoke

emotional responses and connections with consumers.

Marketing plays a pivotal role in today's business landscape, enabling organisations to understand consumer needs,
communicate effectively, and drive growth. As the business environment becomes increasingly competitive and
complex, marketers face the challenge of crafting innovative strategies to reach and engage their target. Design plays
a major role in marketing by captivating the audience's attention, creating a positive first impression, and effectively
conveying messages. Well-designed marketing materials, whether it's a website, advertisement, or social media,
have the power to attract and engage customers. Through visually appealing aesthetics, consistent branding, and
clear communication, design helps build recognition, differentiate brands, and establish trust among the target
audience (Croteau, 2023).

The design field is a dynamic and creative industry that encompasses various disciplines such as graphic design,
product design, and more. Designers not only focus on aesthetics but also consider factors like user experience,
functionality, and market trends. They play a crucial role in shaping the way we interact with products, services, and
information. One of the primary considerations of marketing design, particularly, is the manner in which the
marketing material is received by the intended audience. In line with this, many studies have suggested that
marketing campaigns that leverage human emotions have a greater impact on consumer behaviour and decision-
making. However, little research has explored the specific design elements that contribute to generating these
emotional responses. This research paper, therefore, aims to answer the research question ‘How can marketing

design strategies be used to effectively create an emotional impact on the target audience?’

This paper aims to investigate the role of design in creating emotionally effective marketing strategies by examining
the relationship between design, consumer emotions, and their subsequent influence on customer engagement,
branding, and purchasing behaviour.

Design in marketing: an overview of marketing design

Design is a major contributing factor to the creation of visually captivating and impactful assets that are strategically
aligned with marketing objectives. This integration of design principles and marketing strategy is commonly referred

to as marketing design. Essentially, marketing design involves the application of graphic design principles to develop
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creative assets tailored specifically for various marketing channels. These assets serve the purpose of promoting and

highlighting a company's products or services, acting as powerful tools to engage and influence the target audience
(Baines and Page, 2016). The primary goal of marketing design is to capture the attention of the target audience and
convey a compelling message that ultimately drives desired consumer actions by employing effective design
techniques (Oliver, 1999).

Marketers can leverage visual appeal to create assets that stand out amidst the noise and clutter of the marketplace.
This involves crafting designs that are not only aesthetically pleasing but also strategically optimised to attract and
retain audience attention (Nielsen, 2011). A crucial aspect of marketing design is the emphasis on maintaining
consistency with the company's brand identity. Successful marketing design integrates and reflects the brand's
values, personality, and visual identity across various marketing assets. Consistency in the use of brand guidelines,
including colours, typography, imagery, and other design elements, helps establish brand recognition and build trust
with consumers (Harvard University, 2016). By consistently representing the brand in a cohesive manner, marketing
design reinforces brand associations and fosters a sense of familiarity and reliability, in addition to visual appeal and
brand consistency. Marketing design also aims to evoke emotions and create a lasting impact on the audience through
storytelling, visual hierarchy, and persuasive visuals (Hilson, 2022).

Several common forms can be identified, each catering to specific marketing channels and objectives such as the

following;

Social media design

Social media platforms serve as powerful channels for brands to visually communicate and engage with their
audience. Social media design involves creating eye-catching graphics, videos, and animations tailored for these
platforms that align with the brand's visual identity. Social media designs aim to resonate with the target audience

and encourage sharing and engagement (Holt, 2016).

Website design

A company's website acts as a central hub for its online presence. Website design focuses on creating user-friendly
and visually appealing interfaces that effectively communicate the brand's message about products and services.
Elements such as navigation, layout, typography, imagery, and the overall user experience are carefully considered

to deliver an immersive and seamless browsing experience that aligns with the brand's identity (Mishra, 2020).

Print packaging and merchandise design

Despite the digital age, print materials, packaging, and merchandise continue to play a significant role in marketing.

Designing brochures, flyers, packaging, and promotional merchandise requires careful consideration of branding,
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visual appeal, and the target audience's preferences. These tangible marketing assets provide opportunities for brands

to engage with customers in physical spaces and create lasting impressions (Virginia Business Systems, 2021).

Video and motion graphics

Marketing design can also effectively captivate and engage audiences through dynamic  storytelling and visual
narratives, from promotional videos to product demonstrations and animated content. Video and motion graphics

have become popular tools for marketing campaigns across various channels (Motion Nations, 2021).

Marketing design encompasses a wide range of creative disciplines and requires a deep understanding of target
audiences, market trends, and the brand's positioning by strategically blending graphic design principles with
marketing objectives. Companies can leverage marketing design to create impactful assets that resonate with

consumers, elevate brand awareness, and drive business success (Kotler and Alexander Rath, 1984).

Strategic use of marketing design to create an emotional impact

Creating an emotional impact through marketing design is an incredibly powerful strategy for brands. Extensive
research has shown that evoking emotions in marketing can have remarkable effects such as boosting brand recall,
fostering customer loyalty, and driving sales. By strategically incorporating various principles of marketing design,
brands can forge deep connections with their target audience, nurturing relationships that are both meaningful and

long-lasting.

Visual design plays a pivotal role in generating an
emotional impact through marketing. The thoughtful use
of colours, typography, and imagery can have a profound
effect on how people respond emotionally. Different colours are

associated with specific emotions (as evidenced in the

image of the colour wheel on the left). For instance, colour
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shades of red may evoke loving emotions whilst those of

blue can generate emotions associated with fear. This allows

& designers to carefully select and integrate specific colours
into 4 marketing materials to evoke the desired emotional
response and effectively convey the brand's message

(Wiley, 2016).

But it doesn't stop at visuals alone. Sensory elements are also key in eliciting emotional responses in marketing

design. Sounds, scents, and textures can be incredibly influential in evoking emotions. Pleasant and familiar sounds

INROPEZNFERI [nternational Journal Of Novel Research And Development (Www.ijnrd.or@g)



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 6 June 2024| ISSN: 2456-4184 | INRD.ORG
can trigger nostalgia, excitement, or relaxation, enriching the emotional connection within marketing campaigns.

Incorporating scent marketing into physical spaces or products creates unique and memorable experiences, as
specific scents become closely associated with the brand and its offerings. Even the tactile elements, such as the
texture of packaging materials, can elicit sensory responses that invoke emotions like comfort or excitement,

enhancing the overall brand experience (Harvard Business Review, 2015).

The emotional impact of marketing design extends beyond aesthetics and senses. User Interface (UI) design also
plays a crucial role in creating emotional connections. A well-crafted user interface facilitates seamless and
enjoyable experiences for users, resulting in positive emotions and a sense of satisfaction. By considering user
psychology and incorporating design elements that promote ease of use and intuitive interaction, designers can evoke
feelings of joy, convenience, and trust. An excellently designed Ul strengthens the emotional bond between users
and the brand, making their experience more engaging, enjoyable, and emotionally fulfilling (Interaction Design
Foundation, 2019).

Brand identity design further contributes to the emotional impact of marketing efforts. A brand's visual identity,
including its logo, typography, and overall aesthetic, has the power to evoke specific emotions and associations. For
instance, a luxury brand may employ elegant and sophisticated design elements to create a sense of exclusivity and
desire. Consistency in branding design across various touchpoints reinforces these emotional associations, building
a robust brand identity that deeply resonates with consumers' emotions (Bird, Channon and Ehrenberg, 1970).

Moreover, emotional marketing design encompasses a wide range of emotions, tailored to the brand's objectives and
target audience. Positive emotions, such as joy, happiness, love, and excitement, foster enthusiasm and reinforce
positive associations with the brand. By aligning these emotions with their products or services, brands can cultivate
a sense of delight and establish a favourable perception in the minds of consumers. Conversely, negative emotions
can also be strategically employed in marketing design. Fear, for example, can be harnessed to emphasise the
consequences of not utilising a particular product or service, creating a sense of urgency and prompting consumers
to take action. By leveraging these emotions, brands can draw attention to pain points and position their offerings as

effective solutions, providing relief from those negative feelings.

Storytelling, as an effective technique in marketing design, further heightens emotional connections. By crafting
narratives that deeply engage the audience's emotions, brands can create indelible and impactful experiences.
Storytelling allows brands to establish genuine connections with consumers, appealing to their personal experiences,
values, and aspirations. This humanises the brand and fosters empathy, making it easier for consumers to relate to

the brand and form emotional attachments (Seo, 2016).
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Implementing a strategic approach to emotional marketing design humanises brands by tapping into the power of

emotions and forging deep connections with the target audience. By skillfully incorporating visual aesthetics,
sensory elements, user interface design, branding, and storytelling, brands can effectively engage consumers, foster
brand loyalty, differentiate themselves in the market, and ultimately achieve remarkable success. With a
comprehensive understanding of their audience and careful execution of emotional marketing design, brands can
cultivate enduring relationships and gain a compelling competitive advantage in today's dynamic marketplace
(Indeed Editorial Team, 2021).

Case studies

The concept of emotional marketing design emerges as a potent force to create a lasting impact. This section explores
case studies of real-life marketing campaigns that exemplify the successful implementation of emotional marketing
design, revealing how brands effectively elicit strong emotional responses from their audiences, thereby solidifying

their place in the hearts and minds of consumers (Reinartz and Saffert, 2013).

Nike's ""Dream Crazy" Campaign

If you need a réason to dream ¢ ['d/_f',hl eleven. Basketball players don’t change the world, until they do.

-

& Justdoit. & Justdoit.

In September 2018, Nike released a powerful and controversial ad titled "Dream Crazy" as part of their "Just Do It"
campaign. The ad featured Colin Kaepernick, the former NFL quarterback known for his kneeling protests against
racial injustice during the national anthem. The design of the ad utilised bold visuals and compelling storytelling to

create an emotional impact (Wieden+Kennedy, 2018).
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The commercial begins with a close-up shot of Kaepernick's face as he says, "Believe in something. Even if it means

sacrificing everything." The ad then showcases various athletes who have overcome adversity to achieve greatness,
such as Serena Williams, LeBron James, and wheelchair-bound basketball player Shaquem Griffin (LLLLITL,
2019).

Nike's design team skillfully incorporated visual elements that highlighted not only the athletes' physical prowess
but also their personal struggles and determination. The emotional connection was further strengthened by including

powerful taglines like "Don't ask if your dreams are crazy, ask if they're crazy enough."

This marketing campaign created a strong emotional response in the audience by tapping into the themes of
perseverance, courage, and social justice. The ad resonated with people who admired the athletes' dedication and
appreciated Nike's support for Kaepernick's activism. However, it also received backlash from some who disagreed

with Kaepernick's protests.

Despite the controversy, the "Dream Crazy" campaign resulted in increased brand awareness, engagement, and sales
for Nike. The emotional impact of the ad spurred conversations and fueled the brand's association with athletes who

embody the spirit of overcoming challenges (Sangha, 2019).
Gatorade "The Boy Who Learned To Fly™ campaign

During the 2016 Olympics, Gatorade provided a shining example of emotional marketing design at its finest.
Through the art of storytelling and captivating animation, the ad takes the viewer on a heartfelt journey into the life
of the legendary Usain Bolt, the Jamaican sprinter, and his unbreakable bond with his mother. The campaign begins
with a scene of a young Usain Bolt, full of energy and enthusiasm, running through the streets of his hometown with
his supportive mother watching proudly from the sidelines. As the story unfolds, the viewer is taken through various
stages of Bolt's life, from his early days as a determined young boy with big dreams to his rigorous training and

gruelling races on the world stage (Clios, 2017).

The animation brings Bolt's dreams to life, portraying him running on clouds with lightning bolts emanating from
his shoes while he sprints. This visually captivating imagery symbolises his unparalleled speed and prowess on the
track, effectively amplifying the excitement and emotions surrounding his journey. The ad masterfully weaves in
Bolt's personal struggles and setbacks, showcasing his resilience and determination to overcome obstacles to become

one of the greatest athletes of all time (Gatorade, 2016).

Throughout the ad, Bolt's mother remains a constant source of support and encouragement, providing a powerful

portrayal of a parent's role in nurturing a child's dreams. The emotional connection between Bolt and his mother
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resonates deeply with the audience, evoking sentiments of love, admiration, and gratitude towards the pivotal figures

in their own lives.

The campaign strategically positions Gatorade as a crucial part of
Bolt's journey to success. As Bolt trains and competes, Gatorade is
shown as the source of hydration and nourishment that helps fuel
his performance and keeps him at the top of his game. By
intertwining Gatorade's brand presence with Bolt's pursuit of

greatness, the campaign subtly reinforces the idea that the beverage

IS not just a sports drink but a key element in the path to achieving

one's dreams.

Ultimately, "The Boy Who Learned To Fly" campaign successfully captures the essence of Usain Bolt's inspiring
journey, evoking a wide range of emotions from the viewers. The campaign demonstrates the power of storytelling
and emotional appeal in forging genuine connections with audiences, ultimately reinforcing Gatorade's place as a

trusted and inspiring brand for athletes and dreamers alike (Nelsen, 2017).

Always ""Like a Girl"" Campaign

In 2014, the feminine care brand Always launched the "Like a Girl" campaign to challenge societal stereotypes and

empower young girls. The campaign used emotional design to address the negative connotations associated with the

phrase "like a girl™ and redefine it as a symbol of strength and confidence (Always, 2014).
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The campaign's design included a powerful video that featured interviews with people of different ages, asking them
to demonstrate what it means to run, throw, and fight “like a girl." Older participants acted out exaggerated and
demeaning gestures, perpetuating the stereotype that doing things "like a girl” meant being weak or incompetent.
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However, when young girls were asked the same questions, they performed with determination and showcased their

true capabilities.

The emotional impact of the video was profound, touching viewers' hearts and challenging their own preconceptions.
It sparked a global conversation about gender equality and inspired positive changes in societal attitudes. By aligning
their brand with a meaningful cause and using emotional design to challenge norms, Always successfully connected
with their target audience on a personal level. The campaign received widespread acclaim and significantly increased

brand favorability among young consumers (Karali, 2018).

Factors to consider to most effectively create an emotional impact with marketing campaigns

Creating a powerful emotional impact through marketing campaigns requires careful consideration of several
important factors. These factors, such as target audience, cultural context, and campaign objectives, interact to shape

campaign strategy and messaging, ultimately affecting its effectiveness in evoking an emotional response.

First, understanding the target audience is of utmost importance. Demographic characteristics such as age, gender,
and socioeconomic status significantly influence the emotional motivations of the audience. Brands can establish
strong emotional connections by tailoring the emotional appeal of a campaign to audience values, desires and pain
points (Magids, Zorfas and Leemon, 2018). A deep understanding of the target audience can be obtained through
thorough market research, analysis of consumer behaviour, and utilisation of data-driven insights. For instance,
brands are making marketing design inclusive for people on the autism spectrum and with disabilities, creating a
welcoming environment that recognizes and respects the unique experiences and needs of all individuals (Cytowic,
2017). This not only enhances the brand's reputation but also opens up opportunities for meaningful connections
with a wider customer base. Ultimately, inclusive marketing design not only benefits individuals with disabilities
but also enriches society as a whole by promoting equal representation and fostering a sense of inclusivity for

everyone

Secondly, the cultural context of a campaign is of utmost importance. Cultural values, norms, and expectations
strongly influence the semantic artefacts and emotions that are triggered. Brands need to do extensive cross-cultural
research to ensure their programs are culturally sensitive and relevant. Misunderstandings or mistakes stemming

from a lack of cultural awareness can compromise the emotional impact of a campaign.

Furthermore, it is important to align the emotional appeal with the goals of the campaign. Whether the goal is to
increase sales, increase awareness, or create a sense of community, emotional tone can tie in with these goals. The

consistency of emotional appeal and campaign objectives increases the overall effectiveness of a campaign. Effective
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storytelling is another powerful tool for emotional stimulation. Narratives about audience experiences and

aspirations can evoke strong emotional responses (Brooks, 2016).

Conclusion

By guiding consumers through their emotional journey, brands can tap into universal emotions and make a lasting
impact. Both visuals and word of mouth contribute significantly to the emotional impact of a campaign (Brown
University, 2005). The choices in graphics, lettering, colour and design style all convey a unique sensibility.
Similarly, the language used in the campaign graphics and messaging can have a profound effect on emotional

responses. It’s important to maintain consistency in a variety of ways.

The emotional impact of a campaign can be enhanced when there are consistent emotional stimuli at different
touchpoints. This interaction strengthens the emotional connection and improves the overall impact of the campaign
(Simpson, 2019). Ultimately, testing and iteration play an important role. A/B testing different emotional appeals,
programs, or messages provides valuable insights into which resonates best with the target audience. Feedback from

the testing phase allows brands to refine their approach and increase the emotional impact of the campaign.

In conclusion, successful marketing campaigns take a holistic approach to creating emotional impact including target
audience, cultural context, and campaign objectives. Companies that prioritise audience understanding, cultural
sensitivity, and emotional alignment are poised to inspire genuine and lasting emotional responses. Through these
emotional connections, brands can create stronger relationships, increase brand loyalty, and lead to desired
behaviours (Nord and Peter, 1980).

Bibliography

Always (2014). Our Epic Battle #LikeAGirl. [online] www.always.com. Available at: https://www.always.com/en-
us/about-us/our-epic-battle-like-a-girl.

Baines, P. and Page, K. (2016). 2. Booknotes. Communication Booknotes Quarterly, 47(1), pp.5-41.
doi:https://doi.org/10.1080/10948007.2016.1147243.

Bird, M., Channon, C. and Ehrenberg, A.S.C. (1970). Brand Image and Brand Usage. Journal of Marketing
Research, 7(3), p.307. doi:https://doi.org/10.2307/3150287.

Brooks, C. (2016). Marketing with Strategic Empathy. London, United Kingdom: Kogan Page.

Brown University (2005). 04-069 (Science of Scent). [online] www.brown.edu. Available at:
https://www.brown.edu/Administration/News_Bureau/2004-05/04-069.html.

IINROPEIIEI [nternational Journal Of Novel Research And Development [Www.ijnrd.orgM



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 6 June 2024| ISSN: 2456-4184 | INRD.ORG
Clios (2017). Gatorade - Usain Bolt | the Boy Who Learned to Fly | Gatorade. [online] Clios. Available at:

https://clios.com/sports/winner/integrated-campaign/gatorade/usain-bolt-the-boy-who-learned-to-fly-gatorade-
17114,

Croteau, 1. (2023). What is Marketing Design vs. Graphic Design? [online] SketchDeck. Available at:
https://sketchdeck.com/blog/marketing-design-vs-graphic-design/.

Cytowic, R. (2017). Why Advertising Falls Flat in Individuals with Autism | Psychology Today. [online]
www.psychologytoday.com. Available at: https://www.psychologytoday.com/us/blog/the-fallible-

mind/201708/why-advertising-falls-flat-in-individuals-autism.

Forbes (2022). Council Post: 15 Brand-Boosting Benefits of Emotional Marketing. [online] Forbes. Available at:
https://www.forbes.com/sites/forbescommunicationscouncil/2022/12/06/15-brand-boosting-benefits-of-emotional-
marketing/?sh=a2f59317a53f.

Gatorade (2016). Gatorade | the Boy Who Learned to Fly | the Making of. [online] www.youtube.com. Available
at: https://youtu.be/Q1VCyM9abHA.

Harvard Business Review (2015). The Science of Sensory Marketing. [online] Harvard Business Review.
Available at: https://hbr.org/2015/03/the-science-of-sensory-marketing.

Harvard University (2016). Why Marketers Should Start Thinking Like Designers. [online] Professional
Development | Harvard DCE. Available at: https://professional.dce.harvard.edu/blog/why-marketers-should-start-

thinking-like-designers/.

Hilson, S. (2022). Attract New Buyers with Effective Emotional Marketing. [online] Rock Content. Available at:
https://rockcontent.com/blog/emotional-marketing/#:~:text=1t%20helps%20drive%20sales.

Holt, D. (2016). Branding in the Age of Social Media. [online] Harvard Business Review. Available at:
https://hbr.org/2016/03/branding-in-the-age-of-social-media.

Indeed Editorial Team (2021). 25 Types of Emotional Appeal Advertising (With Tips). [online] Indeed Career

Guide. Available at: https://www.indeed.com/career-advice/career-development/emotional-appeal-advertising.

Interaction Design Foundation (2019). What Is User Interface (Ul) Design? [online] The Interaction Design

Foundation. Available at: https://www.interaction-design.org/literature/topics/ui-design.

Karali, D. (2018). ALWAYS #LIKEAGIRL. [online] Medium. Available at: https://medium.com/ad-discovery-and-
creativity-lab/always-likeagirl-5d4c2b1472c3.

IINROPEIIEI [nternational Journal Of Novel Research And Development [Www.ijnrd.orgM



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 6 June 2024| ISSN: 2456-4184 | INRD.ORG
Kotler, P. and Alexander Rath, G. (1984). DESIGN: A POWERFUL BUT NEGLECTED STRATEGIC TOOL.

Journal of Business Strategy, 5(2), pp.16-21. doi:https://doi.org/10.1108/eb039054.

Kotler, P. and Rath, G.A. (1983). Design: A powerful but neglected marketing tool. Die Unternehmung, [online]
37(3), pp.203-221. Available at: https://www.jstor.org/stable/24178590.

LLLLITL (2019). Nike - Dream Crazy (case study). [online] www.youtube.com. Available at:
https://youtu.be/AlhDscZfE2w?si=ZIkgDOfZX08ZdiRt.

Magids, S., Zorfas, A. and Leemon, D. (2018). The New Science of Customer Emotions. [online] Hbr.org.
Available at: https://hbr.org/video/5819564758001/the-new-science-of-customer-emotions.

Mishra, S. (2020). Website Design: Tips and Tricks * BEP539. [online] HBR Store. Available at:
https://store.hbr.org/product/website-design-tips-and-tricks/BEP539.

Motion Nations (2021). What Is Motion Graphics? - after Effects Basics Tutorial Series | Motion Graphics Basics

- Part 1. [online] www.youtube.com. Available at: https://youtu.be/Hksg2s3gF6s?si=loUIMEHgwiAWTruo-.

Nelsen, D. (2017). Born to Run: Gatorade Tells an Athlete’s Backstory Using Animation. [online] Speaking
Human. Available at: https://thinkmonsters.com/speakinghuman/media/usain-bolt-gatorade-brand-short-film/.

Nielsen, J. (2011). Top 10 Mistakes in Web Design. [online] Nielsen Norman Group. Available at:

https://www.nngroup.com/articles/top-10-mistakes-web-design/.

Nord, W.R. and Peter, J.P. (1980). A Behavior Modification Perspective on Marketing. Journal of Marketing,
44(2), p.36. doi:https://doi.org/10.2307/1249975.

Oliver, R.L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63(4), pp.33-44.
doi:https://doi.org/10.2307/1252099.

Reinartz, W. and Saffert, P. (2013). Creativity in Advertising: When It Works and When It Doesn’t. [online]
Harvard Business Review. Available at: https://hbr.org/2013/06/creativity-in-advertising-when-it-works-and-

when-it-doesnt.

Sangha, B. (2019). Just Buy It: a Critical Analysis of Nike’s ‘Dream Crazy’ Advertisement Campaign. [onling]
Medium. Available at: https://medium.com/swlh/just-buy-it-a-critical-analysis-of-nikes-dream-crazy-

advertisement-campaign-169190f14a89.

Seo, S.H. (2016). The Influence of Brand Storytelling Types on the Structural Relationships among Brand
Consciousness, Brand Identification, Image Elaboration, Brand Image, Attitude toward Brand. Advertising
Research, 108(6), p.31. doi:https://doi.org/10.16914/ar.2016.108.31.

IINROPEIIEI [nternational Journal Of Novel Research And Development [Www.ijnrd.org@



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 6 June 2024| ISSN: 2456-4184 | INRD.ORG
Simpson, J. (2019). Council Post: Why Content Consistency Is Key to Your Marketing Strategy. [online] Forbes.

Available at: https://www.forbes.com/sites/forbesagencycouncil/2019/02/11/why-content-consistency-is-key-to-

your-marketing-strategy/?sh=39508c624ef5.

Virginia Business Systems (2021). Why Is Packaging Important? [online] www.vabusinesssystems.com. Available

at: https://www.vabusinesssystems.com/blogs/why-is-packaging-important.

Wieden+Kennedy (2018). Nike: Dream Crazy | Wieden+Kennedy. [online] Wk.com. Available at:

https://www.wk.com/work/nike-dream-crazy/.

Wiley (2016). Special Issue on Psychology and Marketing . Special Issue on Psychology and Marketing (JSTOR),
Vol. 6(3/4). Journal of Consumer Psychology .

IINROPEIIEI [nternational Journal Of Novel Research And Development (Www.ijnrd.orgM



http://www.ijrti.org/

