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Abstract 

Storytelling techniques in marketing focus on emotional appeal, narrative structure, and 

their impact on consumer emotional responses and brand loyalty. The current study 

synthesises past studies to understand and demonstrate the role of emotional appeal and 

narrative structures on brand effectiveness aligned with brand identity, communication 

means and cultural differences that result in building brand identity. A systematic 

literature review was carried out to assess the power of brand narratives structured 

through various key components. The critical review presented here identifies a 

literature gap and certain constraints that future researchers can work with. The 

integrated and cross-disciplinary perspective created through this study will contribute 

to both the theory and practice of narrative structure, emotional appeal, and customer 

loyalty. The study concludes that emotional appeal drives consumer engagement and 

loyalty, supported by theoretical evidence, while narrative structures facilitate 

immersion and persuasion. 

Keywords: Storytelling Power, Brand Narrative, Narrative Structure, Brand Identity, 

Cross- Cultural differences, Marketing Channels, Brand Loyalty. 

Introduction 

The power of marketing narrative to emotionally connect consumers and develop brand 

loyalty across a variety of formats has made it a crucial field of study. The evolution of 

storytelling in marketing has progressed from traditional narrative transportation 

theories to incorporating neuromarketing and digital innovations, reflecting shifts in 

consumer engagement paradigms (Thomas & Grigsby, 2024); (Bisht & Iqbal, 2024). 

This field holds significant practical relevance as brands increasingly rely on emotional 

appeal and narrative structures to differentiate themselves in saturated markets, with 

studies indicating that emotionally resonant stories can enhance consumer-brand 

https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
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connections and digital engagement metrics(Freire, 2024); (Ahmed et al., 2024). 

Moreover, the global reach of marketing necessitates understanding cultural nuances in 

storytelling effectiveness, underscoring the social and theoretical importance of this 

research(Aicha & Bouzaabia, 2023); (Rigby & Lee, 2024). 

Despite growing interest, the specific problem lies in the fragmented understanding of 

how emotional appeal and narrative structure interact to influence consumer emotional 

responses and brand loyalty across various marketing channels and cultural contexts(Li, 

2024); (Lu et al., 2023).  

Existing reviews often focus narrowly on either emotional appeal or narrative elements 

without integrating their combined impact or considering cross- cultural 

variations(Zhang & Ramayah, 2024); (Analuiza & Chimbana, 2023); (Hamby, 2023). 

Controversies persist regarding the relative effectiveness of different storytelling 

elements, such as plot versus character focus, and the role of narrative perspective in 

shaping brand identity (Kühn & Boshoff, 2024); (Chen et al., 2024). Additionally, 

debates continue on the extent to which digital and transmedia storytelling enhance or 

dilute emotional engagement (Silva, 2020); (Sutherland & Barker, 2023). The lack of 

comprehensive synthesis limits marketers’ ability to design culturally adaptive, 

emotionally compelling narratives that align with brand identity, potentially reducing 

campaign effectiveness (Kostić, 2024); (Rao et al., 2024).  

This study adopts a conceptual framework integrating emotional appeal, narrative 

structure, and consumer emotional response theories, grounded in narrative 

transportation and elaboration likelihood models(Thomas & Grigsby, 2024)(Li, 2024) 

(Ahmed et al., 2024). Emotional appeal is defined as marketing strategies targeting 

consumers’ feelings to foster attachment and loyalty, while narrative structure 

encompasses elements such as plot, character, and setting that facilitate immersion and 

meaning-making. The framework posits that successful brand narratives align these 

components with brand identity to evoke emotional resonance and loyalty across 

channels and cultures. 

 

Scope of the Review  

The purpose of this systematic review is to synthesize extant literature on storytelling 

techniques in marketing, focusing on emotional appeal, narrative structure, and their 

impact on consumer emotional responses and brand loyalty. Systematic literature 

https://scispace.com/papers/neuromarketing-y-storytelling-creacion-de-narrativas-de-3gdxpumry7hy
https://scispace.com/papers/crafting-emotional-engagement-and-immersive-experiences-3y7m40u0ff
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/function-mechanism-of-emotional-appeal-in-marketing-2xouepg964ek
https://scispace.com/papers/function-mechanism-of-emotional-appeal-in-marketing-2xouepg964ek
https://scispace.com/papers/brand-storytelling-a-review-and-agenda-for-future-research-1uajnj0il6
https://scispace.com/papers/solving-the-mystery-of-storytelling-in-destination-marketing-2c3u5l9lzh
https://scispace.com/papers/revision-sistematica-marcas-emocionales-desde-una-lrd7r74gfo
https://scispace.com/papers/connecting-the-plot-points-how-consumers-use-and-respond-to-35ssqi975i
https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/function-mechanism-of-emotional-appeal-in-marketing-2xouepg964ek
https://scispace.com/papers/crafting-emotional-engagement-and-immersive-experiences-3y7m40u0ff
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review carried out to understand multifaceted storytelling impact on consumer 

engagement and brand loyalty.  

 

Research Questions 

➢ To analyze existing information on the emotional appeal and narrative frameworks 

applied in marketing storytelling.  

➢ To assess the influence of emotional triggers and narrative coherence on consumer 

engagement and brand trust. 

➢ To examine cultural and contextual elements that impact consumer responses to 

emotional storytelling strategies across different markets. 

 

Methodology  

Systematic literature reviews (SLR) revolve around multiple keywords i.e., “brand 

narratives and brand identity” or “brand narrative and marketing channels” OR “brand 

narrative and consumer perception” Or “brand narrative and emotional appeal” Or 

“Brand narrative and Cultural dimensions” Or “Brand narrative and consumer loyalty” 

search result on Dimension AI with articles published from 2020-24. Both Citation and 

Content Analysis performed on the search results. Both forward and backward citation 

analysis were performed on the relevant dataset. Forward citation analysis uncovers 

newer papers, emerging topics, replication studies and methodological advancement, 

whereas by using backward citation core paper reference list is thoroughly checked to 

find earlier studies it draws upon. Total 56 additional papers identified and studied in 

this process. 

 

Relevance scoring and sorting 

Total 280 papers studied (224 from search queries + 56 from citation chaining)  

Found Relevant-    274 

Out of 274 papers, 50 were highly relevant. 

Previous studies employ diverse methodologies (as depicted in Figure 1), including 

qualitative case studies, experimental designs, and systematic literature reviews, with 

geographic focuses spanning global, emerging markets, and specific cultural contexts 
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such as China, Ecuador, and Turkey.  

Figure 1: Global Brand Narrative and Engagement Literature Description 

 

Source: Authors 

This comparative analysis addresses key research questions by synthesizing findings on 

emotional engagement, narrative components, brand alignment, channel effectiveness, 

and cultural moderators, thereby informing both academic theory and practical 

marketing strategies. 

Table -1 Key Word Search Results through Literature 

Keywords Source Reference 

Emotional Appeal (Thomas & Grigsby, 2024); (Houghton, 

2024); (Freire, 2024); (Kühn & 

Boshoff, 2024); (Zimand- Sheiner, 

2024); (Aicha & Bouzaabia, 2023); 

(Mandung, n.d.); (Çataldaş & 

Erdönmez, 2024) 

Narrative Structure (Rigby & Lee, 2024); (Bisht & Iqbal, 

2024); (Mulyani, 2024); (Marín, 

2024);(Li, 2024); (Kostić, 2024); 

(Zimand- Sheiner, 2024); (Thomas & 

https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/story-elements-narrative-transportation-and-schema-2q47cao58uca
https://scispace.com/papers/story-elements-narrative-transportation-and-schema-2q47cao58uca
https://scispace.com/papers/neuromarketing-y-storytelling-creacion-de-narrativas-de-3gdxpumry7hy
https://scispace.com/papers/neuromarketing-y-storytelling-creacion-de-narrativas-de-3gdxpumry7hy
https://scispace.com/papers/the-role-of-plot-in-brand-story-construction-a-1ev8e59damgy
https://scispace.com/papers/the-role-of-plot-in-brand-story-construction-a-1ev8e59damgy
https://scispace.com/papers/the-role-of-plot-in-brand-story-construction-a-1ev8e59damgy
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/the-influence-of-storytelling-techniques-in-digital-i20100a5msnx
https://scispace.com/papers/the-influence-of-storytelling-techniques-in-digital-i20100a5msnx
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
https://scispace.com/papers/conectando-emocionalmente-con-el-consumidor-el-uso-del-cine-6zwvwbw8g4x5
https://scispace.com/papers/conectando-emocionalmente-con-el-consumidor-el-uso-del-cine-6zwvwbw8g4x5
https://scispace.com/papers/function-mechanism-of-emotional-appeal-in-marketing-2xouepg964ek
https://scispace.com/papers/efikasnost-emocionalnih-apela-u-marketing-kampanjama-189dz5o7ty55
https://scispace.com/papers/efikasnost-emocionalnih-apela-u-marketing-kampanjama-189dz5o7ty55
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
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Grigsby, 2024); (Houghton, 2024); 

(Rodinova et al., 2023) 

Brand Identity/ Brand Loyalty (Gou & Lee, 2023); (Lu et al., 2023); 

(Zhang & Ramayah, 2024); (Vega & 

Camarero, 2024); (Zengo, 2024); 

(Ghosh & Deb, 2022); (Çataldaş & 

Erdönmez, 2024) 

Cultural Perspective/ Moderators (Parida, 2023); (Mulyani, 2024); 

(Marín, 2024);(Li, 2024); (Ghosh & 

Deb, 2022); (Kostić, 2024); (Zimand- 

Sheiner, 2024) 

Communication Mode/Channel 

Impact 

(Analuiza & Chimbana, 2023); (Sarkar 

et al., 2024); (Xu et al., 2022); (Ghosh 

& Deb, 2022); (Priya & Sathish, 

n.d.);(Rodinova et al., 2023); (Mulyani, 

2024); (Marín, 2024);(Li, 2024); 

(Kostić, 2024) 

 

This indicates that existing literature views narrative marketing as a revolutionary era, 

highlighting multiple key components of narrative development for a successful 

marketing campaign. 

Emotional Component: Figure 2 indicates that emotional appeal is a crucial factor 

affecting consumer engagement and brand loyalty, often supported by narrative 

transportation or emotional resonance (Thomas & Grigsby, 2024); (Freire, 2024); (Li, 

2024). Many studies demonstrate that culturally relevant emotional storytelling boosts 

brand trust and loyalty across different markets (Mandung, n.d.); (Kostić, 2024); (Feng 

et al., 2024). Neuromarketing research confirms that emotional storytelling activates 

brain regions linked to decision-making and emotional shifts (Freire, 2024); (Kühn & 

Boshoff, 2024); (Moin, 2020).  Some studies emphasize the need for a balance between 

emotional and rational elements to optimise consumer engagement (Kostić, 2024); 

(Júnior et al., 2022).  

Narrative Content: Plenty of literature available that emphasized on the role of 

narrative content that talked about Core Narrative i.e., Character, Theme, Background, 

https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/narrative-transportation-a-systematic-literature-review-and-1w0p8qf1x6
https://scispace.com/papers/story-elements-narrative-transportation-and-schema-2q47cao58uca
https://scispace.com/papers/story-elements-narrative-transportation-and-schema-2q47cao58uca
https://scispace.com/papers/brand-storytelling-in-the-age-of-short-attention-spans-27bko9lzgj
https://scispace.com/papers/brand-storytelling-in-the-age-of-short-attention-spans-27bko9lzgj
https://scispace.com/papers/seutoritelring-gwanggoga-sobija-gonggamgwa-seoldeuge-20wfww8u7f
https://scispace.com/papers/seutoritelring-gwanggoga-sobija-gonggamgwa-seoldeuge-20wfww8u7f
https://scispace.com/papers/brand-storytelling-a-review-and-agenda-for-future-research-1uajnj0il6
https://scispace.com/papers/brand-storytelling-a-review-and-agenda-for-future-research-1uajnj0il6
https://scispace.com/papers/solving-the-mystery-of-storytelling-in-destination-marketing-2c3u5l9lzh
https://scispace.com/papers/solving-the-mystery-of-storytelling-in-destination-marketing-2c3u5l9lzh
https://scispace.com/papers/solving-the-mystery-of-storytelling-in-destination-marketing-2c3u5l9lzh
https://scispace.com/papers/once-upon-a-game-boosting-brand-storytelling-through-2sbma6nlzm
https://scispace.com/papers/once-upon-a-game-boosting-brand-storytelling-through-2sbma6nlzm
https://scispace.com/papers/once-upon-a-game-boosting-brand-storytelling-through-2sbma6nlzm
https://scispace.com/papers/storytelling-in-the-digital-age-how-it-came-to-be-and-what-22wijeng1e
https://scispace.com/papers/storytelling-in-the-digital-age-how-it-came-to-be-and-what-22wijeng1e
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/butunlesik-pazarlama-iletisimi-araci-olarak-marka-hikaye-4r692vfps1y1
https://scispace.com/papers/the-influence-of-brand-digital-storytelling-using-the-heros-g2iejio8
https://scispace.com/papers/the-influence-of-brand-digital-storytelling-using-the-heros-g2iejio8
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
https://scispace.com/papers/conectando-emocionalmente-con-el-consumidor-el-uso-del-cine-6zwvwbw8g4x5
https://scispace.com/papers/conectando-emocionalmente-con-el-consumidor-el-uso-del-cine-6zwvwbw8g4x5
https://scispace.com/papers/function-mechanism-of-emotional-appeal-in-marketing-2xouepg964ek
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/efikasnost-emocionalnih-apela-u-marketing-kampanjama-189dz5o7ty55
https://scispace.com/papers/efikasnost-emocionalnih-apela-u-marketing-kampanjama-189dz5o7ty55
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/revision-sistematica-marcas-emocionales-desde-una-lrd7r74gfo
https://scispace.com/papers/revision-sistematica-marcas-emocionales-desde-una-lrd7r74gfo
https://scispace.com/papers/revision-sistematica-marcas-emocionales-desde-una-lrd7r74gfo
https://scispace.com/papers/revision-sistematica-marcas-emocionales-desde-una-lrd7r74gfo
https://scispace.com/papers/examining-how-consumers-can-love-brands-through-internal-ukt8h4561fs4
https://scispace.com/papers/examining-how-consumers-can-love-brands-through-internal-ukt8h4561fs4
https://scispace.com/papers/examining-how-consumers-can-love-brands-through-internal-ukt8h4561fs4
https://scispace.com/papers/the-effects-of-storytelling-on-user-experience-and-behavior-3y041x5kuz
https://scispace.com/papers/the-effects-of-storytelling-on-user-experience-and-behavior-3y041x5kuz
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/universal-emotional-arc-structure-in-advertisements-and-93htiau6
https://scispace.com/papers/storytelling-alchemy-in-marketing-unveiling-future-research-vmeryovg7diw
https://scispace.com/papers/storytelling-alchemy-in-marketing-unveiling-future-research-vmeryovg7diw
https://scispace.com/papers/storytelling-alchemy-in-marketing-unveiling-future-research-vmeryovg7diw
https://scispace.com/papers/brand-storytelling-in-the-age-of-short-attention-spans-27bko9lzgj
https://scispace.com/papers/brand-storytelling-in-the-age-of-short-attention-spans-27bko9lzgj
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
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plot, Content Setting and emotional touchpoints (Thomas & Grigsby, 2024); (Kühn & 

Boshoff, 2024); (Ghosh & Deb, 2022). Effective brand stories are analysed and 

designed using structural frameworks like Freytag’s pyramid and the Hero's Journey 

(Kühn & Boshoff, 2024); (Parida, 2023); (Peng, 2024). (Hardman, 2022) & (Lim & 

Childs, 2020) discussed about visual and digital storytelling in the context of Product 

packaging and its digital platforms’ presence. 

Brand Identity: Clearly mentioned in previous studies that brand narrative best aligns 

customer trust and loyalty with brand values, culture, and identity (Freire, 2024); 

(Mandung, n.d.,2024); (Rigby & Lee, 2024); (Analuiza & Chimbana, 2023); (Feng et 

al., 2024). To maintain brand coherence at multiple visual and digital platforms, 

storytelling requires strategic alignment through narrative (Zimand-Sheiner, 2024); 

(Silva, 2020); (Tirakoat, 2024). Consumer trust and brand identity can be damaged by 

misalignment or unethical narrative (Dudziak, 2023). 

Figure 2: Science of Emotional Storytelling in Branding 

 

Source: Authors 

Marketing channel: (Aicha & Bouzaabia, 2023); (Bisht & Iqbal, 2024); (Hardman, 

2022) compared the efficacy of storytelling at multiple digital platforms. (Aicha and 

Bouzaabia, 2023) & (Lim and Childs, 2020) found social media as useful interactive 

platform for strengthening customer brand connect. However, traditional mode of 
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interaction through packaging can’t be undermined for the creation of brand equity 

(Marín, 2024); (Teraiya et al., 2023); (Hardman, 2022). Artificial Intelligence (AI), 

Augmented Reality (AR), Virtual Reality (VR), Gamification created new opportunities 

for immersive storytelling (Bisht & Iqbal, 2024); (Vega & Camarero, 2024). 

Cultural Factor: (Aicha & Bouzaabia, 2023); (Gou & Lee, 2023); (Analuiza & 

Chimbana, 2023), in their studies, emphasized the role of cultural differences. Cultural 

differences moderate emotional reactions and loyalty outcomes from narrative. Cross-

cultural comparisons suggested narrative cognitive versus affective responses because 

of cultural factors. In the context of global marketing, cultural adaptation of narrative 

by means of localised stories, myths, and values widened narrative reach (Zimand-

Sheiner, 2024); (Ataldaş & Erdönmez, 2024); (Riaño & Gómez, 2024). More in-depth 

investigation of cultural moderators in narrative agency, persuasion, and digital 

storytelling is necessary, according to research (Hamby, 2023); (Xiao et al., 2024). 

 

Conceptual Framework 

Figure 3 represents a theoretical framework to carry out data-based research that 

considers Narrative structure(N) (P, C, S, CH) and Emotional Appeal(E) (T, A) as 

Latent Construct, while Consumer Emotional Response(R) as moderator AND Brand 

Loyalty (B) (RP, AD, RS) as outcome. Using the factor analysis approach viability of 

the model fitness will be assessed in a future study. 

Figure 3: Theoretical Model for Narrative-Driven Marketing Brand Loyalty 

Outcomes 
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Limitations  

Table 2 below summarises major gaps and limitations found in previous studies that can 

be addressed in future research. 

Table 2: Previous Studies Limitations 

Constraints Description Source 

 

Geographic 

Concentration 

More area specific/culturally specific studies 

were there, limits the finding relevance for 

global market that is highly diversified 

(Freire, 2024) 

;(Aicha 

& Bouzaabia, 2023); 

Feng et al., 2024) 

 

 

Subjectivity 

Biases 

Self-reported measures reveal subjectivity 

biases; it makes difficult to relay on qualitative 

data findings. Data reliability and validity can’t 

be ensured. 

(Kühn & Boshoff, 

2024) ;(Mulyani, 

2024) ;(Xu et al., 

2022); (Teraiya et 

al., 2023) 

 

Communication 

Channel 

Integration 

Literature highlights the narrative effectiveness 

across channels but less of studies that 

highlight communication channel impact on 

omnichannel marketing environment and the 

development of integration strategies. 

(Zimand-Sheiner, 

2024); (Bisht & 

Iqbal, 2024) ;(Silva, 

2020) 

 

 

Perspective 

In order to understand the entire narrative 

mechanism, key components like narrative 

perspective, components and dimensions are 

not well defined in the literature. 

(Zimand-Sheiner, 

2024) ;(Chen et al., 

2024); (Sarkar et al., 

2024) 

 

Impact Duration 

Sustainability of marketing efforts not 

assessed, as most of the studies highlight that 

the majority of marketers are looking for 

immediate response rather than long-term 

results. 

(Mandung, n.d.); 

(Hamby, 2023) 

;(Júnior et al., 2022) 

 

Cross-Cultural 

Diversity 

Cross-cultural diversity has not been reported 

in the literature with a valid scale. 

(Aicha & Bouzaabia, 

2023); (Gou & Lee, 

2023) ;(Rigby & 

https://scispace.com/papers/neuromarketing-y-storytelling-creacion-de-narrativas-de-3gdxpumry7hy
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/a-study-on-the-construction-of-brand-storytelling-and-the-68etzbq35acf
https://scispace.com/papers/the-role-of-plot-in-brand-story-construction-a-1ev8e59damgy
https://scispace.com/papers/the-role-of-plot-in-brand-story-construction-a-1ev8e59damgy
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
https://scispace.com/papers/utilizing-storytelling-as-a-persuasive-communication-sckhaiicj9io
https://scispace.com/papers/the-effects-of-storytelling-on-user-experience-and-behavior-3y041x5kuz
https://scispace.com/papers/the-effects-of-storytelling-on-user-experience-and-behavior-3y041x5kuz
https://scispace.com/papers/the-impact-of-storytelling-advertising-on-consumer-1q2ef112
https://scispace.com/papers/the-impact-of-storytelling-advertising-on-consumer-1q2ef112
https://scispace.com/papers/the-impact-of-storytelling-advertising-on-consumer-1q2ef112
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/storytelling-in-the-digital-age-crafting-a-compelling-brand-b8nrc66oqxbb
https://scispace.com/papers/how-the-transmedia-narrative-approach-influences-individuals-40q8ubirws
https://scispace.com/papers/how-the-transmedia-narrative-approach-influences-individuals-40q8ubirws
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/four-dimensions-of-brand-storytelling-framework-for-managing-vo1g9dfkvn
https://scispace.com/papers/when-i-or-s-he-uses-the-product-the-impact-of-narrative-1he18pfe6t
https://scispace.com/papers/when-i-or-s-he-uses-the-product-the-impact-of-narrative-1he18pfe6t
https://scispace.com/papers/examining-how-consumers-can-love-brands-through-internal-ukt8h4561fs4
https://scispace.com/papers/examining-how-consumers-can-love-brands-through-internal-ukt8h4561fs4
https://scispace.com/papers/the-influence-of-storytelling-techniques-in-digital-i20100a5msnx
https://scispace.com/papers/connecting-the-plot-points-how-consumers-use-and-respond-to-35ssqi975i
https://scispace.com/papers/a-story-to-sell-the-influence-of-storytelling-on-consumers-5s23zqme
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/the-effects-of-video-storytelling-advertising-on-consumers-3gsqkqmd
https://scispace.com/papers/seutoritelring-gwanggoga-sobija-gonggamgwa-seoldeuge-20wfww8u7f
https://scispace.com/papers/seutoritelring-gwanggoga-sobija-gonggamgwa-seoldeuge-20wfww8u7f
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
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Lee, 2024) 

 

Generalized 

results 

Empirical study results based on a 

homogeneous sample fail to validate results for 

a heterogeneous population. 

(Parida, 2023); (Heo, 

2023) 

Narrative 

Modalities 

Narrative language modalities (via, visual, text, 

audio, video) play a role that has not been 

properly studied in existing literature. 

(Rigby & Lee, 

2024); (Lim & 

Childs, 2020); 

(Hardman, 2022) 

  

Critical Analysis 

The integration of several approaches, such as psychological perspectives, qualitative 

assessments, and experimental designs, which together enhance comprehension of the 

narrative influence, is a notable quality. However, the research also reveals limitations, 

such as a predominance of qualitative and case study methodologies that may hinder 

generalizability, and a relative scarcity of cross-cultural comparative studies, despite 

the acknowledged importance of cultural influences. Furthermore, while many studies 

emphasise emotional involvement and narrative transportation, there is less unanimity 

on standardised assessment methodologies and the long-term impacts of storytelling on 

brand loyalty. The synthesis underscores the need for more rigorous theoretical 

frameworks and empirical rigour to unite findings and guide practical applications 

across marketing channels and cultural contexts. 

 

Future Research Directions 

This study summarizes the traditional storytelling model and its key components. In 

addition to it, a shift has been observed from traditional storytelling format to AI driven 

Narrative. Although there are issues with authenticity, generative AI models are being 

successfully used by many brands to convey brand value. Superior customer experience 

is being communicated using AI-driven customer experience management systems, 

brief audio/video, and other interactive platforms. Future studies can compare the AI 

narrative influence with human intellect or authenticity. 

 

 

https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/the-influence-of-brand-digital-storytelling-using-the-heros-g2iejio8
https://scispace.com/papers/once-upon-a-time-using-brand-stories-to-sell-signature-3tgmfqfd0q
https://scispace.com/papers/once-upon-a-time-using-brand-stories-to-sell-signature-3tgmfqfd0q
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/creating-emotional-resonance-in-advertising-language-4v2bevzsj9j7
https://scispace.com/papers/visual-storytelling-on-instagram-branded-photo-narrative-and-4qzwmo3ulc
https://scispace.com/papers/visual-storytelling-on-instagram-branded-photo-narrative-and-4qzwmo3ulc
https://scispace.com/papers/tell-me-about-it-narrativity-perceptions-in-product-3ythbvn3
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