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This goal of this master thesis is to understand the importance of brand story and
its storytelling marketing on social media platform. As well as how it is differently

implied to actual marketing strategy in both B2B and B2C companies to build the
relationship with customers.

The theoretical part of the thesis describes the important concepts: brand, brand
story, storytelling, storytelling marketing, social media marketing from academic
literatures, scientific articles and website. For the data collection, structured
interview was conducted to people from both B2B and B2C companies. Qualitative
research method was taken to find the similarities and differences in each
companies’ marketing strategies. In discussion and conclusion, the findings from
interviews are reflected from the literature.

The results shows that both B2B and B2C companies use social media as a
storytelling marketing platform. However, different social media is chosen. The
component of story is different as well as different outcomes companies receive
from their storytelling marketing.
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1 INTRODUCTION

This master’s thesis aims to understand and learn the importance of brand story and its
storytelling marketing as well as how it is differently implied to actual marketing strategy in
both B2B and B2C companies in order to build the relationship with customers.

The first chapter explains the background of the study, Research gap and questions as
well as the primary literature review. The theoretical framework, research methodology

and the structure of the study are also described.

1-1 Background of the study

“Brands were followed by more than 50% of social media users in 2011.” (Van Belleghem,
Eenhuizen, and Veris 2011).

It's needless to say that now we are no longer able to live without social media. it's not just
an app but also becomes a part of our life.

Apparently, lots of marketers think the same way. As per the Social Media Industry
Report, 86% of marketers consider social media channels to be significant components of

their marketing campaigns. (Yumpu.com 2013).

Traditional marketing has utilized stories extensively to entice consumers, achieve
marketing objectives by generating empathy for the characters and story plot and
changing consumer attitudes. (Ho et al. 2013). Also, another study was done by Escalas
& Stern as stated Achieving a complete understanding of consumer psychology requires
the use of stories and storytelling.

The importance of storytelling marketing and social media in marketing is clearly found in
previous researches. However, there are not many researches done how B2B and B2C
companies operate those marketing strategies.

The combination of storytelling and social media matches perfectly in marketing for both
B2B and B2C. Therefore, | decided to work on this topic and try to reveal what has been

done by companies.



1-2 Research gap and questions

The goal of this study is to understand how companies execute storytelling marketing by
using social media as their marketing channel. This study particularly focuses on how
differently it is done between B2B and B2C industries.

The main research question of this thesis is formed as:

MQ: How is brand storytelling used to build the relationship with customers
through social media?

Answering the main research question gives the deep understanding of how social media
is being used as a storytelling marketing channel and how it influences to their customers
and customer relationship.

The main question is addressed through the presentation of the following sub-questions.
Each sub-question focuses on specific aspect of different category. It helps to answer the

main question.
SQ1: What is a brand story?

First question is to understand how companies identify their brand story. How companies
think about their brand and brand story. What components shape its brand and brand

story is also one of the most important factors to understand the brand story.
SQ2: How does social media marketing contribute to creating a brand?

The second question is to find the relationship between companies’ social media
marketing activities and brand management. The main question can only be answered by
understanding how companies use social media to create and maintain brands and how

B2B and B2C companies operate differently.



SQ3: How is social media used for storytelling to customers?

The third question is to understand how companies use social media as a storytelling
channel. Storytelling would be one of the biggest goals for companies to use social media.
It leads to understanding how companies communicates with customers and how
storytelling is received by customers. Difference between B2B and B2C companies’

storytelling strategy is going to be a huge input for the research.

SQ4: Does storytelling help to increase brand equity?

The fourth question aims to find how their storytelling marketing activity affects their
business and increase their brand equity. Increasing the brand equity helps companies to
differentiate from their competitors. Not only that but also storytelling could bring other

benefits to companies.

Story telling
sa3 Sai
MQ SQ4
Social
Media SQ2 Brand

Marketing

Figure 1: Structure of the links between thesis sub-questions.

Figure 1 illustrates how the Main question and four sub-questions are related and
positioned themselves in each field. The main question is covered in three fields:
storytelling, social media marketing and brand. Sub-question 1 and 4 are overlapped in

storytelling and brand. Sub-question 2 is in social media marketing and brand. Lastly sub-



guestion 3 is in storytelling and social media marketing. Having these four sub-questions
helps me to understand each field better as well as answering the main research

guestion.

1-3 Key Definitions

Brand

Brands can be identified by a symbol, name, design, sign, or term that distinguishes a
company's goods or services from those of its competitors. Brands aid decision-making,
from the trivial to the substantial. The mindset of consumers, including potential customers
and influencers, consists of the brands' ideas, perceptions, expectations, and beliefs.
(Keller 2020, Kotler 2006).

Brand equity

The brand's utility is viewed by consumers as both functional and symbolic, including both
functional and symbolic associations. (Vazquez, Del Rio, and Iglesias 2002).

The value of the brand is defined by brand equity, which can be described in two ways: as
a strategic, subjective understanding, or as a financial, objective expression of the brand's
value. (Heding 2020).

Brand equity that is based on customers is referred to as the differential effect of a brand.
(Keller 1993).

Brand story

To emotionally connect consumers to a brand, companies may create an interesting
narrative about themselves or their products. (Matthew & Wacker 2008).

The persuasiveness of a brand story can be achieved through narrative storytelling, which

involves immersing consumers in the world of the brand's narrative. (Escalas 2007).

Brand awareness

Brand awareness is defined as the degree to which consumers recognize, accept, and
recall a brand, regardless of its circumstances (Percy, Rossiter 1992).

Brand awareness involves a buyer's ability to recognize or recall that a brand is part of a

specific product category. (Aaker 1991).
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Brand awareness is about the track or crowd power in consumers' memories, which
reflects consumers' ability to remember or recognize a brand in different conditions.
(Keller 2009 & Verbeke 2005).

Storytelling

“It is an innovative communication modality about regions through anecdotes,
experiences, and stories shared with stakeholders” (Hagen 2008).

Storytelling is considered an effective advertising method for delivering messages and
promoting communication (Padgett & Allen 1997).

Organizations can communicate their values, strengthen their brands, and establish the
context for consumer experiences through storytelling, which all contribute to creating

meaning and building customer relationships. (Hollenbeck 2008 & Gabriel 2000).

Social media marketing

The act of promoting a company and its products through social media channels is known
as social media marketing. By utilizing word-of-mouth principles on online platforms,
brands can be increased through the use of existing social media platforms. (Akar, Topcu
2011 & Drury 2008)

The purpose of using social media technologies, channels, and software is to create,
communicate, deliver, and exchange offerings that are valuable to an organization's
stakeholders. (Tuten et al 2015).

Relationship marketing

The aim of relationship marketing is to incorporate customers, suppliers, and other
infrastructure partners into a firm's development and marketing activities. (McKenna
1991).

Relationship marketing is a part of customer relationship management (CRM) that
concentrates on customer loyalty and long-term customer engagement, not short-term
goals like customer acquisition and individual sales. The objective of relationship
marketing (or customer relationship marketing) is to establish strong, even emotional
connections between a brand and its customers, which can result in continual business,

free word-of-mouth promotion, and customer-generated lead information. (Aberle 2023).
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1-4 Literature review

There is no doubt that branding is a complex management area that requires a variety of
different perspectives and academic traditions to be studied (Heding 2020).

“A brand is the perception of added value that a company or product represents, which
makes customers loyal to preferences for a company or product. A strong brand is a
combination of facts and emotions” (Fog et al. 2010). Brands are highly valuable assets
for companies. Marketers strive to build a powerful and compelling brand story that builds
a strong brand with a rich and clear knowledge structure in the consumer's mind. (Keller
1993; Srivastava, Shervani, and Fahey 1998).

Storytelling and branding come out of the same starting point: emotions and values. The
foundation of strong brands is based on well-defined values. The emotional connection
between consumers and employees is what makes a strong brand, while a good story
connects people together. In the end, storytelling is capable of strengthening a brand both
internally and externally (Fog et al. 2010). According to Aaker “Stories are remembered up
to 22 times more than facts alone.”

Another study shows that “a good brand story can serve as a critical marketing strategy

through which differentiation may be achieved” (Ryu et al. 2019).

Brand equity is a way to define the value of a brand and can be understood in two ways: a
strategic, subjective understanding or a financial, objective expression of the brand's
value. (Heding 2020). Offering products or services with brand equity is the objective of

every brand manager (Park, Srinivasan 1994. Farquhar 1989).

A wide range of marketing activities can be shared and participated in through online
channels in social media. It represents an increasingly important way for brands to
communicate with a targeted group of customers. Social media is a common tool used by
marketers for branding purposes (Murdough, 2009 & eMarketer, 2013).

Therefore, in the modern business world, Understanding the impact of social media on

brand management is crucial in today's dynamic (Gensler, Vélckner, 2013).

1-5 Theoretical Framework
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The figure 2 represents the visualisation of the theoretical framework of the thesis. In this
research, | will compare the difference between B2B and B2C companies and how they
operate their storytelling marketing through social media. Verification follows the same
process in B2B and B2C. Following the same process highlights the difference in two
categories.

Both B2B and B2C companies operates relationship marketing to build the strong
relationship with their customers. In this research, | am going to focus on primarily two
marketing strategies such as social media marketing and storytelling marketing. Both
strategies are the one of the most powerful and effective marketing activities. In order to
examine the details, the main component of storytelling marketing is also visualised in the

figure which is brand story. It consists of brand equity and storytelling.

( Companies 1

" Social Media |

marketing  Brand
[Relatlonshlp Marketlng}\ " Storytelling \_{ Brand ] Equit

Marketing Story

A

[ Story
telling

( Customers ]

Figure 2, Theoretical framework of the thesis

1-6 Research Methodology
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The research will be conducted as qualitative research in order to answer the main
research question. Qualitative research aims to understand certain aspects of social life
and the way words are generally generated. (Patton, Cochran 2002).

The empirical material has been gathered through interviews with multiple individuals. In
gualitative research, this is one of the most common methods of data collection (Patton,
Cochran 2002). There are interviewees from both B2B and B2C industries, different
companies and positions. It will provide different answers from each perspective. The
method of interviews is a structured Q&A interview which means all the interviewees will

answer the same questions as others in order to compare their answers.

1-7 Limitations of the study

Due to the scope of the study, there are some limitations.

This research particularly focuses on storytelling marketing through social media channels
which is not the main marketing strategy for many companies. Therefore, it is difficult to
observe the result specifically only from this marketing strategy.

The number of samples in this study could be considered as relatively small. It leaves

some doubt on how applicable it will be in different contexts.

1-8 Structure of The Study

This thesis is divided into three parts, introduction, theoretical and empirical. Each part is

divided by several sections.

The first part introduces the background of the study, key definitions and research
guestions. As well as theoretical framework, research methodology and the structure of

the study are presented.

The second part provides a theoretical aspect of the thesis. The previous literature review
provides a better understanding of how storytelling marketing affects brands and brand

equity, and how social media is used effectively as a marketing channel.
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The third part is the empirical part of the thesis. Each section provides more depth
research approaches. The research context, data collection and analysis methods are
presented in this part, followed by reliability and validity.

The final chapter of the thesis presents findings and conclusions of the research as well

as the limitations and future research directions.
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2 THEORY AND CONPECTS

The purpose of this chapter is to introduce the theoretical findings about brand, storytelling
and marketing strategies from previous studies. Each concept is going to be described
from literatures and articles. It leads to a comprehensive understanding of the subject.

2-1 Brand

The brand has been characterized in various ways throughout history, depending on the
perspective from which it is viewed. It sometimes depends on the academic background
of the author of the different definitions. The most widely used explanation is through the
use of a specific name, logo, design, or other visual signs and symbols, branding involves
identifying a product and distinguishing it from others (Heding 2020).

As a company building strong brands is one of the most important. To generate higher
revenue streams, both short-term and long-term, strong brands are essential. (Aaker 1991
& Kapferer 2004). Creating brands that can last for decades and can be used in different
product categories and markets is the objective of strategic brand management. (Esch,
Langner 2006).

Considering how consumers build relationships with brands and form brand communities
is just as important as how consumers build relationships and communities in their
personal lives. (Fournier 1998 & Grossman 1998).

Brand management's main objectives have been to establish brand awareness and
image. The presence of brand marketers covers fast-moving consumer goods like food,
as well as mass market, sports, apparel, and electronics items. They spend significant
amounts of money on evaluating and tracking consumer awareness of brands and brand
image. In recent years, advanced and innovative marketers and research agencies have
stepped into the domain of brand relationships, incorporating relationship-based concepts
like trust and bonds with a brand into brand management and measurement. (Esch,
Langner 2006)

A strategy aimed at differentiating supply involves the use of brands. Companies make an
effort to improve their ability to meet the expectations of specific customer groups. By
consistently and repeatedly delivering an ideal combination of attributes, both tangible and
intangible, practical and symbolic, visible and invisible, within economically viable

conditions for the company. (Kapferer 1994).
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The study shows that a brand is nothing but bluff, a device used to attempt to set a
product apart in markets in which it is hard to differentiate among products.

Meaning and direction of brand A Meaning and direction of brand B

Products common
to all three brands

Meaning and direction of brand C

Figure 3: Product line overlap among brands (Kapferer, 1994)

Figure 3 shows that products are only a small part of each brand's offering. Each brand
has a specific direction for each product characteristics and follows a particular
development process. For instance, brand A pursues durability while brand B focuses on
practicality and C innovation. Each product line has products that demonstrate the value
and commitment that the brand is about. These products express the meaning and
direction of the brand. (Kapferer 1994)

“Brand elements, it is called brand identities, are those trademarkable devices that serve
to identify and differentiate the brand.” Brand names, logos and symbols are the one that
everyone can easily connect with a specific brand. Not only these but also URLSs,
characters, spokespeople, slogans, jingles, packages, and signage are widely applied.
(Keller, Vanitha 2020)
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1.Memorability
- Easy recognized
- Easy recalled

2. Meaningfulness
- Descriptive
- Persuasive

3.Likability
- Fun and interesting
- Rich visual and verbal imagery

4_Transferability
- Within and across product categories
- Across geographic boundaries and cultures

5.Adaptability

- Flexible
- Updatable
6.Protectability
- Legally
- Competitively

Figure 4: Criteria for Choosing Brand Elements (Keller Vanitha 2020)

Figure 4 presents six criteria for brand elements. Each element is described below.

Memorability

In order to building brand equity, reaching a high level of brand awareness is a must. The
brand elements that support that aim are essentially memorable and attention-grabbing. It
makes it easier to recall or recognize during the buying or consumption process. (Keller,
Vanitha 2020).

Brand memorability goes beyond mere brand recognition or brand awareness. It aims
leaving an impression that lasts long in the customers mind, prompting them to easily

recall your brand when they need a product or service in your category (Ballinger 2024).
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Meaningfulness

Brand elements takes on several meaning. However, there are two particularly important
criteria.

The first step is to provide basic information about the product or service's function. The
meaning of the brand element is descriptive. The product category, satisfied needs, or
provided benefits can be inferred from it.

In the second section, specific details about a particular attribute or benefit of the brand.
The brand's persuasiveness is evident. It implies something about a particular kind of

product or its major distinguishing attributes or advantages. (Keller, Vanita 2020)

Meaningful Brands continues to be an important benchmark about people’s aspirations

and expectations of brands. creating a meaningful brands gain customer's loyalty as well
as occupy a bigger space in culture. It creates room for brands of long-term growth. Their
goal is to combine purpose with customer centricity to not only grow, but to "grow well,"
and give back to the people in numerous ways., the expectations of brands have never

been higher. (Barnes 2024)

Likability
Brand likability is a brand strategy that bases itself on attractiveness, credibility, and
expertise, with the objective of establishing brand loyalty and delivering beneficial

outcomes for both consumers and brands. (MarcomCentral 2023).

Brand elements can have a lot of imagery, be fun and interesting, and not always be
directly related to the product. A memorable, meaningful, and likable set of brand
elements gives many advantages when it comes to purchase selection. It is because
consumers often do not research lots of information in making product decisions.
Descriptive and persuasive elements help in both to increase awareness and to reduce
the burden of marketing communications linking brand associations to equity. (Keller,
Vanita 2020)

Transferability

Transferability assesses the extent to which brand elements affect the development of
brand equity for new products or markets. There are several aspects to criteria.

The first is to look at how brand items can be useful for the extension of brand lines and

categories.
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The second is to look at the degree of which brand elements enhance brand equity across
geographic boundaries and market segments. (Dreamboxadmin 2024).

It quantifies how much the brand element contributes to the brand's value for new
products or markets. This criterion is divided into two main components.

First, what is the value of the brand element for expanding lines or categories? The name
can be transferred across categories more easily when it's less specific.

Second, what is the level of impact that the brand element has on brand equity across
geographical boundaries and market segments? In this situation, the brand element's

cultural content and linguistic qualities play a role. (Keller, Vanitha 2020).

Adaptability

The fifth consideration for brand elements is their adaptability over time. Most brand
elements must be updated because customer values and opinions change over time as
well as it is necessary for brands to stay up-to-date. Updating the brand element is easier
if it is more adaptable and flexible (Keller, Vanitha 2020).

Brand adaptability is the term used for changing or modifying a brand's identity,
messaging, or visual elements to better match a particular market or audience (Farinella
2023).

Protectability

The final thing to consider is to determine which brand element is predictable in both legal
and competitor contexts. Brand elements must be legally protected internationally,
formally register them with the appropriate legal organisation, and it must be completely
defended trademarks from unauthorised competitive infringement. Another consideration
is whether the brand is competitively protectable. If the brand elements are easily copied
such as the name, packaging, or other attributes then the brand is going to lose the
uniqueness, competitiveness and the brand equity. (Keller, Vanitha 2020)

Brand elements must be protectable. When it comes to logos, marketers should always
register them with the relevant legal bodies from a legal standpoint. From a competitive

standpoint, brand elements must be the ones that cannot be copied easily. (Winter 2023)
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Brand strength categorization scheme is introduced by Burmann (2009).

The ongoing interaction of brand identity and brand image creates the foundation of the
brand equity development. Brand equity is the current and future valuing derived from the
internal and external performance of a brand. Brand equity is broken down into three main
areas: psychological, behavioural, and financial brand equity, which is also known as
brand strength. Brand strength consists of the internal behavioural importance of the
brand to internal stakeholders, such as employees, and the external behavioural
importance of the brand to external stakeholders. (Burmann 2009 & Kranz, 2002 &
TAIKN, 2006)

-~

®® @

Potentially winning Champion
Brands Brands
X (Brands with high internal || (Brands with high internal
4 substance but blocked substance and high
g market acceptance) market acceptance)
]
o
£
5
2 |® ®
£
*E Loser Endangered
- Brands Brands
(Brands with hollowed (Brands with hollowed
substance and limited substance but high
market acceptance) market acceptance)
@ »
@ External brand strength ®

Figure 5: Brand strength categorization scheme (Burmann 2009)
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Potentially winning brands

This brand strength category is dominated by brands with a strong internal but weak
external brand strength. This domain often represents the begging stage of companies
creating brand equity. The attitudes and behaviours of employees with high brand
commitment are not reflected in the external marketplace and it negatively impacts the
brand's current and future equity formation. (Burmann 2009 & Burmann, Zeplin 2005)

Champion brands

The brands in this category have a high level of brand power on both internal and external
dimensions. The internal substance of these brands is considerable. Moreover, the mental
image of the brand is attractive for buyers. Thus, the brand presents superior growth

potential. (Burmann 2009).

Endangered brands

Brands in this category have both a high external strength and a lower internal strength
level. From an external perspective, these brands are typically strong and well-known, but
their internal substance has been severely damaged.

Low internal brand strength means that employees exhibit only a low level of brand
commitment and little or no brand citizenship behavior. In the long run, such low internal
brand strength is likely to lead to low external brand strength, which is going to reduce
customer retention and give a negative impact to business performance. (Burmann 2009
& Burmann, Zeplin, 2005).

Loser brands
The matrix displayed is a representation of a desirable environment where the two
dimensions of brand strength, internal and external, are distinct. In reality, the strength of

both internal and external brands has an impact on each other. (Burmann 2009).

Weak internal branding and low external brand strength have hollowed out the brand
substance and limited brand acceptance in the market. The category has little potential for
future growth. Older brands with a high level of discrepancy between the communicated
product or service benefits and the benefits provided belong to this category (Burmann
2009). (Burmann 2009).
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2-2 Brand building

A strong brand can lead to many financial benefits for a company, and it has become a
top priority for many organizations. (Keller 2001) According to the author, building a strong
brand involves four steps:

- The proper brand identity involves establishing a broad and deep brand awareness.

- Constructing the appropriate brand meaning by creating strong, favourable, and
distinctive brand associations.

- “Eliciting positive, accessible brand responses.”

- Building brand relationships with customers that are defined by passionate and proactive
loyalty.

Six brand building phases are necessary to achieve these four steps. These are “brand
salience, brand performance, brand imagery, brand judgments, brand feelings, and brand

resonance.” (Keller 2001)

Consumer
Brand
Resonance

4, Relationships
What about you and me?

Consumer
Feelings

Consumer
Judgments

3. Response
What about you?

Brand Performance Brand Imagery 2. Meaning
What are you?

Brand Salience 1. Identity

Who are you?

Figure 6: Brand Equity Pyramid (Keller 2001. Guzman 2005)

In order to achieve successful brand building as it's shown in Figure 6, there are four
steps that firms need to take. These four steps are a collection of fundamental questions
that customers invariably ask about brands, whether they are explicitly asked or not.
(Keller 2001)
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1) Keeping the brand's identity tied to a specific product category or need in the
customer’s mind -who are you?

2) Linking specific properties to specific brand associations strategically to establish the
brand's meaning in the customer's mind -what are you?

3) Taking into account customer feedback on the brand's identity and meaning. -what
about you?

4) Transforming the response into a mutually active, intense, and loyal bond between
customers and the brand. -what about you and me?

The goal of all steps is to meet certain objectives with customers, both existing and
potential. (Keller 2001. Guzman 2005)

Brand Identity

The firm's brand image is the understanding consumers gain from all its brand-related
activities. Prioritising the internal aspect if brand building allows the smooth transition from
brand management to identity management (Park, Jaworski 1986 & De Chernatony
1999).

Achieving the right brand identity requires the creation of brand salience. The customer's
perception of a brand is influenced by its salience. Brand equity is built on loyalty, and it
serves three important functions.

First, brand associations are created and strengthened by the presence of salience, which
creates the brand image and provides meaning to the brand.

Second, Brand salience is crucial for category identification and satisfying needs.

It affects massively in all phases during possible purchase or consumption opportunities.
Brand salience influences the possibility that the brand will be included as one of the
options for the purchase. There are only a few brands that receive serious consideration
for purchase. In terms of maximizing potential use, brand salience is also important in
potential consumption situations.

Third, when customers are "less engaged" with the product category, more likely they

would choose only based on brand salience. (Keller 2001)
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Brand meaning

Brand salience is an important first step in building brand equity, but it is usually not
enough. To build brand meaning, a brand image must be established. There are two main
types of brands meaning brand performance and brand image (Keller 2001).

Brand performance

The product plays a crucial role in brand equity because it dictates how consumers feel
about the brand and what they hear about it from others and what customers are
communicated with by a company about its brand. Creating and delivering a product that
completely fulfils consumer needs and desires is a prerequisite and minimum requirement
for successful marketing, regardless of whether it is a tangible good, service, or
organization. (Keller 2001).

A higher level of brand equity results in a differential effect, increased brand knowledge,
and a greater consumer response, which usually leads to superior brand performance,

both financially and from a customer point of view (Keller 2003 & Guzman 2005).

Brand imagery

The other main type of brand meaning involves brand imagery. “Brand imagery relates to
the satisfaction of customers’ psychological needs” (Guzman 2005). The focus of brand
imagery is on the external aspects of the product or service, including its effort to fulfil
customers' psychological or social needs. Brand imagery is how people think roughly what
a brand is about rather than what they think the brand actually does. Therefore, imagery
refers to more intangible aspects of the brand than actual function of a product or service.
(Kellar 2001).

Brand response

The level of recognition and association between a brand and its consumers is known as
brand resonance. Brand resonance is defined by how customers respond to both the
brand itself and its marketing activities and other sources of information. In essence, it is
about how customers perceive or feel about the brand. There are two different categories
in brand response one is brand judgments and another is brand feelings. (Kellar 2001 &
Guzman 2005).
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Brand judgments

Customers' personal opinions play a significant role in brand judgments and evaluating
about the brand (Guzman 2005). Brand judgments are about how customers combine the
different performances and images associated with a brand to form different opinions.
Creating a strong brand is particularly dependent on four types of summary brand
judgments, which are important for customers to make all types of judgments regarding a
brand. These are brand quality, brand credibility, brand consideration and brand
superiority. (Keller 2001).

Brand feelings

The emotional responses and reactions of consumers towards the brand are known as
brand feelings. Brand feeling is also related to the social currency evoked by the brand.
(Kellar 2001 & Guzman. 2005).

Brand relationships

A brand can be construed as a partner in a relationship. To achieve this, it's important to
comprehend how brands are animated, humanized, or personalized. (Fournier 1998).

The primary focus of brand relationships is on the relationship and level of identification
that customers have with the brand. (Kellar 2001)

Brand relationships heavily influence “at the level of consumers’ lived experiences”. These
relationships deliver meanings to the consumer, some of them could be functional and
utilitarian, while others could be different such as psychological or emotional. (Fournier
1998 & Guzman 2005).

Brand resonance is the connection customers have with a brand and how strongly they
connect to it. Brand resonance is determined by the emotional bond that customers have

with the brand, and the level of activity they engage in. (Kellar 2001)
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2-3 Brand story

A brand story's persuasive impact is achieved through narrative storytelling, which
involves immersing consumers in the brand's narrative world. (Escalas 2007)

Firms generate brand stories that strengthen consumers' relationships with the brand,
which provide a basis for conversations between consumers and companies, as well as
between consumers and themselves. Through such conversations, consumers can bring
their brand-related experiences and thoughts to the brand story (Escalas 2004, Singh,
Sonnenburg 2012). Therefore, Brand stories have the potential to enhance brand
awareness, comprehension, empathy, recognition, recall, and meaning (Singh,
Sonnenburg 2012).

The brand story's structure can affect the way consumers' stories are transported by
combining cognitive absorption, imagery, and immersed emotions based on the events in
the story. (Escalas, 2006). The reader can be transported into the narrative world of a
brand story, which has the potential to evoke favourable responses (Wang, Calder 2006).
The successful transport of narratives is ensured by a well-structured brand story
(Escalas, 2006). Hence, Investigating the structural factors of brand stories and their
ability to enhance narrative transportation in individuals and their perception of brand

image is significant. (Kim, Lloyd, Cervellon 2016).

An emotional connection to a brand is felt by 65% of people after hearing their story, as
evidenced by a recent study. According to Venditti (2023), there are nine things to

consider when trying to craft your own engaging brand story.

Create a strong narrative
Start with the basics of brand building. Define what the brand is, what it stands for, and
why it exists to create a clear brand story. That story must be authentic, compelling, and

easily understandable.

Know your audience

The better you understand your audience, the better your story will resonate.
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View your consumers as the heroes

Make sure to centre your story around your consumers and the problems they need to
solve, and then outline their challenges and motivations. Creating a story that resonates
with your target audience and puts them at the heart is beneficial.

Be authentic
Authenticity breeds trust and people love brands they can trust. Based on the trust you

can share the brand journey with them and they resonate ups and downs.

Make it emotional

The best stories must create a strong emotional connection. Your brand is more likely to
be remembered when your audience feels something. Use emotions such as happiness,
excitement, and nostalgia to create a strong connection with your audience by these

emotions.

Clearly define your marketing channels

To effectively tell your brand story, you need to communicate it through multiple channels.
Some channels are better suited for long-form content, such as websites and videos,
while others are better suited for short-form content, such as social media, email

marketing, and advertising.

Consistency is key
Keeping the message consistent across all channels and touch points is crucial to
reinforce your brand story. This will create a cohesive brand message, as well as boost

brand recognition.

Make it visual
Consumers love a strong visual. Your message can be reinforced by using engaging and

compelling creativity to bring them into your story and support your overall narrative.

Show, don’t tell
Don't rely solely on telling your audience about your brand's values or mission.
Demonstrate to them through the use of stories. Your points can be illustrated by using

real-life examples, case studies, and testimonials. (Venditti 2023)



28

2-4 Brand equity

The marketing effects that are unique to the brand are what constitute brand equity.
Brand equity refers to the fact that a product or service's marketing outcomes are different
when it has a brand element, as opposed to those who do not have any brand
identification. (Tuominen 1999).

Brand equity is what a brand is worth and can mean two things: “a strategic, subjective
understanding of brand value or brand equity as a financial, objective expression of brand
value.” (Heding 2020).

The common denominator of brand equity is utilized to interpret marketing strategies and
assess the value of a brand; and that the firm can benefit from the various ways in which

the value of a brand can be demonstrated or exploited. (Keller 1993 & Keller 1998).

The concept of brand equity in financial terms is a means of determining how much value
a brand holds. Brand equity is included as an intangible entry on the company’s balance

sheet. It is very important to be able to account for how much the brand holds.

Subjective understanding of brand equity is to understand how consumer recognize a
brand and grow it to be strategically valuable by brand management brand management.
The decision and experience of the brand is in the hands of consumers, and their
perception of brand equity can be defined as The value added to a functional product or
service by association with a brand name is what a consumer believes a brand's equity is.
(Aaker, Biel 1993)

In recent years, brand equity has become one of the most popular and potentially
important marketing concepts. (Keller, Vanitha 2020). According to Keller, Vanitha (2020),
branding is all about creating differences. These are the following basic principles of brand

equity:

* The added value added to a product, which is partly due to past marketing activity for the
brand, leads to differences in outcomes.

* There are multiple ways in which a brand can create value.

» The value of a brand can be interpreted and assessed using brand equity, a common

denominator.
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* There are numerous ways to demonstrate or exploit the value of a brand to benefit the
firm in compnaies of increased profits or lower costs, or both. (Keller, Vanitha 2020)

Brand equity is the sum total of brand assets and liabilities, including its name and
symbol, that enhance or diminish the value offered by a product or service to a company
and its customers. (Aaker 1991)

The author (Aaker 1991) presented four categories of brand equity components.

Brand
Awareness

Perceived
Quality

Brand
Association

Brand Equity [«

— Brand Loyalty

Figure 7: Brand equity model (Aaker 1991)

Brand Awareness

Brand awareness is explained as the strength of a brand’s presence in consumers’ minds
and it is one of the most important components of brand equity.

Brand awareness can be categorized into multiple levels, from simply recognizing the
brand to the point where the brand involved is the only one recalled by a consumer.
(Aaker 1991)

Brand Association

Anything that is linked in memory to a brand is called a brand association. Linking product
attributes, names, packaging, distribution strategies, and advertising with a brand is how
successful brand associations are created. Brand associations sometimes is the reflection
of the product's characteristics. The two categories that are most frequently referenced

are product associations and organizational associations. (Aaker 1991 & Chen 2001).
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Perceived Quality

Perceived quality is an important factor when it comes to brand equity. The perception of
quality is a result of the consumer's subjective assessment of the product, not the actual
quality (Aaker 1991 & Zeithaml 1988). Many companies have turned to customer-driven
guality as a powerful strategic weapon due to its importance as a competitive necessity in
the current market. Consistency and profitably meeting customers' needs, wants, and
preferences for quality results in customer satisfaction and value. (Jalilvand, Samiei &
Mahdavinia 2011).

Brand Loyalty

Brand loyalty is the core of brand equity as it one of the biggest differentiators from
competitors. It provides a barrier to entry, a criterion for price premium, gives time to
respond to competitor action, as well acts a safeguard against price competition. Brand
loyalty is the situation that gauges the probability of a customer switching to another
brand, especially when the brand makes changes in price or product features. (Aaker
1991). Brand loyalty creates a commitment for customers to purchase a preferred product
or service consistently in the future. (Oliver 1997).

Customers who are loyal to a brand are more likely to give it positive feedback than those
who are not. Additionally, they are less inclined to switch to a competitor solely due to
price. Their frequency of purchases is higher than that of similar non-loyal customers.
(Shashikala, Suresh 2013).

2-5 Brand awareness

In order to build brand awareness, constant exposure to consumers to the brand is
required. As well as creating the link between the brand in consumer memory and its
product category and to purchase, usage and consumption situations (Tuominen 1999).
Brand awareness is about how aware customers and potential customers are of your
business, products or services and brand. Brand awareness is a reflection of a brand’s
concrete indicators such as name, sign, symbol, and slogan, to achieve successful brand
awareness, it is important to have a well-known and easily recognizable brand.

Differentiating your product from other similar products and competitors is a crucial aspect
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of brand awareness. It can give a massive impact in purchasing decisions. The reality is,
the more aware and familiar consumers are of your product and your brand, then more
likely they are going to buy from you. With the combination with social media platforms,
both breadth and strength of brand awareness can be improved. (Gustafson, Chabot 2007
& Keller 2009)

Brand awareness and image are directly affected by brand knowledge, and both are
determinants of current consumer purchasing behaviour. Current brand-loyal purchase

behaviour is strongly influenced by the brand image. (Esch, Langner 2006)

Heding (2020) stated Brand awareness consists of brand recognition and brand recall as

the figure 8 illustrates.

Brand
Recall
Brand
Awareness
Brand
Recognition ]

Figure 8: The components of brand awareness (Heding 2020)

Brand recognition.

Does the consumer recognize the brand name? The brand's previous experience must be
confirmed by the consumer. Brand recognition reflecting the ability of consumers to
confirm prior exposure to the brand (Heding 2020 & Tuominen 1999).

Brand recognition is how people process perceiving a brand as previously encountered
(Hoyer, Brown 2001).

Brand recall

The ability of consumers to recall brands when given the product category is called brand
recall. A little more demanding on the consumer is needed. Here, the brand has to be
recalled on the mention of a cue (Heding 2020 & Tuominen 1999).

When given a relevant cue, consumers must correctly generate the brand from memory
for brand recall. (Aaker 2010).
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There are three types of awareness. Top of the mind awareness, when people are asked
about brands related to a specific category or product, is the brand the first to come to
mind?

Unaided awareness, it gauges the popularity of the brand and the number of independent
sales that come with the product category.

Assisted awareness, the objective is to determine whether the target audience has heard
of certain brands or if they only know their names.

The difficulty of attaining each level of awareness increases, starting from the weakest
and most accessible assisted awareness and ending with the most difficult, top of the

mind awareness. (Kapferer 1994)

Brand awareness can be characterised according to depth and breadth. The level of
brand awareness is closely linked to the likelihood that the brand can be recognized or
recalled, and the extent of brand awareness is closely linked to the variety of buying and
consumption situations that bring the brand to mind. (Keller 1993, Keller 1998 & Tuominen
1999)

2-6 Storytelling

Storytelling has become an integral approach of destination marketing (Chronis, 2012).
Stories affect consumers particularly in their mind and emotion. Narrative transportation is
the way stories convince, which means that a reader is left changed after being immersed
in a story (Escalas, 2004 & Simmons, 2002). The art of telling stories is what storytelling is
about. A story is a series of connected events that take place over a specific period of
time. (Sax, 2006).

Storytelling has reached a significant status in companies' brand management. To stand
out in today's communication-driven society and saturated markets, companies must take
extra measures to distinguish themselves and create memorable messages. Products that
offer unique experiences that appeal to their emotions are being sought by consumers.
The company's DNA can be made visible and activated through storytelling, as well as
creating a shared direction. Authentic story is a tool of a company's business strategy, and
without a strong corporate vision and culture, a strong and credible brand cannot be
created. (Fog, 2010)
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Fog (2010) introduced some guidelines for storytelling and its four elements.

The Four Elements of
Storytelling

1. Message 4. Plot

2. Conflict - 3. Characters

Figure 9: The four elements of storytelling (Fog 2010)
The Message

Storytelling is more than just telling stories for the sake of telling a story. Rather, for most
companies employ storytelling to communicate and convey messages that have a positive
impact on their company brand. In order to do so, first It is necessary to create a message
that is clearly defined. Without it, it's impossible to tell stories, at least not with a strategic
purpose. (Fog 2010). For every story, there are some intended messages parts and are
delivered, while some other parts remain undelivered. Unintended messages can also be
absorbed by the listener after the message is delivered. A dynamic exchange is required

between the storyteller, the listener, and the story. (Lee et al., 2013 & Kamel 2018).

Conflict

It is one of the biggest driving forces of a great story. The bigger the conflict becomes, the
more dramatic the story will be. However, the conflict should not get to the level of that it
becomes confusing. When a story becomes chaaotic, it is difficult to keep an audience
captivated. (Fog 2010)
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The Characters

Characters are also one of the basic elements in storytelling. To create a turning point in
the story, you need a cast of characters who interact and are compelling to play out the
conflict. When consumers are able to relate to the characters, they are going to enjoy
made up tales. (Fog 2010 & Kamel 2018)

The Plot

The flow of the story and its events are crucial to the audience's experience. It is because
most of the time, a story's progression of events within a certain time span requires careful
consideration because we can only tell one story at a time. A precise structure is

necessary to propel it forward and maintain audience interest (Fog 2010).

Storytelling in Business

Storytelling increasingly catches the eye of the business community nowadays.
Companies must tell their story that beats a path to the heart of the consumer. Storytelling
is a highly effective tool for both corporate and product development. The crucial factor is
that the company keeps a firm eye on its long-term brand strategy. Along with its strategic
value as a branding concept, storytelling can also be hugely effective for operational

communication purposes. (Fog 2010)

Storytelling as a
Branding Concept

Storytelling as a .
Communication Tool Operational Level

Figure 10: The storytelling Pyramid (Fog 2010)
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Figure 10 illustrates how storytelling is used for different purposes. As it illusutrates, there
are two different levels of storytelling. One is operational level which storytelling is used as
a communication tool. Another is strategic level that storytelling is used as a branding
concept. Operational level is the foundation and strategic level of storytelling is the

advanced one

OPERATIONAL LEVEL
Stories can be used and widely used to communicate a company's message both
internally and externally. As a useful communication tool, storytelling can be used in a

variety of settings, including presentations and commercials. (Fog 2010)

STRATEGIC LEVEL
Consistency in all internal and external company communication is guaranteed by the
company's core story. Storytelling is an approach to branding that can be used at both

corporate and product brand levels. (Fog 2010)

2-7 Social media marketing

Social media has helped customers become more sophisticated and develop new tactics
in searching, evaluating, selecting, and purchasing goods and services. (Albors, Ramos,
Hervas 2008). Recent research reveals new customer behavioural trends come from
social media usage. For example, the demand for customised products is increased a lot
on social media platform. (Kera, Kaynak 1997).

Social media marketing can provide many advantages to companies. Social media
platforms allow for consumers to engage in two-way communication with brands in
addition to enabling them to freely exchange ideas, information, and communication.. It
helps to get rid of consumer prejudice against the brand and increase brand value in
return. (Kim, Ko 2012).

A report by Stelzner (2009) identified the main benefits of Social Media Marketing:
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-According to this study, 81% of companies surveyed reported that their social media
activities increased their market exposure.

-A customer traffic increase was observed by 61%.

-New business partnerships were formed in 56% of the cases through social media
marketing.

-The marketing expenses were reduced by 45% of the firms. (Stelzner 2009)

According to a study, social media marketing affects three types of companies differently
depending on their level of social media activity. The study revealed that 20% of the
highest performing (Best-in-class) individuals engaged in using Web 2.0 applications as
marketing tools. (Zabin 2009)

- Improved the probability of customers advocating for the firm's products or services in
95% of cases.

- enhanced the ROI of marketing investments in 87% of the situations.

- The customer acquisition rate was enhanced in 95% of cases.

According to the Altimeter Group report (2009), the research has revealed that there is
such strong correlation between the brand’s social engagement and their financial
performance among the top 100 global brands. Revenue growth of 18% was observed by
brands that were most heavily engaged in social media marketing, on the other hand,
brands which are not involved as brands experienced a revenue decrease of 6%. “The
study found similar effects in Gross Margins (+15% versus -9% respectively) and Net
Margins (+4% versus -11% respectively)”. While more research is required, it is clear that

social media marketing provides marketers with a very intriguing strategic opportunity.
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Web 2.0 and Social Media

The terms Web 2.0 and social media are new terms in the Internet and Marketing lexicon
and there is no general consensus as to their exact meaning. By describing a vast
collection of online applications with common characteristics, it popularized the term Web
2.0 as the next phase in the Internet evolution. The Web is a platform that can harness
collective intelligence, data, and the future of Intel Inside, with lightweight programming
models and rich user experiences. (O'Reilly 2007)

The (E-)Marketing Strategy

Level 4

Level 3

Level 2

Level 1

Figure 11: the E-Marketing Pyramid model (Constantinides 2014)

Figure 11 represents the relationship between the Social Media marketing (Web 2.0
marketing) with the rest of the marketing program. Integrating marketing efforts with social
media marketing is the ultimate goal. Unhappy customers, wasted resources, and lost
goodwill are the result of not properly addressing issues at the lower levels of the pyramid.

(Godin,2007). The E-Marketing pyramid identifies four levels:
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The Product and Service

The marketing strategy is based on the company's customer/market orientation and
product/service quality. These should be clearly defined, monitored in the company’s
mission, unique selling proposition, product value, market image and market positioning.
In the age of social media, if the quality of the delivered product does not meet
expectations, it will cause serious problems. Consumers can and want to find the truth
now by contacting other users, reading technical blogs, and looking for product reviews on
social media. Continuous innovation and quality management systems are two very

important strategic foundations for this phase. (Constantinides 2014)

The Marketing (and E-Marketing) Organization

Creating and maintaining a market-oriented organization that can support both traditional
and online marketing activities is what the second level of the pyramid focuses on. This
means that organizational processes such as production, logistics, customer service,
sales, and procurement are flexible enough to provide high customer value and support

online corporate activities. (Porter, 1985)

The Web 1.0 (web presence)

In order to have a successful online presence, it is crucial to create a market-oriented
organization that supports both traditional and online marketing activities. According to
(Constantinides 2004), Online customers hold themselves to high standards when it
comes to the quality of their online experience. Websites that are cumbersome, poorly
designed, or difficult to navigate are perceived as evidence of flawed product or brand
guality, despite of actual product quality. Website performance is a major determinant of
online customer acquisition and loyalty. Assigning the right roles, creating the proper
customer online experience and integrating the corporate web site into the total marketing
plan are fundamental elements of the strategy that aims to create a flawless online
business as a value-adding component of the total marketing program and as the

foundation of social media marketing. (Constantinides, 2004)
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Web 2.0 (Social Media Marketing):

Having a great online presence is the prerequisites for moving to the next stage such as
the engagement of the social media as marketing tools. Synergy with the Web 1.0
environment is critical and must be backed by the organization's resources and
capabilities to create marketing-oriented social media applications. Corporate strategists
must critically appraise the objectives of their Social Media strategy and the internal
capabilities. (Constantinides, 2004)

Strategic social media marketing framework

stakeholders

Modernism
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Figure 12: Strategic social media marketing framework (Felix, Rauschnabel, Hinsch,2017)

Figure 12 explains the strategic social media marketing framework with its four central

dimensions. Each section is going to be referred down below.
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Social media marketing scope

It addresses the question of whether companies should use social media marketing
primarily to communicate with one or a few stakeholders, or as a true collaborative tool,
inclusive of both external and internal use.

Social media marketing is primarily used by the defender as a one-way communication
tool to entertain consumers and inform stakeholders, not to engage employees or
community groups.on the other hand, are interested in full-fledged social media marketing
collaboration based on interactions with many different stakeholders. (Felix, Rauschnabel,
Hinsch,2017)

Social media marketing culture

It distinguishes between conservatism and modernism.

Conservatism is typified by an encapsulated, traditional mass advertising approach to
social media marketing, while modernism is characterized by a more pervasive, open, and

flexible social media marketing culture. (Felix, Rauschnabel, Hinsch,2017)

Social media marketing structure

It addresses the organisation and departmentalization of the social media marketing
assignment in the firm. Hierarchy implies a centralized approach with clearly defined
social media marketing personnel. This network represents an organizational structure in
which all employees are responsible for social media marketing, so a full-time social

media marketing manager is no longer needed. (Felix, Rauschnabel, Hinsch,2017)

Social media marketing governance

The company's system of establishing rules and guidelines, as well as controlling social
media marketing responsibilities, is discussed. The extreme position of dictatorship
represents a situation where there are precise regulations regarding who in the company
is allowed to interact on social media platforms. On the other hand, anarchy represents a

situation where there are no such rules or guidelines. (Felix, Rauschnabel, Hinsch,2017)
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Consumer-Generated Content (CGC)

Consumer generated content (CGC) is becoming more important in the online world than
corporate self-produced content. This indicates that online information has moved from a
focus on publishers to a focus on consumers. As suggested by the name CGC is driven
by consumers. Consumers can generate content, such as product reviews, videos, and
photos, and then share it with the general public. The distribution process is primarily
carried out through the Internet and social media. (Moriuchi 2016)

Non-professionals can create and upload materials to Internet sites using CGC. This also
means that experts are not involved to create and post the contents, but by consumers
who have actually experienced the product or service. With the evolution of high-speed
Internet and the introduction of search engines, CGC has quickly become one of the most
widely spreading forms of global media. As CGC activities progress and take over the
consumer market for communication, more and more applications will be utilized

alongside Web 2.0 applications. (Moriuchi 2016)

CGCs exist on various platforms so called social media. The availability of social media on
the Internet has changed the way people search for and post information (Williams,
Crittenden, Keo, McCarty 2012).

Kaplan & Haenlein (2010), categorised social media into six different categories for CGC

as Figure 13 explains in below.

Social presence/ Media richness

Low Medium High
Social networking sites Virtual social worlds
Self- High Blogs (e.g., Facebook) (e.g., Second Life)
presentation/
o Collaborati
disclosure iow g ‘:O,c; rca::;ve Content communities Virtual game worlds
(e.g 2 WJ’ikipedia} (e.g., YouTube) (e.g., World of Warcraft)

Figure 13: Classification of social media by social presence/media richness and self-

presentation/self-disclosure (Kaplan, Haenlein 2010)
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Collaborative projects

The most democratic manifestation of CGC is the joint and simultaneous creation of
content by many end users through collaborative projects. There are two subcategories in
this category: one is called wikis and another one is called social bookmarking
applications. Wikis are websites that allow users to add, delete, and modify contents
which is usually text-based contents, and social bookmarking applications allow for group-
based collection and evaluation of Internet and media content.

From the company's perspective, it must be recognized that collaborative projects tend to

be the primary source of information for many consumers. (Kaplan, Haenlein 2010)

Blogs

Social media is the equivalent of a personal web page, with variations ranging from a
personal diary of the author's life to a compilation of information related to a particular
field. Blogs are usually maintained by one person only, but offer the possibility of
interacting with others by adding comments. Blogs are still the most common platform

today. (Kaplan, Haenlein 2010)

Content communities

The primary objective of content communities is to share media content among users.
There are content communities that cover a variety of media types, such as text, photos,
videos, and PowerPoint presentations. Personal profile pages are not required for users
on content communities. If they do, these pages usually only contain basic information.
Content communities are a highly sought-after marketing channel for many companies

due to their high popularity. (Kaplan, Haenlein 2010)

Social networking sites

This application facilitates connecting by creating personal information profiles, inviting
friends and colleagues to access them, and sending emails and instant messages.
Personal profiles are capable of including information such as photos, videos, audio files,
and blogs. Social networking sites are highly popular, especially among young Internet

users. (Kaplan, Haenlein 2010)
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Virtual game worlds

Users can interact with each other like they would in real life by appearing in personalized
avatars on this platform that recreates a three-dimensional environment. Virtual worlds are
possibly the most advanced form of social media, offering the highest level of social
presence and the most advanced media quality of any app. They come in two forms:
virtual game world and virtual social worlds.

One is a virtual game world, such as the massively multiplayer online role-playing games
(MMORPGS) that have gained popularity in recent years, in which users must follow strict
rules. (Kaplan, Haenlein 2010)

Virtual social worlds

This second group of virtual worlds allows its inhabitants more freedom of choice in their
actions and a virtual life that is basically similar to real life. The range of interactions is not
limited by any rules, except for basic physical laws like gravity.

Self-expression strategies can be unlimited, and it has been shown that as frequency of
use and consumption experience increases, users of virtual social worlds exhibit
behaviours increasingly similar to those observed in real-life settings. The virtual social
world offers many opportunities for companies, including marketing such as
advertising/communications, virtual product sales/v-commerce, marketing research on top

of that human resources and internal process management. (Haenlein, Kaplan, 2009)

2-8 Relationship marketing

Relationship marketing is generally defined as a method for establishing long-term loyal
customers and enhancing profitability. In other words, “Relationship marketing is

interaction in networks of relationships”. (Gummesson, 2011)

The term, “Customer Relationship Management” represents the same basic thinking as
relationship marketing but it is the most frequently used. However, relationship marketing
is a new type of marketing that turns that concept on its head; customer relationship
management is now taken as one of a practical method of dealing with customer
relationships. (Gummesson 2011). The definition of customer relationship management is
based on the values and strategies of relationship marketing, emphasizing the relationship
between a customer and a supplier, and relying on both human action and information

technology.



In order for a relationship to exist, at least two parties must be in contact with each other.
The basic two-party relationship in marketing, is that between supplier and customer.
(Gummesson 2011).

Figure 14: A network of relationships (Gummesson, 2011)

Networks are a collection of relationships between multiple parties that can develop into
complex patterns. A graphic pattern of a network is visualised in Figure 14 above Active
contact between parties occurs in relationships, whether they are simple dyads or

complex networks. This is called interaction.

Relationship marketing is the practice of getting customers, suppliers, and other
infrastructural partners involved and integrated in a company's development and
marketing efforts. This engagement results in close interactions with suppliers, customers,
and other corporate value chain partners as well as stakeholders. (McKenna, 1991)

To have an integrative relationship, there must be overlapping plans and processes
between the involved parties and close economic, emotional, and structural connections
between them. It emphasizes cooperation rather than competition and consequent conflict
between the parties, indicating that there is interdependence rather than independence in
choices. (Gummesson, 2011)

As a result of this, marketing actors tend to cooperate instead of compete, which can lead
to conflicts. Increasing marketing productivity by achieving efficiency and effectiveness is

the aim of relationship marketing (Sheth, Sisodia 1995).
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The development of relationship marketing points to a major shift in marketing axioms
from competition and conflict to mutual cooperation. (Sheth, Parvatiyar 1995).

mutual
interdependence
Relationship
marketing
competition mutual
and conflict cooperation

Transactional

marketing Independence
and choice

Figure 15: Axioms of Transactional Marketing and Relationship Marketing (Sheth,
Parvatiyar 1995)

Figure 15 illustrates the relationship between transactional marketing and relationship

marketing as well as their features.

The creation of value is driven by competition and self-interest in transactional marketing.
Choosing a supplier motivates marketers to create higher-value offerings for their own
self-interest through competition. The proponents of relationship marketing are
challenging the idea of competition because they believe that mutual cooperation, not

competition and conflict, leads to more value creation. (Morgan, Hunt 1994)

The belief of transaction marketing is that the ability to choose among marketing actors
results in a more efficient system for creating and distributing marketing value. According
to industrial organizations and government policy makers, marketing actors have the
freedom to choose their transactional partners based on preserving their own self-
interests at all decision points due to their independence. As a result, purchasing at the
lowest cost through negotiation and bidding becomes more efficient. (Sheth, Parvatiyar
1995) From an economic perspective, however, concerns have been raised that all

transactions incur transaction costs in search, negotiation, and other related activities,
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which increase rather than reduce costs, leading to inefficiency rather than efficiency for
firms engaged in exchange transactions.

Therefore, by connecting, transaction costs can be reduced and quality can be improved,
while governance costs are lower than exchange marketing. (Heide, John 1992)

Research on relationships, networks, and interactions has highlighted a series of general
properties: the B2B network approach distinguishes three types of connections that form
the buyer-seller relationship. (Gummesson, 2011)

Activity links

This includes technical, administrative, and marketing activities.

Resource ties
The process involves the exchange and sharing of resources, such as tangible assets like

machinery and intellectual capital like knowledge.

Actor bonds
It is created by people who influence and shape each other's opinions. (Gummesson,
2011)

2-9 Storytelling marketing

Destination marketing relies heavily on storytelling as an approach. (Chronis, 2012).
Recent findings in brain scan research suggest that storytelling can be used for marketing
purposes. The brains of the listener and the speaker begin to synchronize when someone
tells a story and is attentive. (Stephens, Silbert, Hasson, 2010). Another study has shown
that People can better keep meaning or purpose in mind through storytelling compared to
raw data. Stories are more likely to be remembered by consumers due to how they can be
stored in their memory in various ways. (i.e. factually, visually, and emotionally)

(Mossberg, Nissen, Johansen 2006).

The use of stories is a highly effective method of marketing communication. (Rose, 2011).
According to marketing strategies, tales can aid consumers in comprehending the merits

of a brand. (Kaufman, 2003). Effectively telling stories can persuade consumers and leave
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them with a positive and distinctive impression of the brand. (Denning, 2001 & Keller,
1993).

Storytelling marketing combines buying and selling products with emotional marketing,
which involves enhancing people's emotions by using stories in marketing activities.
Storytelling marketing is the best way to convey a subject because it's easy to understand,
remember, and create emotional immersion and empathy through stories, which makes it
not just a piece of information. (Knapp, Hall 2009 & Choi, 2014).

Companies in the 21st century modern society have turned to storytelling marketing to
enhance their brand value and research has already taken place in various areas of

emotional society (Kim, Park & Park 2018).

According to Dan (2023), storytelling can be used in different ways in marketing strategy.

Brand Story

A brand story is the story behind and about the brand. It is the story of how the brand was
born and how it has grown. By using this story, the target audience can understand the
brand's values and distinguish it from the competition. (Dan 2023)

To build a strong relationship with customers, build strong brands, and maintain brand
loyalty, it's crucial to control the power of a brand story. (Lin, Chen, 2015 & Lundgvist et
al., 2013; Feng, 2018). If the brand story contains elements that reflect unigueness, we
can expect that consumers with a strong desire for uniqueness will clearly prefer that
brand story. (Li. Zhao. 2021).

Product Story

The story behind a particular product is what a product story is all about. The story
revolves around the creation of the product and its intended solutions to problems.
Customers can gain a better understanding of the product's value and purpose through

this. A good product story leads them to feel more connected to it. (Dan 2023)

Customer Story

Customer Stories are engaging articles that integrate the delightful testimonials of
customers and business partners who praise the work we have accomplished together.
The real-life impact of the brand's products or services can be demonstrated effectively
and powerfully by sharing customer stories. These stories are crucial to tell in order to

showcase how the product has improved the lives of customers. It gives an opportunity to
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offer potential customers a glimpse of what they can expect. (Rosenzweig 2023 & Dan
2023)

Emotional Storytelling

Crafting a story that triggers emotions in the target audience is what emotional storytelling
involves. The outcome of this story could be anything from a heartwarming tale about
community and connection, to an inspiring tale of overcoming hardship as long as it is
emotionally attached and has the clear message. By engaging the audience’s emotions,
brands can create a deeper and strong connection and it leads to greater brand loyalty.
Emotional Storytelling provides an additional structure for enabling the interactive
storytelling system to manage the emotional experience of the user. (Blom, Beckhaus
2005)

Educational Storytelling

Sharing information or knowledge through a narrative format is what educational
storytelling involves. The process of learning through storytelling involves structuring
learning around a narrative or story to learn it. Personal stories and anecdotes are utilized
to enthrall learners and share knowledge. By using this method, customers can learn
about a complex product or issue in an effective manner, and new technology introduction
as well as making the information more accessible and engaging. (Advance HE 2017 &
Dan 2023)

Interactive Storytelling

Interactive storytelling is a process of telling stories with technological, social, or
collaborative interactive features, which create content that can adapt to changing cultural
behaviours. The audience can become a part of the story by participating in interactive
storytelling. This may include interactive content such as games or quizzes, or it may give

customers the opportunity to share their stories. (Hoguet 2017 & Dan 2023)
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3 RESEARCH DESIGN AND METHODS

This chapter presents the research approach of the thesis. That includes data collection
methods and data analysis methods. Also the introduction of interviewees and the
reliability and validity will be explained.

3-1 Research method

The goal of the study is to understand and learn the importance of brand story and its
storytelling marketing through social media and how differently executed in B2B and B2C
companies. The empirical part of this study is conducted as qualitative research.
Qualitative methods are utilized to answer questions about experience, meaning, and
perspective, typically from the participant's perspective. It is common for these data to not
be countable or measurable.

In qualitative research methodologies, small-group discussions are utilized to explore
beliefs, attitudes, and concepts of normative behaviour, while semi-structured interviews
are used to acquire background information or an institutional perspective. By conducting
thorough interviews, one can obtain insight into a condition, experience, or event from a
personal perspective, as well as by analysing texts and documents such as government
reports, media articles, websites, or diaries, we can gain knowledge about both distributed

and private knowledge. (Hammarberg, Kirkman, de Lacey, 2016)

3-2 Data collection methods

The data is collected by interview and interviews were conducted to various companies
from different industries to gain a broad perspective about the topic of this study. The
interview questions were formed based on the theoretical part of the research and the
research guestions. All the interviews are conducted online via Microsoft Teams. Table 1

represents the interviewed person's companies, position as well as their industry.
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Company Interviewees | Position Industry Interview [Length
name date (min)
Company A Interviewee | Account | Machinery 2nd Feb [37 min
B2B 1 Manager | Manufacturing
Company B Interviewee | Quality Food 5th Feb [37 min
B2B 2 Manager | Packaging
Company C Interviewee | Head of | Industrial 7th Feb [34 min
B2B 3 Marketing | Machinery

Manufacturing
Company D Interviewee | Sales Electronics 5th Mar [31 min
B2B 4 Manager | Manufacturing
Company E Interviewee | Co- Interior Retail | 10th Feb [58 min
B2C 5 founder
Company F Interviewee | Business | Fashion 16th Feb 36 min
B2C 6 Owner
Company G | Interviewee [ Co- Advertising 13th Ma (32 min
B2C 7 founder Services

Table 1: Interview details (company names will not be mentioned in the thesis for the

privacy purpose)

There are seven interviewees to collect the relevant and insightful data for this research.
The reason is to make sure | get reasonable amount of data from both B2B and B2C
companies. In B2B companies, not only from marketing department, but also form sales
and quality management, which allows to collect data from different perspectives than
marketing. Interviewees from sales department gave me their insights that how
companies marketing activities affect the actual sales place as well as feedback they get
from customers are also shared which is valuable data to analysis. From quality
management department, the person is in charge of customer retention and
communication. It gives a crucial information and experience the person have through its

business with customers. The head of marketing form a company obviously determine the
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marketing strategy as well as has huge influence of how company’s brand and story are
presented to customers.

On the other hand, in B2C companies, all of three interviewees are either co-founder or
the business owner. They are in charge of not only about marketing but throughout the
business. They have the overview of how company operates their marketing activities and
how it affects to sales and customer relationship management. Their experience and
insight to storytelling marketing is a valuable data.

The interview questions used for the research are provided in Appendix 1.

3-3 Research context

Each of the case companies for the research are described briefly in order to gain a better
understanding about their business. Case companies have different company scale,

backgrounds, business models, market share in their field.

Company A is a Finnish machinery manufacturing company in Lappeenranta, founded in
1983. The company is selling and maintaining cost-effectively hydraulic and pneumatic
products to their customers. It helps customers to find the best and most functional
solutions for their equipment and machinery. The main customers are domestic factories
from very different industries The company also has some offices and shops in Lahti and

Rauma to work with local customers closely.

Company B is an international company which provides solutions for the food processing,
packaging and containers founded in 1951 Lund, Sweden. The company operates its
business globally more than 160 countries. The company is currently a market leader with
the high technology and its quality. The Finnish office is mainly working for its brother

company at the moment. The main customers are in Finland, Sweden and Estonia.

Company C is an international industrial machinery manufacturing company founded in
1933 Nordborg, Denmark. The company provides a wide range of components and
solutions for off highway machines mainly for industrial and agricultural use as well as on
highway machines such as trucks and commercial vehicles. Manufactory companies and

factories are the main customers. The company also cooperates with them in original
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equipment manufacturing. There are other segments in the company which focus on the
trains, marine industry and many other industries. The company operates globally and its

customers are in more than 100 countries.

Company D is an international electronics Manufacturing company founded in 1936
Helsinki. The company provides industrial measuring instruments from selling, maintaining
and repairing to implementing its technology. At the moment, the company focuses on
measurement instruments and intelligence for climate action.

The main customers are the third sector, public institutions such as the city and
government and companies from a wide range of industries such as pharmaceuticals,
biotechnology and semiconductor manufacture. The company operates globally,
customers are in more than 150 countries. International offices are located around the

world.

Company E is a startup company from Copenhagen, Denmark, founded in 2018 as an
interior poster company. The company operates in e-commerce globally and the current
main markets are Japan and Germany. The company particularly focuses on Nordic /
Danish inspired design posters which are from their culture, architecture, nature, and
lifestyle. At the moment, they are trying to expand their product range by collaborating
with local artists, combining Nordic design with other cultures such as Japandi. The
company also attaches great importance to environmental protection activities and
sustainability. The material of paper and printing ink are eco-friendly, for every poster sold,
one tree is planted in cooperation with an NPO. As well as printing and shipping are done

in the country of order to reduce CO2 emissions from transportation.

Company F is a family-owned company from Pori, Finland, founded in 2021. The
company operates e-commerce selling mainly men’s underwear. The design is hugely
inspired by Finnish culture and language. The company also operates its business on
Zalando which is one of the biggest online stores for fashion in Europe. The product range
is expanding rapidly to sock, swimming wear, beanie, custom printed underwear to
women'’s cloth. The main market is Finland at the moment and there is a lot of demand for

gifts. However, the company is aiming to develop new markets in Europe.

Company G is a small and medium-sized enterprise from Oulu, Finland, founded in 2015.
The company provides marketing and advertising consulting. The company operates

domestically and with B2C companies which also operate locally. The company helps
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their customer’s marketing by data analysis, PR, and content production with different

marketing tools and activities.

3-4 Data analysis methods

The development of qualitative research was intended to not only uncover new concepts,
but also generate persuasive new theories as an approach to inductive research.
Qualitative research is used for the purpose of creative theorizing, which relies on weak
evidence. (Gioia, Corley & Hamilton 2013). All the interviews are going to be recorded to
ensure the reliability and quality of the collected data. Spoken answers from interviews are
converted into text-based data for further analysis. Then summarized and categorized in
order to answer research gquestions. There are going to be some follow up questions

depending of its needs.

3-5 Validity and limitation
validity

Validity is commonly understood to be the measure of an instrument's ability to accurately
measure what it is supposed to measure. The reliability of an instrument is what
determines its validity, but it can still be reliable if it is not valid. (Kimberlin, Winterstein
2008).

The data in this research has been collected from interviews. Interviewees are from a
wide range of category such as relatively young startup, domestic operating companies
and a big internationally operating company. Going through both B2B and B2C companies
which operate in many different industries gives the valuable data. Similarities and
differences of each company's marketing activities and strategies about their storytelling

will prove some applicability. It gives some validity to this research.
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Limitation

Matters and occurrences that occur in a study that are beyond the researcher's control are
called limitations. They limit the extensity to which a study can go, and sometimes affect
the end result and conclusions (Bell, Bryman, & Harley 2022).

Sample size

The research project's scope prevented the researchers from gathering data from the
entire recommended population sample, causing a limitation in the study's number of
participants. The simple random sampling method is not capable of categorizing

participants into different categories.

Time
A study that is conducted over a certain amount of time is a snapshot that depends on the
conditions that occur during that time. To produce well-developed research, the

researchers were given a short period of months to combine the necessary information.

Data collection method

This is usually time consuming. The scope and depth of analyses could have been
enhanced by incorporating additional methods of data collection. (Bell, Bryman, & Harley
2022)

In this research, there are seven interview is conducted. It is the limitation of sample size
as mentioned. Although seven interviews give the reasonable amount of data for this
research, more data would bring more findings which leads to more concreate results.
The use of saturation as a criterion for discontinuing data collection and/or analysis is a
feature of this qualitative research (Saunders 2018). | received different information from
each interview which indicates that the data collection did not reach to saturation in this
research. Also, the research particularly focuses on storytelling marketing through social
media channels. However, many companies use social media in multiple marketing
activities not only for storytelling. Therefore, findings of this research can only be
applicable till a certain extent. As well as social media is not the only channel that
companies operate storytelling marketing. The results of storytelling marketing might be

affected by other marketing activities.
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4 FINDINGS

The results and findings of the interviews are presented in this chapter. The first section is
about brand story and storytelling then, social media and relationships are described in the
second section. in each section, there are some comparisons between B2B and B2C

companies.

4-1 Brand / Storytelling

All of the Interviewees agree that it is extremely important to have a brand and tell its story.
“Brand is one of the most valuable assets that companies can have (Interviewee 3, 2024).”
Also, Interviewee 6 stated “Regardless of the product quality, it will not last long if you don’t
have a brand.” Despite all the interviewees agrees the importance, there are some
similarities and differences particularly between B2B and B2C companies that how the

brand and brand equity grow, the purpose of the storytelling, the component of its story.

“Having a brand is necessary and it should be based on our values. Brand is a vision that
customers have about us (Interviewee 3, 2024).” Interviewee 3 stated clearly about the
brand and what it means to them. “Brand is about what the company represents and its
vision, some might think they don’t have a brand. However, they just haven’t defined
precisely yet which makes it extremely difficult to build the marketing plan (Interviewee 7,
2024).” Interviewee 7 shared his experience working with many companies. “Even a
supermarket such as Lidl, they still have a strong brand and it is defined as affordable and
accessible to everyone with a certain quality guaranteed (Interviewee 7, 2024).” It is very
important to be aware of what the company has and offers to customers and it needs to be
defined as a brand and promoted to the target customer. Brand does not have to be luxury
or expensive. Having a brand and delivering the right message to the right customers is

essential for every company.

“Our brand is known as high quality and reliable as a market leader which is the huge
brand equity we have (Interviewee 2, 2024).”

“It is extremely important to have a brand as a leader in its field (Interviewee 4, 2024).”
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Both Interviewee 2 and 4 are working in the market leading company in their field. They
emphasize the importance of having a brand. “Having a brand and showcasing it helps the
company grow in the right direction (Interviewee 4, 2024).” Although potential market share
growth is limited since they have already occupied the majority of them, the brand needs to
be well taken care of and be enhanced by the right strategy. According to the interviewee
6, “Having a brand gives a personality and it adds value to the brand equity and
understanding the position of the brand in the market is key to taking the right marketing
strategies.” It provides a great input that proper brand management and brand equity growth
strategy is the must regardless of the size or industry of the company.

On the other hand, Interviewee 5 mentioned “Having a brand is important especially to get
repeat customers and make a long-term relationship with them.” It is a slightly different way

to use the brand especially for B2C company.

“In order to increase the brand equity, we need to bring the best quality products possible
to customers (Interviewee 2, 2024).”

“We promote our brand as a high-end option and our customers understand it. We
compete with quality, not price in the market (Interviewee 3, 2024).”

“Being able to offer as a high-end product when it comes to price is based on our brand

equity (Interviewee 4, 2024).”

These three interviewees from B2B companies explained the core component of their
brand and brand value. Interviewee 2 said quality of the products is the core of its brand
and considering the fact that the company is in the food industry. “Our brand is based on
guality and sustainability which is also the slogan of the company (Interviewee 2, 2024).” It
is understandable that the quality is the biggest concern for customers. Interviewee 3 also
agrees on it, as they offer the brand-new technology and the solution for customers.

The company knew customers are going to get so much more than they paid. Interviewee
4 clearly stated that their quality is the core of brand equity. The reason why quality is the
core of the brand is because quality of the products can be compared numerically.
Companies can surely insist the quality is better than other competitors by showing the
facts. It is very convincing for customers since they make business deals.

Customers experience the products and its quality will create brand equity and it helps to

build the long-term relationship with them.
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“Creating contents to tell a story that adds value to the products is a way to increase

brand equity. It helps to stand out from other competitors (Interviewee 5, 2024).”

“To increase the brand equity, it is important to keep the eyes on the possible growth
opportunity, to find and grow golden eggs and connect them to what the company already

has or offers (Interviewee 7, 2024).”

Interviewee 5 and 7 gave the example of the different approach to build brand equity.
Interviewee 5 mentioned the combination of the products, contents and its storytelling
create the appealing value to customers. The comprehensive strategy will create and
increase brand value. Interviewee 7 also believes in the collaboration of new products,

existing products and the company's brand and vision is the key to create brand equity.

Some of the interviewees think brand recognition must be improved to increase brand
equity. “Brand recognition is the first step to increase brand equity (Interviewee 4, 2024).”
Brand equity is the image that customers have about the company and products, there will
be no brand equity if customers do not know the company and brand are existing. “Brand
recognition will be increased only when you get more visibility at the right places
(Interviewee 6, 2024).” It is a very important viewpoint of brand recognition. Exposure can
be helpful as long as it is in the right place to be seen. Being in the wrong place to be
exposed can not only ruin the brand image but also waste their budget such as
advertising and paid campaigns.

“Social media helps a lot to increase brand recognition by reaching the right target and
getting more exposure to them (Interviewee 1, 2024).” This is one of the main reasons
why companies see social media as an important tool for marketing. It is the most cost-

effective way to reach the right place and people.

“Storytelling is the care of our current marketing. Our story must be more than just products

and technology (Interviewee 3, 2024).”

In terms of the storytelling, a very well-defined statement was given by the interviewee 3. It
must not be only about the products and technology but must be the overall approach in

marketing activities. Other Interviewees agreed that “All phases of marketing need to be
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done with storytelling (Interviewee 7, 2024).” And “The brand and the company must be
linked in our storytelling strategy. Otherwise, it is going to be extremely difficult to grow the
brand equity and the company itself (Interviewee 1, 2024).”

“Storytelling is a part of the education process for the customers which helps to expand
the market itself. It generates potential customers who are not aware of the needs of

products and solutions we provide (Interviewee 3, 2024).”

Interviewee 3 mentioned another purpose of storytelling. Storytelling is a powerful tool for
companies to educate customers and market. Especially when the company is offering
the new technology to the market. Teaching the particular technology itself is not
appealing to customers. Customers are much more interested in what these technologies
help their company and business than how technology actually works. Shaping it as a
story and telling it is much more powerful to bring the message. “We present cutting-edge
technology to customers. Telling the story about what we can do for customers with these

technologies creates a strong relationship with them (Interviewee 2, 2024).”

“Storytelling could be from testimonial and reference from other customers and it’s
powerful when meeting new customers. Because it is not the words from our company

with bias. The third person's view can be much more convincing (Interviewee 4, 2024).”

The interviewee 4 mentioned one of the components of their story. The experience of
products from other companies can become a story and can be shared as reference or
recommendation. As it is mentioned that the word of mouth from people who are not biased
is extremely strong and well taken. The communication helps companies to build a long-

term relationship with customers as well.

“Storytelling leads us to work with customers and companies who share the same values
and vision. Then brand equity will be increased by bringing value to them by working
along with other respected companies and brands (Interviewee 3, 2024).”

“Storytelling helps us to collaborate with other companies. It helps to jump up our brand
recognition by getting more visibility in the right market which leads to increasing the

brand equity (Interviewee 4, 2024).”
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Both Interviewee 3 and 4 explained the benefits of storytelling. Storytelling opens the door
to work with other companies which multiplies the impact to the market. Other companies
who resonate with their story means they both have the same value and vision.
Cooperation with these companies help to increase the brand recognition in the market. It
leads to increase lots of visibility and brand equity. It all starts from storytelling.

“Having a story behind affects customers’ feelings massively. Our customers are not buying
the piece of paper but they are buying a piece of story which is shaped as a piece of paper
(Interviewee 5, 2024).”

“Storytelling creates emotional connection between customers and products. People are
NOT buying our products by price or quality of products because they resonate with the

story behind the products (Interviewee 6, 2024).”

Both Interviewee 5 and 6 shared their experience with customers. Unlike B2B companies,
B2C customers are not necessarily prioritize the quality or price of the product. Their
emotion is one of the biggest driving factors of purchase decisions. The reason for buying
these daily used products is not because they need but they want. Therefore, storytelling
appeals to emotion which gives a reason to pick specifically their products not from other

competitors.
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4-2 Social media / Relationship
All of the interviewees think it is crucial to use social media effectively to grow the

company. Even within the purpose of storytelling, different social media platforms are
chosen by each company depending on their target group of customers.

Interviewee | active social media platform main purpose other than storytelling

Interviewee 1 | Linkedin Recruitment

Interviewee 2 | Linkedin, Instagram Recruitment

Interviewee 3 | Linkedin, Instagram, YouTube | Recruitment

Interviewee 4 | Linkedin, Instagram Recruitment
Interviewee 5 | Instagram, Facebook Direct sales
Interviewee 6 | Instagram, Facebook Direct sales
Interviewee 7 | Instagram, Facebook Direct sales

Table 2: Summary of the interview about social media use

All the interviewees strongly agree that social media is the best place to tell the story and
this is one of the main purposes of social media and its marketing strategy. “Social media
is really important nowadays that companies can’t survive without them (Interviewee 3,
2024).” The table 2 above visualizes the different social media platforms and the main
purpose of utilizing social media other than storytelling in each company. First, different
social media platforms are selected in B2B and B2C. Linkedin is a more popular platform
among B2B than B2C although B2C companies still use Linkedin. Similarly, Facebook is
used more for B2C than B2B. Instagram is used by both B2B and B2C companies. The
resources of each company vary from the company’s size and manpower. “Maintaining
multiple social media accounts is difficult due to the lack of manpower, it is important to
pick the right place (Interviewee 6, 2024).”

Second, there is a significant difference between B2B and B2C about the main purpose of
social media. B2B companies are using their social media as one of the recruitment tools,

while B2C can use it as a one of the sales points.



61

“Social media is the way to deliver the message to the targeted audience. We try to create

credibility and trust on social media, not just advertising (Interviewee 3, 2024).”

Many companies are executing social media marketing. Interviewees explain what they
are paying attention to. “Social media should not be just a product catalog (Interviewee 5,
2024).” This could be overlooked by many cases, just posting the videos and photos on
social media do not bring the best result that companies possibly can get. “Even on social
media, you are not able to reach everyone so you really need to define the targeted group
and deliver the right contents (Interviewee 7, 2024).” It is applied especially to paid
advertisements on social media. Companies can spend a lot of money for the paid
advertisement to show a wide range of people but it would not be a cost-efficient way to
use social media. People pay minimal attention to advertisements. It is very much less

likely to get attention when it does not feel relevant to them.

“Going viral on social media is worthless if we don’t tell the right story to the right people.
Number of followers and views are just one aspect of social media, we need to look at the
behind (Interviewee 5, 2024).”

“The goal of social media marketing is not getting more likes and followers. we can’t be

tricked by these numbers (Interviewee 7, 2024).”

This is an extremely important aspect of social media. We can easily be manipulated by
these numbers and a lot of times, companies set these numbers as their KPI in social
media marketing. “The contents of social media must be linked to the brand and company
(Interviewee 7, 2024).” Interviewee 5 shared their experience with their tik-tok. Video
contents are much less likely to generate engagements. One of their posts went viral on
tik tok which generated many views, traffic and followers. However, there was not a huge
impact on the sales and website visits. The reason is the post did not contain the story
that they wanted to deliver. Companies need to keep it mind that storytelling is the priority
and numbers don’t follow soon. Both interviewees 5 and 7 are B2C companies however, it
is very much applicable to B2B companies since they also set storytelling as a priority in

social media marketing.
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“One of the main purposes of social media is a direct selling (Interviewee 5, 2024).”
“Visibility on social media could easily convert into direct sales as in impulse buying which
is why being a present on social media is crucial (Interviewee 6, 2024).”

“Frequency is incredibly important on social media especially in B2C. Reminding them

about the products will more likely convert to sales (Interviewee 7, 2024).”

All of the three B2C companies | interviewed use their social media as a direct sales
channel too. They also focus on Instagram as their favourite social media platform which
fits their needs well. Unlike B2B companies, customers can make their purchase
decisions by themselves. More frequently they see the products, the more influence
customers would receive. There is a chance to lead to sales at the end. On the other
hand, B2B companies know about it as “Telling the story would not convert to sales
directly but it opens the initial door for the negotiation (Interviewee 1, 2024).” B2B

companies need to take a long-term plan compared to B2C companies.

“At Linkedin, people already expect what kind of content that they are going to see.
Therefore, it is much easier to deliver the right message to the right target (Interviewee 1,
2024).”

For B2B companies, Linkedin is the most active social media platform. It is crucial to pick
the right platform to put their resources. As interviewee 1 described that people on
Linkedin are there as professionals. People are looking for professional and business
content unlike other social media such as Instagram. “We are present on all the social
media platforms but Linkedin reflects our marketing strategy well and Instagram is more
for the casual approach of exposure (Interviewee 4, 2024).” Interview 4 also mentioned
the importance of Linkedin and different approaches on different social media platforms.
Unlike these two interviewees, Interviewee 5 decided to use Instagram on their priority
social media. “The strength of Instagram is a visual image which fits perfectly to our

products and marketing (Interviewee 5, 2024).”

Social media marketing does not necessarily have to be active on as many social media
as possible. It must be the right platform with the right contents. Otherwise, companies are
not able to get the most out of it. Companies take many different approaches to get more

visibility on social media.
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“Sponsoring a local sports team is also a great way to get more exposure and it gives user
generated content on social media (Interviewee 1, 2024).”

“Sponsoring the scientific events and conferences which are related to our products and
technology is a huge opportunity to get our name public both on and off the social media
(Interviewee 4, 2024).”

Interviewee 1 and 4 mentioned sponsorship strategy. Interviewee 1 explained that the
company is sponsoring the local junior sports team. It creates more visibility in their
business area and also delivers the positive message of corporate social responsibility.
Interviewee 4 described the opportunity to sponsor the event which is related to their
technology. Peaople at the events are the potential customers for the company and holding
the events as a company is the great way to approach them. The sponsorship creates the
user generated contents. It helps to get more exposure within their community which is a
targeted group of people in terms of interests and geographically. The importance of user
generated contents is mentioned by the interviewee 5 as well. We engage and interact
with customers by reacting to user generated contents. User created contents boosts our
presence on social media especially within the right targeted group (Interviewee 5, 2024).”
Sharing and reacting to the user generated contents is a great way to boost the presence

on social media as well as to build a strong relationship with them.

“We can multiply our visibility and presence when we both work on social media and

traditional media and News (Interviewee 3, 2024).”

According to interviewee 3, it is very important to cooperate with traditional media such as
TV and News. There is a huge influence and credibility. The combination of traditional

media and company’s social media boosts the presence and visibility.

“Most of social media marketing is managed by the global marketing team at the
headquarter (Interviewee 2, 2024).”
“Headquarter is the one who is in charge of the main social media

management (Interviewee 3, 2024).”
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Both interviewees 2 and 3 work in the international big company and the headquarter is
located in a foreign country. Consolidating the task to one place to operate social media
marketing is beneficial especially to these international companies. It helps companies to
organize a consistent marketing plan globally which surely delivers the right story to
customers. The core story remains the same in different countries and having many local
social media accounts could make it blur. As well as the headquarter has the access to
the latest information possible which can be shared on social media quickly.

“Contents of social media could make us look unprofessional. It can be casual content but
should be professional enough (Interviewee 1, 2024).”

Our company decided to stop using X (twitter) last year considering it is not a good
channel for us. Social media especially like Instagram should be casual enough to have
small interaction but should be professional enough to keep our image (Interviewee 3,
2024).”

“You shouldn’t be at all the social media platforms if you can’t manage and maintain them.
Having a dead social media account is much worse than not having them at all
(Interviewee 7, 2024).”

They mentioned the risk of being on social media. As interviewee 1 said, it is important
especially in B2B companies. We can see many social media posts from B2C which are
more relaxing and funnier. It is the strategy exclusively for B2C companies to interact with
their customers casually. B2B companies need to remain professional on a certain level.
Interviewee 3 explained the reason why they have pulled out from X as follows “The
current chaos of the platform and its companies makes it very difficult to get our message
to the right people without any misunderstanding and it might cause some serious
problems (Interviewee 3, 2024).” Considering the limited resources that a company has, it
is worth withdrawing and focusing on the right platform. Interviewee 7 explained the risk of
having dead social media accounts. “A lot of the time, we interact with customers for the
first time on social media (Interviewee 7, 2024).” Then seeing a dead social media
account gives them a horrible impression and makes the company look unprofessional. It

ends up ruining their brand image and equity.
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“On top of the recruitment, the final goal of social media is to get new customers and get
more views is the first step of it. Through social media, we try to bring them to our
website (Interviewee 1, 2024).”

“One of the main purposes of social media is more visibility and recruitment. Besides that,
it is to distribute our information and possibly generate leads to visit our website as a one-
way channel (Interviewee 4, 2024).”

Interviewee 1 and 4 emphasized that social media is the entrance of their web site. For
lots of B2B companies, they are less likely to make any sales deals directly on social
media unlike B2C. In addition to that, the amount of information on social media is limited
compared to their web sites. Therefore, the contents and the story on social media must
be interesting and make people visit the web site. More engagements social media get,

more people would visit the website.

“Facebook and Instagram are simply for more exposure and for our own employees as
internal marketing tools (Interviewee 3, 2024).”
“The company encourages their employees to be active on social media to share a story

from their perspective (Interviewee 4, 2024).”

Some of the interviewees mentioned that social media has internal marketing aspects.
“On social media, each employee can gain more exposure within their personal
community by sharing the contents from company’s account (Interviewee 1, 2024).”
Companies outsource company's marketing to each employee. It has some benefits to
both company and employees. Firstly, company can easily get more social media
exposure shred by their employees. Secondly, employee’s experience with the company
or projects would become such a unique story and it enhances that company’s
storytelling. It also gets much more interesting especially when someone within your

connection is involved. This is a great way to boost the social media presence.
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5 DISCUSSION AND CONCLUSION

This chapter summarizes and discusses the main findings of this research through the
interviews. Main research question is answered in the summary. Theoretical implications
and Managerial implications are described in the following chapters, as well as Limitation
and further research is presented.

5-1 Summary

The aim of research is to understand and learn the importance of brand story and its
storytelling marketing as well as how it is differently implied to actual marketing strategy in
both B2B and B2C companies in order to build the relationship with customers.

This section presents the answers of the main research question as well as the four sub-

guestions.

SQ1: What is a brand story?

Brands are undoubtedly highly valuable assets for firms. Managers are responsible for
generating strong brands that have a rich and clear knowledge structure in consumer
memory through the creation of captivating brand stories (Keller 1993; Srivastava,
Shervani, and Fahey 1998). Also, from the findings from interviews, it is proven that a
brand story is not only just the important marketing tools for companies but also the vision
of companies, the well-defined value of companies. Building awareness, comprehension,
empathy, recognition, recall, and meaning to the brand can be achieved through brand
stories (Singh, Sonnenburg 2012). Stories have always been a source of fascination, as
they are more readily remembered than facts. Stories about a brand that are well-told can
have a strong impact on consumers. (Brakus, 2009).

Brand story is the important tool for the marketing purpose, the huge asset for a company
to differentiate from competitors. It is well combined of products, solutions a company
offers and company’s vision and mission in the shape of a story to appeal to customers.
For customers, brand story is one of the biggest factors to influence their purchase

decision and can be a reason to be repeat customers.
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SQ2: How does social media marketing contribute to creating

a brand?

Nowadays, social media takes a big part not only in online marketing but also in overall
marketing activities in a company.

Companies have recently incorporated social media into their marketing and brand
building activities. Companies have established brand communities on social media due
to the large number of users. (Kaplan and Haenlein, 2010.Tsimonis & Dimitriadis,

2014). Brand communities support their members by sharing essential information from
various sources and highlighting different values. (Szmigin & Reppel, 2001. Schau, Muniz,
& Arnould, 2009). Staying in touch with customers who are highly devoted is made
possible by brand communities. (Anderson, 2005).

Companies are able to build a brand community on social media which is the ultimate goal
for their social media marketing. The successful brand community allows customers to
obtain valuable information, and helps co-creating value from closely interacting with other
customers, growing brand loyalty. A successful brand community cannot be built without

well-organized social media marketing.

SQ3: How is social media used for storytelling to customers?

Social media channels, which are affordable, user-friendly, and scalable internet and
mobile technologies, can be utilized to share user-generated content. (Sigala and
Marinidis, 2009). Social media's potential for networks, relationships, and interactions
between brands and consumers naturally leads to co-creation. (Deighton and Kornfeld
2009). The creation of brand stories jointly between brands and consumers leaves brand
owners with limited control because consumer-generated brand stories can spread at the
same rate as those created by companies. (Mufiiz and Schau 2007 & Hennig-Thurau et
al. 2010) Brand perceptions and attributes are proven by consumer-generated content,
which could or might not be endorsed by the brand owner. In order to ensure that the
brand owner's desired story is closely aligned with consumer-generated content, the
brand owner should navigate its brand content through consumer-generated content.
(Tsimonis & Dimitriadis. 2014). As lots of literatures and research have revealed that
social media is one of the most powerful and useful channels for storytelling and to

connect between customers and brand story.
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However, my interviews have found that social media is not only the channel that firms
distribute their stories as one way channel. Social media is also the place to build the
brand community within customers to generate and share their contents. Also, my
research has found that story must be fitted to their characteristic of social media platform

to maximise their potential.

The result of companies’ storytelling marketing on social media can be easily multiplied by
using their social media platform effectively by offering the place to communicate and
share, choosing the right social media platform and shape their story particularly for the

specific social media platform.

SQ4: Does storytelling help to increase brand equity?

Social media activities have a positive impact on consumers' experiences and will have an
impact on brand equity and subsequent purchase intentions and behaviour. (Chen & Lin,
2019). The story has the ability to convey positive qualities of a product or service without
being perceived as commercial. Positive and unigue associations can be added to a
brand by a story, which can increase customer brand equity (Lundqvist, A. et al. 2013).
Advertisers have the ability to communicate a brand story through drama, slice-of-life, and
transformative advertising formats. This advertising style has the tendency to appeal to
consumers' emotions, particularly when they are immersed in the storylines, which leads
to changes in the customer experience and the promotion of brand awareness and strong
brand equity. (Polletta & Callahan, 2017. Teraiya, Namboodiri & Jayswal. 2023). Brand
equity is a combination of four dimensions, which are brand awareness, brand image,
brand associations, and perceived brand quality (Ebrahim. 2020).

The storytelling helps to increase brand equity by affecting all four components of brand
equity as mentioned above. Storytelling appeals to customers emotionally to increase
brand awareness and brand image which leads to growth in brand association and

perceived brand quality. Overall brand equity is increased by well-designed storytelling.
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MQ: How is brand storytelling used to build the relationship with

customers through social media?

Personal connections with consumers can often result in business opportunities,
strengthened relationships, and long-lasting relationships. (Kemp, Elyria et al. 2021).
Storytelling is renowned for its ability to connect with audiences. Consumers can travel
through stories by portraying the company, its brand, and products as protagonists in the
narrative. (Van Laer et al.,2014, 2019; & Kim et al., 2020). Storytelling is a way to
experience rational, emotional, and relationship-building experiences. Consumers are
frequently urged to take action through these experiences designed to strengthen
relationships. (Pera, Viglia, 2016 & Lim, Childs, 2020). Storytelling and consumer-
generated content can be used together on online platforms to create a powerful tool for
engagement. Furthermore, The use of social media has changed the way consumers
interact with storytelling, from being passive listeners to more active participants. (Singh,
Sonnenburg, 2012 & Carlton, 2020). Another study found that narratives that describe
transportation can have an impact on the consumer's beliefs and attitudes, and create a
foundation for stronger bonds and relationships. (Schank 1990). Stories are capable of
transmitting meaning, significance, and emotions to the receiver and establishing
connections. The firm can benefit from having a connection with customers to foster
engagement and develop beneficial relationships (Kemp, Elyria et al. 2021).

Social media serves as a platform for storytelling, allowing for the circulation of millions of
stories representing multiple identities, realities, and brands, which impact values and
perceptions. (Lund, Cohen & Scarles. 2018).

The development of social media and the use of web-based tools and blogs has led to the
growth and popularity of digital storytelling. Through social media, stories can be spread
across the globe through one of the dynamic online channels (Gubrium, Harper 2016.
Popescu. 2019).

Social media is now an indispensable marketing tool for any companies which want to
build a strong connection with customers by sharing a story. Storytelling is one of the most
effective ways to emotionally appeal to customers. Social media is the place where
customers interact with a story as well as sharing their story which becomes a part of a
company’s story. Through communication on social media with customers, companies

can gain and maintain strong relationships with customers.
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5-2 Conclusion

In this chapter, some of the important findings from the research are presented. As well as
some of the differences between B2B and B2C companies. It is applicable to any
companies which operate storytelling strategy in their social media marketing.

Firstly, about social media and being on the right social media platform is an absolute
requirement for successful marketing. It highly depends on the industry or market a
company is in. According to the interviews, Instagram is much more popular in B2C than
B2B while Linkedin is the most popular among B2B. The reason is there are slightly
different audiences in each social media platform. People on Linkedin are expecting to
see the professional posts and articles. Casual contents might not be taken seriously and
possibly even taken as unprofessional. It could give a bad impression at the begging of
their interaction. Companies are on social media to tell their story, build the relation and
brand community with customers there. Therefore, Linkedin is more for professional use
while Instagram can be used more casually. On Instagram, unlike Linkedin people are
less interested in formal professional contents. However, there are still customers there
who companies would like to tell the story and build the relationship. So, the contents
must slightly casual and catchy. Especially on Instagram, people are paying less attention
to each post. It is a challenging platform especially for B2B companies. The reason is
even though both B2B and B2C companies run storytelling marketing on Instagram, B2B
companies does not generate any direct sales unlike B2C companies. B2C customers can
make their buying decision when they resonate and feel connected to the story. While
B2B sales takes much longer time and the purchase decision cannot be taken by one

person.

Another difference between Instagram and Linkedin is different shapes of contents are
required. Instagram is more visually approaching than Linkedin and Linkedin is much
more text based. This is something companies should keep in mind. On Linkedin, Blog
styled contents is much more appealing not just pictures of new products. People would
be interested in the process of product development as well as how new products or
technology make the impact. Shaping these contents in their story and tell to customer is
the key for B2B storytelling marketing on Linkedin.

On the other hand, on Instagram is focus on visual images such as pictures, and short

videos. Therefore, companies need to adapt the different shape of contents in order to tell
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their story. People on Instagram would not spend much time to read the blog styled
contents unlike Linkedin. Yet, Instagram should not be just the product catalogue of a
company. Companies need to find the way to tell the story in a limited way.

Frequency of social media present is also a crucial difference between B2B and B2C
companies. For B2C companies, more present on social media generates direct sales. It
is extremely important for B2C companies to remind their products to customers. More
exposure to products and story on social media creates brand awareness and more likely
to end up purchasing. While B2B companies are not prioritise the frequency. B2B

companies rather quality than quantity when it comes to social media posts.

The similarity of B2B and B2C company is the importance of user generated contents on
social media. It not only boosts the social media visibility but also helps to enhance their
customer relationship. Getting a lot of user generated contents proves that social media is
working properly as a brand community as well as customers are more than happy to
share their experience with companies and their products. These user generated contents
on social media become a part of the story to enhance and also it can be very useful as a
reference and word of mouth for potential customers in the future. Interacting with user
generated contents by sharing and reacting is one of the greatest ways to communicate

with customers which build the strong relationship with them.

For B2B companies, storytelling marketing is the long-term strategy which does not reflect
as sales quickly. Storytelling definitely opens the initial door for the business negotiation
for B2B companies. However, storytelling marketing on social media works well as one of
the customer retention managements than direct sales. Having a brand community on
social media to tell their story and customers share with experience is the great way to
communicate, retain customers and build the strong long-term relationship with them.

On the other hand, for B2C companies, storytelling marketing is one of the most effective
ways to increase the sales and gain repeat customers. Storytelling appeal customers’
emotion. Customers would make a purchase decision once customers feel connected with
the story. It means storytelling can make customers desire to buy the product not from
other competitors. They become customers because of the story not a price or quality.
Having a such loyal customers gives a huge advantage for companies and make them

stand out from the competitors.
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In order to achieve the successful storytelling marketing on social media, being present on
the right social media with the right shape of contents is the first step. Then delivering the
story to the targeted customer which create the brand community on social media.
Communicating with customers and actively pushing the story would be crucial for both
B2B and B2C companies.

Secondly, understanding what kind of brand companies have, how a brand is received to
their customers asl well as how to increase the brand equity are the key for companies.
Having a strong brand is crucial for companies to differentiate from competitors. Brand is
one of the most valuable assets that any company can have and grow. Brand attracts
customers and it is the deciding factor in the purchase as well as it becomes a core value

of the story.

A lot of B2B companies from interviews positioned their brand as high quality, high end in
terms of price and market leader. Their customers receive as that too. There is a reason
why they can position their brand like this.

Being able to be a high end comes from the latest technology and scientific evidence that
logically describes why their products are better than other competitors. Most importantly,
companies are promoting these technologies in their marketing activities. Showcasing
these convinces customers to pay a premium price. The high-quality products allow
customers to get more than they pay. It is one of the best ways to increase brand equity.
Simply pursuing the latest technology is not enough as a market leader. Showing these in
their marketing activities and explain why it is best and educate to customers why it is
important. It helps to increase brand equity as well as presence in the market.
Collaboration with other respected companies is also a great way to increase the brand
equity. Cooperating with another company in different field helps to get the name out
there. Not only that, the fact that a company is chosen to work with another respected
company generates the credibility to their products and technology. It contributes the
brand equity growth massively.

Understanding that the technology is the core of the brand ensures to take the right
approach of their marketing. It brings the result of increasing the brand image and brand

equity which creates a competitive advantage in the market.

On the other hand, for B2C companies, the brand is less about technology and science.



73

B2B companies from interviews are still relatively small players in their market as well as
the type of industry they are in does not require much technology. Therefore, companies
need to promote unique aspect of their products as a brand. It is the important finding
which can be applicable to any B2C companies. For B2C companies, it is extremely
difficult to compete with the quality in their cloth, shoes or food. All of B2C companies from
interview have their unique future as a core of brand such as sustainability, culture and
special custom-made plan. B2C companies need to promote these characteristics as
brand as well as appeal to customers emotion. Emotion is one of the biggest purchase
driven factors for B2C customers. Therefore, B2C companies need to appeal their brand
to their emotion to make them want to buy the specific product. Once they like the brand
and product more likely they become repeat customers. It is one of the most effective
ways to increase the brand equity. Having a brand community on social media and
gaining a lot of user generated contents is also the great way to increase the brand equity.
For B2B companies. Understand what a company have which is unique from competitors

and appealing to customers is one of the most important assets to create and grow brand.

Thirdly, the story that companies present in storytelling marketing must be
comprehensive, including not only the product and technology but also the brand,
solutions and company's vision. It is applied to both B2B and B2C companies. The story
must be all included and well designed to present to customers. A lot of times, the story is
the customer's first exposure to the company and its products. It has to have a clear
message, to be easy to understand. The story is the biggest message that companies
would like to deliver to customers as well as it is going to be used throughout the
marketing process. It must be consistent from the core of brand to how products can
make a impact. Without a solid story, social media marketing would not work as much as
it can. Shape of story needs to be adjusted depending on social media platform as it is
mentioned above. Also, the detailed story must be presented on website. Also,
inconsistent story would reduce the brand image and brand equity. Story is the fundament

of company’s overall marketing activities.

5-3 Theoretical contribution

The purpose of the research was to understand how companies are using social media
and brand storytelling to build the relationship with customers as well as how B2B

companies and B2C companies are operate differently.
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The importance of brand story and storytelling has been clearly explained in previous
literature.

The importance of storytelling is on the rise with the development of digital
communication, not just in communication but also in the construction and development of
brands (Frunza, 2019). In marketing and branding, stories assist consumers in
comprehending the product and/or services (Yavuz, 2016). Companies are endeavouring

to establish strong emotional brand connections with their customers (Malar, 2011).

This research contributes to find out how each company either B2B or B2C actually
operate their storytelling marketing activities on social media channel. Findings of how
each company define their brand and create brand story, choosing the right channel to
approach to their customers proves the previous academic literature as well as highlight

the importance of the right marketing strategy.

5-4 Managerial implication

In order to achieve the successful brand story telling marketing on social media.
Companies need to take a few steps one by one.

Firstly, understand yourself and your customers. Understanding what you have and offer
to customer is the key to define the brand and it is going to be the core of the story.
Understanding your customers are also crucial. Analysing customers to find out who they
are and where they are at is extremely important. It helps to choose the right social media
channel.

Secondly, create the comprehensive and consistent brand story to appeal to customers.
The brand story must be linked with the vision and mission of a company, what
companies offer to customers as well as how it effects to customers. The customer
experience is also a part of the story and it enhances the brand.

Thirdly, choose the right social media platform and shape the brand story to fit the
channel. The shape of brand story makes a huge difference how customers receive the
information. It is either text, picture or video, it must be matched with the chosen social
media platform.

Lastly, companies must be aware that it is a long-term plan and the result does not appear
as sales right away. Also, it can be multiplied with other offline marketing strategies for

even greater effectiveness.
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5-5 Limitations and further research

There were a few issues in this research that could not be addressed and investigated in
depth. Firstly, this research was conducted by focusing on storytelling marketing
specifically through social media. Therefore, it was not able to investigate companies'
storytelling marketing strategy on the different marketing activities than social media
marketing. Since social media marketing is only one of the channels for a company to
conduct storytelling, the different and more detailed result might be gained when all of
marketing activities were taken into account. It could have a huge impact on their brand

and brand story.

Secondly, social media is such a fast-growing environment which can be changed and
improved all the time. At the same time, storytelling marketing is a long-term marketing
strategy. It is difficult to analyse such a short period of time. if | had spent more time, |
would have gathered better data in the long-term which leads to more in depth research in
general. On top of that, | investigate only a few social media platforms for each company
in this research. Even though companies are particularly focus on some of the social
media as their main platform, some companies still use other social media such as X and
YouTube. Including all the social media platform companies use would give the better

understanding of their overall social media marketing.

Thirdly, the limited amount of information for the research | gathered. | was able to have
interviews from four B2B companies and three B2C companies. They are from young
start-up companies to big international companies. Although the wide range of company
gave some credibility, the research could have been better with more interviews. More
interviews from both B2B and B2C and from different industry would generate more
findings. In addition, all of the interviews in this research were geographically limited. All of
the interviewees are from similar areas in Europe also operates their business in relatively
similar area. Therefore, this research was not able to address cultural or geographic

influences for storytelling marketing and its customers response.

For future research, | propose researching a company's storytelling marketing not only on
social media but a company's overall marketing activities. This would provide a more
comprehensive understanding of how social media marketing impacts storytelling

marketing. Also gathering the information and date from many industries and geographic
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areas, then analysing it would give a better understanding about how storytelling
marketing is operated differently not only about B2B or B2C but also how culture and
geography affect to it.
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APPENDIX

Appendix 1: List of questions

1 - About your company and business

Could you tell me about your company, your position and its business?
Who are your target customers?

In which social media platform does your company use the most?
2 - Brand story / Storytelling

How important is it to have a brand?

How is the brand positioned in the market?

What do you do to increase brand awareness?

How much do you care about storytelling in marketing?
How does storytelling affect customers?

How does brand awareness help customers to make a purchase decision?

3 - Interaction / building a relationship with customers on social media

What is the main purpose of social media?

How much do you use social media for your marketing?

What kind of content do you create for social media?

How often do you contact or get contacted by customers on social media?

Are there any conversations on social media before or after a customer's purchase?



