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Utilizing storytelling plays a central role in achieving strategic objectives when building brand
image. Narrative content functions as a significant differentiating factor in the digital
environment, where consumers are constantly exposed to advertising. The use of a clear
dramatic arc or other effective storytelling elements increases advertisement memorability, but
companies face challenges in understanding Generation Z’s preferences. Generation Z
consumers are highly aware, demanding, and critical toward advertising. They expect
personalized marketing, specific values, easily understandable narratives, and surprising
elements to maintain their interest. This master’s thesis examines how Generation Z interprets
narrative advertisements and identifies which storytelling elements particularly appeal to them.
The study was conducted as a qualitative case study by analyzing the case company Valio’s
advertisements through focus group interviews.

The findings demonstrated that storytelling-based advertisements remain more memorable
than fact-based advertisements, although the brand itself is not always remembered as strongly.
The most memorable advertisements utilized either a classical dramatic arc or a timely and
relatable central character. A particularly significant finding was that product visibility
becomes especially important at the turning point of the story, where it should function as a
clear solution or heroic element to create a strong memory trace. The results confirm that
narrative advertising targeting Generation Z requires precision, as effective brand image
building demands a balanced integration of both story and brand. Based on the research,
narrative advertising is seen as a very effective tool for influencing companies’ brand image
with Generation Z.
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1. Introduction

This chapter introduces the topic of storytelling as a tool to build strong brand image and its
background. The chapter also presents the literature review, research problems, theoretical
framework, and definitions of the key concepts. In addition, the delimitations, research

methodology, and the structure of this thesis are presented at the end of this chapter.

1.1. Background Purpose

Once upon a time... there was a company that used a familiar story in its advertisement. The
most famous lines from that story go like this: “Why do you have such big ears?”, “Why do
you have such big eyes?”, and “Why do you have such a terribly large mouth?” Do you

recognize the story?

One member of Generation Z did not, and he found the ad very confusing. It bothered him so
much that the brand’s unexpected and somewhat unsettling advertising approach became a
topic of discussion among his friends. One of his friends understood the ad’s reference to Little
Red Riding Hood. At that point, his friend enthusiastically recounted almost the entire ad word
for word and pointed out how it borrowed elements from the tale and adapted them to the
company’s style. His enthusiasm was contagious. As his friend spoke, the boy began to see the
ad in a new light. In the end, they both agreed that it was impressive and very well-crafted

storytelling.

Stories are part of consumers’ everyday lives. From childhood onwards, people are exposed to
countless stories throughout their lives. Stories shape experiences and increase their meaning
in people’s lives. (Coffie et al. 2025) One of the most influential scholars in modern branding
research David Aaker (2018) argues in a world where consumers are bombarded with
marketing messages around the clock on every channel, going back to basics is a winning
strategy for brands. Good storytelling and the power of word-of-mouth in today’s digital world

have never been more important. People love engaging, authentic and empathetic stories, not



just features and facts — consumers remember stories and are natural storytellers to others, and
on social media they have the freedom to express themselves to a wider audience. Strategic
storytelling originates with companies but ultimately spreads through word of mouth through

consumers.

The situation in this case story was also interesting from a consumer segmentation perspective.
On paper, the two Generation Z consumers seemed similar, yet their experiences of the
advertisement story were completely different. The boy did not immediately understand the
story in the ad. He had a strong image of the brand underlying it, and therefore the desire to
question the ad. Generation Z behavior is highly multidimensional because they have grown
up surrounded by the internet. They represent’ a demanding and critical consumer group and
an increasingly important research target. As they become the largest market segment
worldwide, they are therefore a critical group for gaining a competitive advantage. (Djafarova

and Foots 2022; Vitezi¢ and Peri¢ 2021).

Storytelling in advertising offers a way to reinforce specific brand associations or even values.
Very few studies have examined storytelling from the perspective of strategic branding (Crespo
et al. 2023). Therefore, it is essential to study a strategically significant consumer group and
their attitudes and modes of interpretation in relation to storytelling advertising. To date,
substantial research has explored how storytelling can deepen the consumer experience, but
relatively little research has examined how Generation Z perceives storytelling in marketing.
Storytelling has long been used as an element in marketing, but the volume of advertising has
become overwhelming for consumers. And it has been noted that human attention spans have
declined; Gen Z attention span is only eight seconds. So, storytelling can be key to winning

consumer attention. (Barbosa et al. 2022; Mei et al. 2025)

The purpose of this study is to gain a deeper understanding of Generation Z’s distinctive
characteristics in interpreting advertising and the implications of these characteristics for
storytelling-based marketing planning targeted at this consumer group. This study addresses
this gap by focusing on storytelling as a tool for enhancing brand value. Rather than
concentrating on traditional success metrics of storytelling advertising, such as the number of
likes, comments, or shares, the study seeks to understand which specific elements of
storytelling content trigger these actions among Generation Z, thereby fostering engagement
across cognitive, emotional, and behavioral dimensions. To achieve this, the study draws on

existing frameworks of storytelling and continuous engagement. This study applies an



analytical approach to the digital video storytelling of the case company Valio to examine how
Generation Z consumers respond to and interact with storytelling content. The study's findings
are expected to inspire brand strategies that make greater use of storytelling content to foster
stronger connections, particularly with Generation Z consumers. This study will help the
multibrand company understand how different narrative elements resonate with diverse
audiences and guide future brand and communication strategies, ensuring a coherent and

compelling image across sub-brands and marketing touchpoints.

1.2. Preliminary Literature Review

Throughout history, across different cultures and communities, storytelling has been a common
means of sharing teachings and traditions as well as entertaining people. The widely studied
power of storytelling has led major brands to increasingly utilize it as a central tool in
advertising (Carnevale et al. 2018). The power of storytelling is connected to the accumulation
of everyday memories gathered throughout life, as well as to familiar classic stories, iconic
characters such as heroes, and exceptional, emotionally evocative life experiences. Narrative
advertising creates cognitive structures in the consumer’s mind through which a brand can
develop its added value in the consumer’s perception. Brand equity is a central component of
marketing practice and its objectives. Storytelling captures the consumer’s attention and
enables immersion in the world of the story offered by the advertisement. A narrative structure
can be a decisive differentiating factor compared to competitors’ advertising, as the emotional
dimension cannot be copied in the same way as a product’s physical characteristics (Brandao
et al. 2020). Thus, storytelling can be considered a strategic tool in marketing, and research on

it is an important development in supporting companies’ brand strategies.

Storytelling has been discussed in marketing research for decades, but a clear increase can be
observed following the emergence of the social media platform Facebook in 2014 (Chinki et
al. 2025). According to recent studies, 92% of consumers want more storytelling from brands.
Consumers need to be entertained and do not want to feel like “victims of sales.” For this
reason, storytelling advertising is seen as becoming increasingly prevalent (Higo Creative
2024). As storytelling becomes more widespread, research on the topic is expanding, and to

make this research even more valuable, it is important to focus specifically on Generation Z
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consumers, as they are becoming the next largest consumer group and are seen as playing a
significant role in influencing the consumption behavior of others as well (Hosany and Serdiuk

2025; Nag et al. 2024).

Several studies show that consumers are more likely to remember story-based advertising
because it is easier to recall than mere facts. Stories are stored in memory factually, visually,
and emotionally. (Aaker 2018; Dessart and Pitardi 2019; Lundqvist et al. 2013; McDougal et
al. 2023) Stories have cognitive, behavioral, and emotional consequences for consumers. As a
result, consumers continuously develop knowledge and perceptions through stories (Dessart
and Pitardi 2019). There is no single theme in storytelling that universally appeals to
consumers; they desire humor, emotion, and compelling drama, yet engaging storytelling
leaves a lasting impression regardless of theme (Higo Creative 2024). Previous research has
primarily focused on general storytelling elements used to appeal to consumers but has not
sufficiently examined specific, defined consumer groups. Research on more narrowly defined
consumer segments could provide practically applicable ways to create high-quality
advertising as well as strategically profitable storytelling advertising. The purpose of this study
is to examine the significance of identified storytelling characteristics within a selected
consumer group in order to address this research gap concerning how storytelling elements can

be strategically utilized.

Two key factors that increase consumer receptiveness are authenticity and emotional
engagement (Mills and John 2025). Storytelling effectively engages customers with the brand
and helps avoid information overload as well as potentially negative attitudes toward
advertising (Barbosa et al. 2022). Through stories, consumers are guided to think and feel in
certain ways. As a result, they process messages more deeply, specific attitudes become
embedded, and they develop emotional engagement and immersion in the narrative. Brands
provide consumers with a channel for personal self-expression that supports their identity and
the story they wish to tell. When a brand’s story connects with the consumer’s own story,
products help or enable consumers to communicate their values and narratives. (Mills and John

2025)

Storytelling and narrative transportation are particularly significant when studying Generation
Z, as they are known to be a skeptical consumer group that easily switches between brands.
Narrative transportation may be a critical element in capturing this consumer group’s attention

in advertising. At its best, strategic storytelling can subtly communicate brand values through
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the story itself, which is especially important for Generation Z, as they demand values from
brands but also expect entertaining content (Jensmon et al. 2025; Pradhan et al. 2023;
Vasconcelos and Teixeira 2025). This study examines consumers through a theoretical
framework using a qualitative research approach. Consumer research often utilizes quantitative
methods to achieve large sample sizes; therefore, this study focuses on examining consumers’
experiences more deeply rather than merely their behavior, as many previous studies have
done. To enable in-depth interpretations, the well-known brand Valio was selected as the case

company, and its storytelling advertising is analyzed in this study.

From the perspective of brand management and marketing theory, however, the narrative
theory’s conception of moral meaning leaves much to chance. There is a clear risk that
audiences may not understand the core of the story or fully grasp its intended meaning or
message. Therefore, control over message interpretation should be shifted as far as possible
back to the marketer, as mere hope is a weak strategy, even though chance may sometimes play
a significant role in success. Storytelling advertising must provide customers with concrete
benefits that demonstrate how using the brand can improve their lives. From a marketing
research perspective, the primary purpose of storytelling is to guide consumers and thereby

increase sales (Mills and John 2025).

1.3. Research Questions

This study brings together three core areas: the management of brands within a multi-brand
architecture, strategic storytelling, and the distinctive characteristics of Generation Z as
consumers. Its aim is to examine the role of storytelling in influencing corporate brand image
among Generation Z consumers by exploring its key elements, its impact on brand perception,

and the added value it creates for established brands.
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The main research question is:

What is the role of storytelling in influencing corporate brand image among Generation Z

consumers?

To address the main question, the following sub-questions are posed:

Research Question 1: What are the key elements of storytelling in shaping brand image?
Research Question 2: What types of impact does storytelling have on corporate brand image?

Research Question 3: What added value does storytelling create for established brands

among Generation Z consumers?

1.4. Framework and Key Concepts

The theoretical framework of this study illustrates the role and effectiveness of storytelling in
shaping brand image among Generation Z consumers. Storytelling is examined from the
perspectives of consumer experience and interpretation. The framework is presented in Figure
1 below. The figure presents the key concepts of storytelling’s influence on brand image: its
impact on the consumer—brand relationship and perceived added value. It also illustrates how

these concepts interrelate in the context of storytelling.

Impact on
Consumer-Brand
Relationship

Gen Z's Brand
Image

Perceived Added
Value

Figure 1. Theoretical framework of the research
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This study examines storytelling from the perspective of strategic branding. The key elements
of storytelling are analyzed within the context of branding (Sub-question 1), where different
elements are considered to enhance consumer experience and interpretation. However,
Generation Z has been identified as a distinctive consumer group in that brand loyalty does not
emerge easily among its members. As consumers, they are highly skeptical of commercial
motives and strongly value-driven in their consumption behavior. Therefore, although the
benefits of storytelling may be assumed to be particularly effective in engaging Generation Z,
this study aims to explore the actual value of storytelling in relation to this consumer group
(Sub-question 3). Rather than measuring causal relationships, the purpose of this study is to
examine how Generation Z consumers perceive and interpret storytelling and its role in shaping

corporate brand image (Sub-question 2).

Storytelling and Narrative
From a marketing research perspective, storytelling is defined as communication in which the

structure forms a logical continuum of real or fictional events, featuring distinctive characters
with specific traits (Carnevale et al. 2018; Chinki et al. 2025). Chronology and causality are
strategic elements within the narrative structure of storytelling. Chronology is the organized
temporal dimension of the story’s elements: beginning, middle, and end. Whereas in reality
time is an ongoing, continuous flow. Causal reasoning, in turn, describes the plot of the story,
in which elements of narrative thinking, such as scenes or actions, are organized into a
structured framework. This creates cause-and-effect relationships between different elements,
such as characters or products. (Dessart and Pitardi 2019) The terms storytelling and narrative
are often used interchangeably in research in the context of marketing and advertising. (Chinki
et al. 2025) In order to be comprehensive in the relevant literature, various combinations of

these terms were used in the study.

Brand Image

The brand image is the customer’s perception of a brand. It develops over time and is formed
for consumers through experiences, word of mouth, or social media, among other things.
Consumers get brand images through many different channels. Promoting a positive brand
image requires marketing programs that link strong, favorable, and unique associations to the
brand already stored in consumers’ memory. Associations are particularly strengthened by two

factors: personal relevance and consistency over time. (Keller and Swaminathan 2021)
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Generation Z (Gen Z)

was born between 1995 and 2012. The internet, computers, and smartphones have always been
part of their lives, and this generation will also become the first majority of Al adopters
(Gabrielova and Buchko 2021; Munsch 2021; Vitezi¢ and Peri¢ 2021). They are often a highly
challenging target group for brands because they are extremely critical and conscious of their
consumption. On the other hand, Gen Z is a highly engaged consumer group, and there is an

enormous amount of data available about their behavior (Djafarova and Foots 2021)

1.5. Research Methodology

The purpose of this study is to examine the impact of storytelling on brand image among
Generation Z consumers. The focus of the research is on consumers’ experiences of advertising
narratives, for which a qualitative approach is more effective than a quantitative one.
Quantitative research interprets the phenomenon under investigation through numerical
measurement, whereas qualitative research focuses on the interpretation of meanings. More
specifically, qualitative research concentrates on examining phenomena in people’s social
world. (Pitkdranta 2026) Qualitative research is future-oriented, and its starting point is to
examine an issue through the individual and generalize it to others; its aim is to improve,
develop, or renew the subject under investigation. (Hirsjarvi and Hurme 2023; Pitkéranta 2026)
Studying consumers’ interpretations and experiences of advertising that utilizes storytelling
requires research characteristics aimed at building a comprehensive understanding of the
elements of storytelling through which a connection to its impact on Generation Z consumers
can be identified. The researcher must be aware of consumers’ existing attitudes and
knowledge toward the brand in order to distinguish these from the evaluation of a single

marketing tool.

In an interview, the researcher is in direct interaction with the participant, which allows
flexibility in the data collection situation. Verbal communication, body language, and other
non-verbal cues help the researcher understand the meanings and motives behind the responses
(Hirsjarvi and Hurme 2023). The empirical part of the study is conducted through group

interviews, which were selected as the data collection method. Group interviews are chosen
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because they encourage authentic storytelling and natural discussion while minimizing the
interviewer’s influence. The interviews follow a semi-structured format with a flexible
question framework, allowing the discussion to develop organically around participants’
experiences and perspectives. The collected data are analyzed using narrative analysis to
identify recurring themes, narrative structures, and insights into how Generation Z constructs

brand image through brand-related stories.

In a focus group interview, the researcher selects a group of individuals to discuss and comment
on the topic under study based on their personal experiences. The term focus group derives
from the expression focused group discussion, meaning that a group of people is organized to
discuss a selected topic. Focus groups are commonly used in marketing research to examine
consumer behavior and consumers’ attitudes, needs, perceptions, preferences, or choices. In
this context, the focus group functions specifically because of the interaction among
participants, which is the defining characteristic of group interviews. Interaction between
participants is the core of group research, and therefore the researcher’s primary motive is not
merely to collect individual opinions on the topic. Rather, the researcher is interested in how
people respond to each other’s answers, viewpoints, and arguments—how interviewees build
bridges between different understandings during the discussion. (Erikson and Kovalainen

2008)

The focus group interview format is particularly useful for answering questions about why
something is important and what exactly makes it important. It also helps to better understand
the gap between what consumers say and what they actually do. (Erikson and Kovalainen 2008)
The purpose of the empirical part of this study is to answer the research questions that have
been set. For this reason, the selection of interview participants must align with the research
questions. The interviews are conducted with members of Generation Z born between 1999
and 2005. Each group consists of three participants who know each other beforehand. The
study includes a total of four interview groups: on composed of participants of a single gender,
and tree consisting of participants of both genders. One of the mixed groups consists entirely
of individuals with an immigrant background. This provides a point of comparison between
those who have been exposed to the Valio’s personalized marketing throughout their lives and
those who have experienced it for only a few years. This makes it possible to observe whether
childhood exposure to marketing influences how current advertising is perceived. Qualitative

research describes the phenomenon under study and provides a theoretical understanding of
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action. Therefore, it is important in qualitative research that interviewees already possess a
reasonable level of prior knowledge about the phenomenon and have previous experience with

the topic. (Pitkdranta 2026)

Generation Z consumers are expected to remember narrative marketing campaigns better than
fact-based ones, especially in the digital environment where the volume and pace of advertising
are fast and abundant. The study uses a Valio whose brand is generally well known to Finnish
consumers, and which utilizes storytelling in its marketing. The company operates within a
multi-brand architecture and has long provided consumers with personalized marketing from
product sub brands rather than from the core brand. However, the company’s recent branding
communication suggests a stronger emphasis on the core brand. After a few years of this
changed marketing strategy, the company is in a transitional phase, which can be assumed to
be visible in the results. Generation Z’s experiences of the parent brand may vary due to
personalized product-brand marketing, leading to different interpretations of strategic brand

storytelling.

1.6. Structure of the Study

This thesis is divided into two main parts: the theoretical and the empirical. Chapter two first
discusses the theoretical perspectives of the two key theories of storytelling and branding, as
well as the characteristics of Generation Z. Based on previous literature and publications, a
theoretical framework is constructed. In chapter three, the theories are examined in a
contemporary context, and the findings are reviewed and analyzed. The final chapters presents

the conclusions and offers recommendations for branding professionals and future researchers.
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2. Literature Review and Theoretical Lens

The purpose of this chapter is to provide a comprehensive overview of the impact of
storytelling on brand image from a corporate brand perspective, with particular attention to
Generation Z as a consumer group. The first subchapter examines in greater detail the key
elements utilized in storytelling. The discussion then shifts to the branding perspective and
progressively explores the factors influencing brand image. In addition to the brand
perspective, the multi-brand concept is introduced, as the Valio operates under this structure
and it is expected to have relevance to the study’s findings. Finally, the chapter focuses on the
target customer segment, Generation Z, examining their distinctive characteristics and

expectations toward brands and their marketing.

2.1. Storytelling as a Strategic Tool

Research indicates that the use of storytelling in marketing has a positive impact particularly
on brand recall, persuasive effects, favorable responses to advertising, and increased word-of-
mouth (Crespo et al. 2023). The power of storytelling stems from its meaningfulness to
consumers beyond advertising contexts as well. Narrative storytelling is a natural form of
human communication and an important part of social interaction. The persuasive power of
narratives lies in their ability to engage audiences both cognitively and emotionally. (Chinki et
al. 2025) Research further shows that strategic narratives in advertising are associated with

higher purchase intention and sustained consumer interest. (McDougal et al. 2023)

Consumers encounter countless brands daily, which makes it difficult for marketers to create
strategically strong consumer-brand relationships (Crespo et al. 2023). To manage these
pressures and complexities, brands have had to establish complex brand teams involving
multiple brands, aggressive brand extensions, and intricate structures of sub-brands and
shadow brands (Aaker and Joachimsthaler, 2000). Fundamentally, a brand is the sum of
behavioral patterns and communications, which shapes consumers’ experiences of both the
product and the company. Companies use stories particularly for brand building; it is a means

to keep the core message clear so that employees and other stakeholders can internalize,
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remember, and ultimately share it through word of mouth. A brand story must primarily be
precise, consistent, and faithful (McDougal et al. 2023). Researchers have emphasized that
consumer-centricity is now a highly important focus for brand equity, as consumers’

perceptions of a brand strongly influence purchase decisions (Coffie et al. 2025).

2.2. Key Elements of Storytelling in Advertising

Research indicates that the most crucial elements include a captivating plot with a compelling
climax, emotionally engaging characters, and a clear sense of significance and authenticity.
Additionally, the role of channels through which the story is conveyed is significant, with
studies showing that narratives delivered through audio and video are more effective than those
presented in print. (Mills and John 2025; Van Laer et al. 2019) To connect with consumers and
brands, marketing professionals use storytelling as an effective tool to draw attention to the

relevance of the brand. (Moin 2020).

In marketing, the persuasive power of a story is based on its ability to engage audiences both
cognitively and emotionally. Narrativity as a marketing tool leads to changes in consumers’
beliefs and attitudes, from which a company can strategically benefit. Storytelling can enrich
and create complexity across different media by building immersive worlds and capturing
consumers’ attention. (Chinki et al. 2025). A story lives on for a long time; many people know
the story, but most often it is heard second-hand from a friend rather than from the original
source. When comparing facts to a story that has the same general core content, the story
receives more attention. A story has the potential to change perceptions without sales pressure.
It is remembered and transmitted far more because of its content than because of the

authenticity of the information. (Aaker and Aaker 2016)

2.1.1. Narrative Structure: The Role of Plot

In marketing, storytelling practices require several different decisions. Van Laer et al. (2019)
presents a three-stage approach to constructing a story: (1) the storytelling stage, meaning the

way in which the story is created, (2) the storyteller stage, meaning by whom the story is told,
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and (3) the story reception stage, meaning to which audiences it should be directed. According
to research, the elements of the storytelling stage that are likely to have the main impact on the
persuasiveness of the story are plot, characters, climax, a clear outcome, and plausibility (Van
Laer et al. 2019).The plot is the progression of the story, which can be illustrated as a plot
pyramid (Figure 2). The plot is the structure of the story and an operational model in which a
series of events is presented in a purposeful order. In the plot, events and actions are presented
in such a way that cause-and-effect relationships between events can be identified. In Figure 2,
the peak of the plot structure represents the climax of the story, at which point the plot shifts
from cause to consequence (Mills and John 2025). Literary scholars have created universal plot
archetypes and organized them into seven basic plots: comedy, tragedy, rags to riches, the
journey and return, rebirth, the quest, and overcoming the monster. Each of these fulfills the

three stages of Figure 2 (Mills and John 2025).

Problem Recognition Conlflict Resolution

Figure 2. Plot pyramid illustrating narrative structure, adapted from Mills and John (2025)

Because the tension of the story is released at the climax of the plot, it is usually the most
memorable part. Classical dramatic arc defines a memorable story as follows: the story must
include an initiating event that creates tension. The viewer begins to recognize a goal based on
the conditions preceding the tension. Eventually, the actions of the main characters begin to
lead toward an outcome, but the temporary appearance of internal or external challenges
increases the viewer’s emotional engagement with the story (Woodside et al. 2008). Conflict
drives the story forward, but its resolution is important; therefore, after the climax, a turning

point follows that restores stability to the story and provides a solution to the initial problem.
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2.1.2. The Role of Characters in Narrative Persuasion

A story does not necessarily need to have a dynamic and well-structured plot, but in such cases
its success is more challenging. This deficiency can be compensated for by investing in other
elements of the story. (Dessart and Pitardi 2019) Story characters play a central role in creating
a connection between the consumer and the events of the story. Through the characters, and
especially the protagonist, the audience of the story is able to experience beliefs, purpose,
empathy, and other emotions. Together with the plot, characters make stories feel like authentic
experiences. (Dessart and Pitardi 2019) According to research, the portrayal of role models in
advertisements influences consumers’ behavioral patterns in the future. This is based on that
individuals tend to observe the behavior of others and the consequences of their actions.
(Chinki et al. 2025) If the plot is clumsy, it can be compensated for by using, for example, an
iconic character. In this case, all attention is directed toward generating strong emotional
reactions in the consumer that the character evokes merely through their presence. (Dessart and

Pitardi 2019)

Consumers seek identification and relatability in advertising, and therefore brands aim to create
stories in which the brand provides a solution to a protagonist with whom the consumer can
identify. (Mills and John 2025) In storytelling, it is meaningful to create a connection and even
an intimate relationship between the consumer and the brand. Participation in discussion, for
example in the comment section, indicates that the consumer has found a point of identification
in their own life. Stories in advertising can also evoke emotions other than excitement and
enjoyment. (Dessart and Pitardi 2019) In order for a brand to create an identifiable story for
the consumer, the brand must know its target audience extremely well. The StoryBrand
framework developed by McDougal et al. (2023) was created for marketing professionals to
use storytelling in persuasive marketing communication by utilizing the already familiar STP
process in marketing. Research shows that the enhanced integration of the StoryBrand
framework into the creation of marketing materials has a positive impact on profitability and

increases consumers’ trust in the brand. (Figure 3)



21

Segmentation Targeting Positioning

Persona

Development Story Planning Story Writing

Figure 3. The application of the StoryBrand framework within the STP process, adapted from
McDougal et al. (2023)

The first stage is the development of a buyer persona. This requires significant background
knowledge of the brand’s own consumer base. The objective is to create an ideal buyer persona
for the brand. A thorough description includes demographic data, psychographic data,
purchasing habits, and other possible characteristics. After this, the process moves to story
design. In the story framework, the buyer persona is positioned as the protagonist, who is the
hero of the story. A clear structure of five parts is outlined for the story: the protagonist
undergoes some kind of transformation but encounters obstacles (internal or external). When
the protagonist experiences the goal as unattainable, a mentor appears and provides the hero
with the tools to complete the journey. The ending of the story includes a moral or lesson. The
framework also includes the setting, a description of the protagonist’s world, a backstory, an
antagonistic force, and the climax. In the final stage, the story is written out in full. During the
finalization, attention is paid to details such as visual elements and engaging language. Through
the STP concepts, the process enables the analysis of underlying tensions, needs, and pain

points. (McDougal et al. 2023)
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2.1.3. Value-Based Storytelling and Emotional Meaning

One key approach in marketing is to evoke feelings of meaningfulness in consumers through
stories. Meaningfulness has been identified as an important psychological state for individuals
because it makes a person feel actively involved and engaged due to the sense of purpose it
conveys. (Carnevale et al. 2018) Research also shows that in a story’s outcome, the more
emphasis is placed on the lesson learned, the more persuasive the story is perceived to be.
(Dessart and Pitardi 2019) Individuals seek meaning in their lives in many different contexts,
from entertainment to daily work. Thus, meaningfulness is formed through both positive and
negative emotions. When aiming to create a meaningful story for the consumer, it is important
to recognize that the feeling of meaningfulness is connected both to past experiences and to

future aspirations. (Carnevale et al. 2018)

Communication campaigns that focus on values increase brand awareness in the eyes of
consumers and arouse curiosity, which may lead to seeking additional information about the
brand (Barbosa et al. 2022). Meaningful storytelling in marketing can prompt consumers to
reflect on their own value systems or educate them. In such cases, the advertisement often
receives significant attention and generates discussion. The experience of immersion in a story
is revealed through viewers’ comments, the nature of which indicates the level of concentration

and the authenticity of presence. (Dessart and Pitardi 2019).

2.3. The Impact of Storytelling on Consumer Understanding

From the perspective of consumer psychology, it is essential to understand storytelling and its
characteristics. For example, consumers naturally think narratively most of the time rather than
in a logical or paradigmatic manner. (Carnevale et al. 2018; Woodside et al 2008) Consumers
store information and experiences in memory episodically; memories consist of stories that
include triggering events, experiences, outcomes, and various evaluations. Consequently,
consumers reflect on their own personal stories when encountering narratives in
advertisements. (Dessart and Pitardi 2019) Individuals typically understand the world through
previously experienced stories: new events or problems are interpreted by referring to earlier

understood knowledge and are explained to others through storytelling. Recalling and re-
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experiencing these stored stories through narratives produces enjoyment for the consumer,

allowing them to relive archetypal myths. (Woodside et al. 2008)

Research suggests that storytelling serves as a clear memory aid through which consumers
understand the world, and it is also a means of creating new and strengthening emotional
connections (McDougal et al. 2023). Brands and products therefore play a central role as tools
through which consumers can mentally re-experience enjoyment via storytelling. Consumers
seek clarity and attempt to make sense of experiences by retelling stories. They reflect on past
conversations, events, and their consequences by narrating them further themselves.
(Woodside et al. 2008) In marketing, this is utilized so that consumers, through their emotions,
recognize different brands and identify with those that are most meaningful to them.
Storytelling has also been shown to increase consumers’ interest in sharing their experiences
verbally with friends as well as through media to a wider audience. (McDougal et al. 2023)
Consumers’ willingness to share product and brand experiences is rooted in the inherently
pleasurable nature of storytelling for the narrator. Online, storytelling allows individuals to
position themselves as the protagonist or another archetype, to process strong emotions by
repeatedly recounting events and outcomes, and to derive enjoyment from nostalgia.
Furthermore, publicly sharing stories validates and deepens the meaning of events and what

the narrative communicates about oneself and others. (Woodside et al. 2008)

The more consumers are exposed to narrative stories in their lives, the more easily they become
immersed in new ones. Prior experiences or memories of similar stories make advertisements
easier to understand and enable consumers to evaluate and process the message more
effectively. In this associative process, consumers focus particularly on narrative components
such as goals, actions, outcomes, characters, and settings. (Dessart and Pitardi 2019) Primarily,
consumers use products and services to solve problems and therefore seek solutions in
advertising as well. In narrative advertising, the beginning of the story provides a point of
identification for the consumer, and the turning point embeds the product into the story as the
solution. (Mills and John 2025) However, research shows that narrative advertising is most
effective when consumers are not skeptical or do not perceive manipulative intent.
Manipulative cues may include overly explicit rhetorical questions about the problem, biased
advocates, or negative comparisons with competing brands. (Van Lear et al. 2019) Narrative
advertising also functions as a way for consumers to learn and internalize information: a new

story can reinforce existing beliefs, update missing elements, or provide additional evidence
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for previously misunderstood narratives. Thus, storytelling facilitates information processing

and enhances memory. (Dessart and Pitardi 2019)

2.3.1. Storytelling and Social Identity in Consumer—Brand Relationships

People tend to identify with social categories such as hobby groups or even political positions
when they perceive these categories as strengthening their self-esteem and self-concept.
According to social identity theory, consumers identify with brands precisely because they
reflect and reinforce their own identity. (Crespo et al. 2023) The core idea of social identity
theory is that the social category to which a person feels they belong defines their self-concept
through the characteristics that define that category. In practical terms, this means what a
person should think, feel, and how they should behave. Individuals have multiple such distinct
category memberships, the relative overall significance of which varies within their self-

concept. (Hogg et al. 1995)

Narrative persuasion in advertising leads consumers to identify with a brand and thus makes
them less skeptical toward it. A story may even shape the consumer’s perception of the real
world and thereby have a significant impact on the consumer’s self-concept. (Van Lear et al.
2019) Social identity theory helps marketing professionals understand the elements through
which consumers identify in relation to their self-concept and thereby influence consumer
behavior. Crespo et al. (2023) conceptualize consumer—brand identification into three
dimensions: cognitive, referring to the consumer’s awareness; emotional, referring to the
affective elements of identification; and evaluative, which includes the value-related meanings
associated with identification (Figure 4). According to social identity theory, social identities
are generally meaningful predictors of brand-related behavior. Consumers hold beliefs about
themselves that motivate and guide their consumption decisions. Brands help consumers
construct an image of themselves for others. The satisfaction derived from this signaling effect

of brands is linked to consumer—brand identification. (Crespo et al. 2023)
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Figure 4. The dimensions of narrative advertising’s influence on consumer behavior, adapted

from Crespo et al. (2023)

Storytelling enhances consumers’ narrative processing by stimulating their cognitive responses
and strengthening identification and attachment toward the brand. Through the lens of social
identity theory, storytelling can be seen as reinforcing consumer identification with the brand.
Stories can create an image for consumers of achieving a desired identity or strengthening it;
therefore, it can be assumed that storytelling builds and enhances consumer—brand
identification. (Crespo et al. 2023) For example, Tesla’s original heroic narrative of
transforming the automotive industry into a more sustainable one through technology resonated
with many consumers by creating an image of being a responsible consumer without giving up
the status associated with owning a car. Tesla’s electric vehicles acted as pioneers in moving
the automotive industry toward a more sustainable direction and thus became an important way
for consumers to express their values while maintaining the status associated with a luxury
vehicle. The strong identity-based connection between consumers and the brand became
particularly visible when it was shaken by the CEO Musk’s political positions becoming public,
which were perceived as conflicting with the values of many consumers. This led many
consumers to question whether owning a Tesla still represents their own value system. In a
spillover effect, engagement with one target influences engagement with another, meaning that
engagement can also take a negative form. Consumer discussions about a brand can become
highly intense and polarized, involving strongly committed arguments both in favor of and

against the brand (Dessart and Pitardi 2019).
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2.3.2. Narrative Transportation and Persuasion

The most commonly used model in storytelling marketing research is the narrative
transportation theory, which enables understanding of the impact of stories on consumers.
(Chinki et al. 2025) Narrative transportation theory is a psychological process in which the
consumer becomes immersed in the world of storytelling, experiencing connection and
emotions toward the story characters and being drawn into the plot by speculating on its
continuation. (Dessart and Pitardi 2019; Lundqvist et al. 2013; Thomas and Grigsby 2024)
Narrative transportation has two clear elements: The consumer identifies with at least one
character in the story, and the plot activates the consumer’s imagination in a way that leads to

an experience of suspended reality for the duration of the story. (Van Lear et al. 2019)

The stages of narrative transportation can be seen as progressing in three phases: 1. Blurring
of reality perception, where the boundaries between reality and fiction become unclear as the
story progresses; 2. Emotional connection forms in the recipient’s mind toward the story of
world and events; and 3. ultimately, a return to reality occurs when the story ends, but the
individual is changed by the influence of the narrative in attitudes or beliefs. (Chinki et al.
2025; Van Lear et al. 2019) The effect of narrative transportation manifests in the story
recipients’ affective and cognitive reactions, beliefs, attitudes, and intentions. The story carries
them into the narrative world, which alters the consumer’s perception of their original world.
Higher returns on advertising investment are ensured because the potential of narrative

transportation persists and can even grow over time. (Van Lear et al. 2019)

Narrative transportation is seen as a pathway for interaction between storytelling and consumer
responses. (Chinki et al. 2025) The goal of this type of situation is to achieve a change in the
consumer, defined as narrative persuasion. Compared to established methods of creating
advertising consumer relationships, narrative persuasion differs in that stories influence

consumers mentally and therefore reduce the motivation to resist. (Van Lear et al. 2019)
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2.4. Building Brand Image Through Storytelling

According to brand research, consumers’ perceptions ultimately matter more than reality.
Brand image is a key factor that creates competitive advantage and positions the brand in the
market. It has a clear impact on consumers’ purchase decisions. Effective management of brand
image requires attention to consumer engagement, the richness of experiences, and visual
symbolism. (Mills and John 2025) Narratives enhance consumers’ interpretation of brand
meaning, provide explanations for the associations consumers create. A story thus acts as a
filter that transforms evaluations of a brand into more positive ones. (Lundqvist et al. 2013;

Van Lear et al. 2019)

The potential of narrative transportation to increase long-term attachment and willingness to
pay among consumers has attracted marketers’ interest. (Lundqvist et al. 2013; Van Lear et al.
2019) Storytelling campaigns are seen as particularly influential in enhancing brand awareness
and facilitating the development of consumer relationships. Stories expose consumers to the
brand and make it easier to initiate conversations, and the more actively consumers can engage
in interaction, the greater the brand awareness becomes. (Barbosa et al. 2022) However,
although billions are invested in digital storytelling, only a few brands succeed in generating
meaningful consumer interest online. Insufficient understanding of narrative creation and
effectiveness, combined with the increasing creativity of consumers in producing autonomous
stories, weakens the persuasiveness of brand narratives and consequently reduces the expected
returns for companies. (Van Lear et al. 2019) Nevertheless, storytelling offers brands the
opportunity to differentiate themselves from competitors through emotional components that

are nearly impossible to replicate. (Mills and John 2025)

The engaging nature of stories increases consumers’ word-of-mouth communication, as the
brand provides a topic of conversation through its narrative. (Barbosa et al. 2022) However,
storytelling inevitably evokes emotions in consumers, both positive and negative. When a
consumer disagrees with the meaning, message, plot, or even the purpose of the story, negative
comments may increase in reaction to other comments. (Dessart and Pitardi 2019) Consumers
tend to reflect advertising narratives against their personal experiences, leading their
interpretation, understanding, and evaluation of the story to become emotionally charged.
Storytelling is seen as creating brand loyalty within the intended and targeted consumer group.

(Barbosa et al. 2022) Emotion-evoking stories may trigger intense commenting, which can



28

escalate or sometimes deviate from the original intention of the narrative. Consumer
engagement can develop and begin to take on a life of its own, ultimately reflecting the brand’s
value. This supports the view that consumer-generated brand-related content can construct
brand meanings that the brand did not intentionally seek to create. For example, a storytelling
advertisement that conflicts with consumers’ personal moral values or cultural norms may
suffer a severe backlash and damage the brand’s meaning and reputation, even if the brand

acted unintentionally. (Dessart and Pitardi 2019)

The content and form of commercial advertising stories are narrative in nature, and their
purpose is to persuade consumers. Non-commercial stories, in contrast, aim to educate,
entertain, or inspire audiences rather than fulfill direct marketing objectives. (Van Lear et al.
2019) However, storytelling used in marketing stimulates diverse, interactive, and sometimes
intense ongoing engagement in both expected and unexpected directions. (Dessart and Pitardi
2019) Consumer loyalty can increase by up to 20% through engaging brand stories (Higo
Creative 2024). Consumers clearly demonstrate a willingness to encounter entertaining stories,
and young adults prioritize humorous brand narratives. The most compelling stories are easily

relatable and focus on ordinary people. (Higo Creative 2024)

An example of a brand that has successfully used storytelling to educate consumers about
climate change in an entertaining way and create a phenomenon around itself is the oat drink
brand Oatly. Oatly’s original product story focused on selling oat milk to individuals who were
unable to consume cow milk due to dietary restrictions. The product was developed from a
medical and nutritional need, and therefore it was initially identified merely as a substitute. A
significant narrative shift occurred when Oatly reframed its story toward consumers who do
not want to drink milk and emphasized that choosing oat milk is a value-based decision rather
than a necessity. As a result, the product became more relatable and appealing. (Healthy
Marketing Team n.d.) As the product began trending and Oatly produced memorable and
provocative climate-related advertising, a phenomenon emerged in which traditional coffee
milk was increasingly replaced. Drinking oat milk now signals the identity of an urban, value-

conscious individual rather than that of a restricted consumer.

Certain brands have also begun to utilize a signature brand story as part of their strategy to
create a coherent image of the company and its values. A brand story encapsulates the brand’s
origin, evolution, development, success, crises, and potential future. For example, Nike’s “Just

Do It” story symbolizes perseverance and belief in one’s own potential. Another well-known
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example is Coca-Cola’s “Share a Coke” campaign, which highlights friendship and
community, fostering emotional connections with consumers and influencing value
perceptions. When consumers encounter a brand story that evokes attachment, their attitude
toward the brand becomes more positive, as they indirectly connect it to their own identity,
which leads to stronger engagement. A compelling brand story increases brand awareness,
understanding, empathy, recognizability, memorability, and the overall meaning associated

with the brand. (Coffie et al. 2025)

2.5. Influence of Storytelling on The Consumer-Brand Relationship
Experience in Multi Brand Companies

In a multi-brand house, where the brand equity of the core brand is leveraged across different
product families, the importance of narrative consistency is emphasized. Although sub-brands
can build their own story for their target audience, they must maintain a certain connection to
the identity of the core brand. This chapter is essential for the study, as Valio operates within
a multi-brand structure and has historically emphasized sub-brands in its consumer-facing
branding communication. More recent branding communication suggests a stronger emphasis
on the core brand, which may also influence how Generation Z forms relationships with the
company. Therefore, brand architecture can influence the interpretation of stories when

Generation Z interprets the authenticity, values, and credibility of the core brand.

In today’s digital environment, personalized marketing is commonplace, and marketers
increasingly use storytelling techniques to move and persuade their consumers (Van Laer et al.
2019). Globally recognized multi-brand companies are continuously at the forefront of
narrative advertising techniques. These brands influence consumer habits while constantly
researching and innovating storytelling advertising strategies (Chinki et al. 2025). The same
companies manage multiple product families and represent the core brand for them. A multi-
brand house puts many eggs in the same basket, and these brands often compete with the brand

that has served as an umbrella for a broad product line (Aaker & Joachimsthaler, 2000).

Brand storytelling has a positive and significant interactive effect on the direct and indirect

relationships between new product launches and brand image. However consumer-generated
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storytelling has an even greater interactive effect on both relationships (Coffie et al. 2025).
When the same brand is used across different products, segments, and countries, there is a risk
of losing control over optimal brand architecture, and maintaining a high-quality position with
a large market share becomes more difficult. A branded house limits a company’s ability to
target advertising because there cannot be different brand identities in every context; too many
would lead to brand anarchy, meaning inefficient and ineffective brand building. Yet it cannot
be assumed that one identity everywhere would work either, as it would lead to a mediocre
compromise that is ineffective in a hectic world of brands. Therefore, a brand needs a limited

number of identities that have distinctions between them (Aaker and Joachimsthaler, 2000).

Brand architecture deals with multi-form brand houses and the relationships and structures
within them. The role of a brand manager is reminiscent of the structures an architect faces
when designing the layout of rooms, buildings, and cities. Consistent brand architecture creates
impact and clarity, leveraging market weaknesses, confusion, waste, and missed opportunities
(Aaker and Joachimsthaler 2000). Regardless of the brand’s objective, whether search engine
optimization, lead maximization, or using social media tools, success requires engaging
storytelling alongside it. Increasingly, brands understand that all available technological tools
are worthless without a clever content marketing strategy, which is the core of marketing
(Pulizzi 2012). In a fragmented and overloaded media environment, consumers are increasingly
disappointed by advertising; therefore, for a successful brand, the most important goal is to
foster an emotional connection with the consumer. The established brand identity is seen as a

competitive advantage because it cannot be copied like a product (Crespo et al. 2023).

In brand management, a shadow-endorsed brand is not visibly connected to the brand it
endorses, but many consumers perceive or know the connection. This provides certain
advantages, such as support from a well-known organization for a smaller brand, without too
much identification with the sub-brand. When brands are not visibly linked, it signals that the
organization understands the shadow-endorsed brand represents a completely different product
and market segment. In such a case, the shadow brand has minimal influence on the brand’s
image but increases credibility and helps across multiple segments (Aaker and Joachimsthaler,
2000). A textbook example of a shadow-endorsed brand could be Oddlygood, developed by
the well-known dairy company Valio for its plant-based oat products. The expertise in dairy
products is evident in Oddlygood’s offerings, yet Oddlygood does not carry Valio’s name,

logo, or visual identity. Consumers, retailers, restaurant professionals, and media followers are
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aware of the connection, even if it is not directly used in marketing. Oddlygood benefits from
the credibility of an established premium food company and from economies of scale, while
being able to create a more playful and urban brand appearance without disrupting Valio’s
traditional brand identity. In this way, Valio has been able to better differentiate the brand and
target advertising to the right segment without upsetting its existing consumer base, for whom
oat products may be an identity issue. Oddlygood’s brand story incorporates Valio to create
credibility but is clearly separated as its own: “° Weirdly good, Oddlygood!” said a Finnish
man after tasting Gurtti, our plant-based yogurt alternative, for the first time. We decided to
name our company Oddlygood as a reminder of how surprisingly delicious vegan products can

be”. (OddlyGood 2026)

2.6. Generation Z as an Audience for Advertising

This section focuses on the consumer group under study. Gen Z has been found to exhibit
consumption behavior patterns that differ from other generations, and marketers will need to
take this increasingly into account in the future. Gen Z was born between 1997 and 2012 and
is known as the generation of sustainable consumption, characterized by diversity, virtual
connectedness to the world, and strong technological competence. (Kara and Min 2024) Gen
Z represents an important consumer group, as they play a central role in reshaping consumption
patterns. According to forecasts, by 2031 the collective income of Gen Z will surpass that of
Millennials. (Hosany and Serdiuk 2025) Globally, Gen Z is the largest generation in history
and is estimated to comprise 2.5 billion people. This is approximately 25% of the world’s
population. In Europe, the figure is currently around 17% of the population. (Dean 2025) For
companies, it is therefore crucial from a long-term strategic perspective to understand the
distinctive characteristics of Gen Z as consumers before they become a significant source of

purchasing power and trendsetters for other consumer groups. (Nag et al. 2024)
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2.6.1. Gen Z’s Value System and Brand Engagement

With the advent of the internet, access to information has always been available to Gen Z, and
they have grown highly aware of the surrounding world. The consumer behavior of Gen Z is
shaped by global and local crises, which have made them critical, value-driven, and digitally
networked. They navigate an unstable world and have lived through overlapping crises such as
COVID-19, economic recessions, wars, and other conflicts (Hosany and Serdiuk 2025).
Therefore, Gen Z seeks a high level of trust from marketing, which value-based
communication, peer reviews from other consumers, influencers, and nostalgic content appear

to provide. (Jensmon et al. 2025; Pradhan et al. 2023; Vasconcelos and Teixeira 2025)

Gen Z holds a unique position in promoting change toward more sustainable consumption in a
hyper-networked world, influencing other age groups in accordance with their values.
According to research, as many as three quarters of this generation prefer more sustainable
products and are willing to pay more for them compared to other age groups (Kara and Min
2024) However, the environmental psychological tendencies of Gen Z are not yet consistently
reflected in their consumption choices due to economic reasons. (Hosany and Serdiuk 2025)
Gen Z is skeptical about the current market economy’s ability to positively influence
consumption, while they themselves possess a strong idealism to drive society in a better
direction. (Kara and Min 2024) Gen Z is highly critical of brands and expects authenticity,
transparency, and moral responsibility. If they detect inauthenticity or inconsistency with their
values, Gen Z consumers easily abandon the brand and may spread their dissatisfaction on
social media. (Nag et al. 2024; Packiaraj et al. 2022; Pradhan et al. 2023) Among social media
platforms, Gen Z particularly favors Instagram and YouTube, and their attention span has been
said to be only about eight seconds, which creates a demanding time constraint for marketers

to produce engaging content. (Mei et al. 2025; Nag et al. 2024)

2.6.2. Gen Z’s Digital Interactivity and Influencer Marketing

According to research, as a source of information and discovery 46% of Gen Z prefer social
media over traditional search engines. Social media is therefore no longer merely a platform
for entertainment but has become a central tool for discovery and search. As artificial
intelligence tools continue to develop on social media platforms, social search is becoming

increasingly personalized and context sensitive. (Nash 2025) Brand interactivity on social
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media allows Gen Z to engage with content by commenting, sharing, and co-creating
experiences together with other consumers. This strengthens the brand relationship and evokes

stronger cognitive and emotional responses. (Vasconcelos and Teixeira 2025)

Gen Z’s critical mindset becomes particularly evident in the digital environment, and their
entire consumer journey is seen as being influenced by social media. Gen Z is digitally
adaptive, and the majority actively seek targeted and engaging content. In advertising, they
value personalized content and demand quick responses as well as authentic connections. For
brands, this translates into the need to co-create value with consumers, monitor consumer
perceptions, and strive for brand loyalty, which is not inherently typical of Gen Z. Gen Z
switches brands easily, as they are accustomed to an unlimited range of choices and tend to
value the quality and innovativeness of individual products more than the brand alone.

(Packiaraj et al. 2022; Vasconcelos and Teixeira;)

For Gen Z, user-generated and influencer-created content is particularly valuable, as this
generation prioritizes authenticity and transparency in brand interactions. Unlike traditional
advertising, which is often perceived as one-sided and artificial, user-generated content is
regarded as authentic, relevant, and aligned with their values, thereby increasing trust and
credibility in digital communication. (Vasconcelos and Teixeira 2025) Research suggests that
short-form videos and creator-led content will dominate the discovery and search behavior of

Gen Z and younger audiences, and this behavior is already observable. (Nash 2025)

Currently, influencers are perceived by Gen Z as peers similar to friends and as key advisors
in consumption and lifestyle choices. Influencers are trusted more than other public figures,
and they are expected to demonstrate honesty and interactivity toward their followers. (Pradhan
et al. 2023) For companies, influencers represent a way to build brand image, particularly
among Gen Z, as influencer marketing has been identified as one of the most effective ways to
engage consumers when the values of the brand and the influencer align appropriately.
(Pradhan et al. 2023; Vasconcelos and Teixeira 2025) Gen Z perceives influencers as authentic
and dynamic representatives of communication, even in commercial content. However, if Gen
Z perceives influencers as promoting products or brands purely for commercial purposes, they
may feel skeptical, irritated, spammed, or deceived. Influencers can therefore influence
purchase behavior when messages are authentic, transparent, and aligned with the audience’s
values, particularly when combined with visual and interactive content. (Pradhan et al. 2023;

Vasconcelos and Teixeira 2025)
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2.6.3. Gen Z’s Relationship with Narrative Advertising and Nostalgic Branding

Building trust toward Gen Z is not limited to peer communication; more traditional company-
generated marketing can also be effective. For Gen Z, emotionally appealing narrative
advertising is considered particularly effective. Through storytelling, advertising
communicates messages in the form of stories, increases emotional engagement, and connects
brands with the values, lifestyles, and expectations of Gen Z. (Jensmon et al. 2025;
Vasconcelos and Teixeira 2025) In these narratives, Gen Z values reflected identity,
meaningfulness, and social impact more than mere entertainment. Gen Z expects responsibility
and transparency from marketing and rewards brands that demonstrate genuine commitment to
social values that are meaningful to them. Authentic and human-centered stories help avoid the
perception of traditional advertising among Gen Z and foster deeper connections and loyalty.

(Vasconcelos and Teixeira 2025)

Brands with a long history, such as Coca-Cola, Nike, and Levi’s, have revived traditional
branding elements to evoke familiarity, trust, and warmth. This strategy involves multiple
components, but storytelling plays a particularly important role, where different sensory
elements evoke memories and inspire consumers to participate in advertising, for example
through social media phenomena. (Jensmon et al. 2025) However, although Gen Z represents
a cohort deeply immersed in social media, modern technology, and contemporary culture, they
are highly interested in cultural elements, aesthetics, and themes from past decades, particularly
the 1980s, 1990s, and early 2000s. Within Gen Z, a paradoxical attachment to past eras they
have never personally experienced has been observed. This seemingly ironic cultural
phenomenon is known as reconstructed nostalgia. It is visible, for example, in the popularity

of retro fashion, VHS-style image filters, and remixed songs. (Jensmon et al. 2025)
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3. Research Design and Methods

This chapter explains the rationale for choosing a qualitative method, provides an overview of
the research design, and describes the data collection and analysis methods. A qualitative
approach was chosen due to the nature of the study, in order to collect and explore the
experiences, feelings, and attitudes of the participants. Four focus group interviews were
conducted with a sample of twelve Generation Z consumers. Focus group interviews were
chosen to ensure that advertising interpretations emerged as naturally consumer-oriented as
possible.The chapter also discusses measures to ensure the credibility and reliability of the
research results. By using qualitative methods, the research aims to gather valuable information
that can provide a comprehensive understanding of how the use of storytelling in advertising

affects and promotes the brand image formed by Generation Z.

3.1. Data collection: Focus group interviews

A focus group interview is a qualitative data collection method in which data is gathered
through discussion and interaction. In a focus group interview, the researcher brings together a
selected group of individuals to discuss their personal experiences or perspectives on a specific
topic or question. In this method, knowledge production is based on the interaction between
group members rather than solely on individual responses. The role of the researcher is
therefore more facilitative, guiding discussion and encouraging interaction within the group.

(Erikson and Kovalainen 2008)

Interaction among participants is the primary objective of a focus group interview, as it creates
a more relaxed and everyday-like setting. When questions are addressed to the group
collectively, individuals feel less pressure regarding their own responses and instead begin to
engage in discussion with other group members. When the research subject is an ambiguous or
open to interpretation of narrative, it is likely that differing opinions will easily emerge within
the focus group. From the researcher’s perspective, it is particularly interesting to observe how

divergent opinions are responded to and how they are processed collectively within the group.
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3.1.1. Data collection process

After participant selection and prior to the interviews, participants were informed that the
interview would involve an advertisement analysis for a Valio. This was done to ensure they
understood the type of discussion expected and to confirm that the brand was familiar to them.
Respondents were asked to provide demographic information, including birth year, gender,
and, where relevant, when and from where they had moved to Finland. The questionnaire also
included questions regarding their relationship with the Valio. Before beginning the
advertisement analysis, participants were asked to describe the Valio’s brand in order to gain
insight into how their existing perceptions might be reinforced during the interview. This
preliminary memory exercise was used to determine whether participants primarily recalled
storytelling advertisements, fact-based advertisements, or whether a specific sub-brand
emerged most clearly in their minds. After these warm-up questions, participants were shown
the advertisements one by one and were asked five questions before moving on to the next
advertisement. These same five questions were repeated after each advertisement. Following
the advertisement analysis, participants answered general questions and completed a broader

brand analysis.

All interviews followed the same general structure and were based on an interview framework
specifically developed for this study. The interview consisted of two parts: advertisement
analysis and brand analysis. A structured set of questions was developed for both the
advertisements and brand perceptions, focusing on themes identified in the theoretical
framework from the perspective of Generation Z. However, the questions were open-ended in
order to encourage detailed responses. During the interviews, clarifying questions were asked,
and follow-up discussions allowed for deeper exploration of participants’ individual interests
and perspectives. As a result, in addition to the general questions, the study gathered
supplementary material to support the analysis. All research questions were observation-based.
Participants’ observations reflected their attitudes toward both the advertisements and the
brand, and the interview method was considered appropriate for examining these subjective

evaluations.

The interviews were conducted face-to-face using two recording systems. Participants had the
option to respond in either Finnish or English. Each interview lasted approximately 1 hour and
14 minutes, providing participants with sufficient time to analyze the advertisements and

engage in discussion without feeling rushed. Participants were also allowed to rewatch the
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advertisements during the interview, and each group chose to revisit one or several videos.
Artificial intelligence was used to generate the interview transcriptions, but all transcripts were
also proofread, as the original automated transcriptions contained minor structural errors. The
transcriptions were analyzed by identifying recurring themes and patterns in participants’
responses. All interview recordings and transcripts were anonymized by assigning each
participant a code, and all participant data were handled in accordance with ethical
confidentiality standards. This process ensured that all information remained private

throughout the entire research period.

3.2. Participant Selection

The aim of this study was to examine differences in the interpretation of storytelling in
advertising within Generation Z. Therefore, the individuals selected for the interviews were
men and women belonging specifically to this age group. The gender distribution was kept as
balanced as possible. All selected participants were born between 1999 and 2005, meaning that
the interviews were conducted with adults who were already responsible for their own

consumption and living independently.

The interview participants were selected using purposive sampling. This method ensured that
the interviewees met specific requirements and were chosen based on defined criteria to gather
valuable information. The criteria were developed in accordance with the research objectives
to ensure that participants had relevant perspectives for the study. The defined criteria ensured
that each participant belonged to Generation Z, was interested in the topic, and was regularly
exposed to the case of company’s content. Purposive sampling was essential in creating a

sample capable of providing rich insights for the research.

In research that explores memories and value-related issues, creating a relaxed and open
atmosphere is critical for conducting a successful interview. Earning the participants’ trust and
fostering mutual trust among them is essential so that individuals feel comfortable expressing
their opinions and even challenging one another. For this reason, the participants selected for
the interviews already knew each other. A familiar group setting can reduce tension and make

it easier for individuals to open and participate more freely.
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Twelve participants were selected to form four different interview groups, thereby reducing the
likelihood of overly homogeneous results. Specific criteria were also established based on the
Valio’s preferences to ensure that the sample was relevant to the research objectives and that
individuals capable of offering meaningful insights were identified. Additionally, an interest in
advertising, particularly content related to product recommendations, reviews, or trends, was
discussed in the interviews to gather research-relevant insights. Participants were also given
the opportunity to share their general opinions about the Valio’s brand. Their exposure to and
experiences with the brand varied: some participants had lived in Finland their entire lives and
had been familiar with the brand since childhood, while others had moved to Finland and had

followed the brand only for a few years. (Table 1)

Group Participants Year of birth Gender Nationality Brand loyalty
(F/M) (1-5)
Gl 3 2004, 1/2 Finnish 3,3,4
2004,2005
G2 3 2000, 0/3 Finnish 3,3,4
2001,2003
G3 3 1999, 2/1 Finnish 3,3,4
2004,2004
G4 3 1999, 2/1 USA, 2,3,3
2004,2005 Morocco,
Russia

Table 1. Participant Information

3.3. Selection of Campaign Videos for Interviews

Five campaign videos were selected for evaluation based on three criteria. First, the videos had
to include clear storytelling elements. Second, they needed to address themes that resonate with
Generation Z. Third, the advertisements had to be brand advertisements or represent product

families closely connected to the core brand. The length of the advertisements was also taken
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into consideration to ensure that the storytelling elements could be fully understood within a

single viewing.

The videos were also carefully selected and organized with consideration given to their
presentation order. All advertisements differed in tone and represented different types of plot
structures. The plot of Advertisement 1 developed progressively but eventually returned to the
starting point, aiming to create strong audience identification. Advertisements 2 and 4 followed
a classic dramatic arc with a clear beginning, turning point, and resolution, creating relatability
through the characters. Advertisements 3 and 5 focused on the narrator and their story while

also following the structure of a classic dramatic arc. (Table 2)

Ad1 Ad2 Ad3 Ad4 Ad5
Atmosphere | Humorous Emotional Peaceful Melancholic Powerful
and hectic and warm and clean with an and modern
uplifting
ending
Storytelling Universal Classical The Clear plot, Iconic
element plot drama plot, | storyteller at strong protagonist
archetype, | classic song the center narrative with a clear
clear supportinng transportation | plot climax
outcome
Gen Z authentic nostalgic sustainable | emotionally influencer
elements experience content value-based appealing
narrative
Time 0.45 0.45 0.46 1.00 0.58
Time since 5 years 7 months 4 years 8 years 2 months
launch
Products Minor but at | In the story | in the final no products in climax
the building solution
beginning phase in the
and at the center, but
end with a clear
connection
to the story
Logo Logo is Full video End End Full video
presentented
in the start
and in the
end

Table 2. Overview of Advertisements Used in Interviews
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3.3.1. Advertisement Plot Descriptions

The interview was intended to begin with the most humorous advertisement in order to help
the participants relax and lower the threshold for discussion. The main character of the first
advertisement is insecure about their baking skills; however, they become inspired to bake after
finding an easy recipe in Valio’s application. The baked goods begin to accumulate to such an
extent that there is no longer enough space for them. This leads to an overflowing chain of
events in which the main character gives the baked goods away in various places, resulting in
absurd situations. Eventually, the story returns to the starting point of the main character,
concluding that the most important thing is simply to bake. The message conveyed is that
anyone can bake, and Valio products such as Oivariini are visible on the table. The first
advertisement is expected to evoke a sense of relatability among Generation Z, as the main
character is of a similar age, the story uses humorous references to everyday life, and it has a

clearly progressing and recognizable plot structure.

The second advertisement is a clearer example of a classic dramatic arc. The story has a clear
beginning, climax, and happy ending, and the products are placed prominently throughout the
narrative. The plot focuses on two main characters, a child and a grandfather, who organize a
garden party together. During the preparations, they use products from the Valio Keittio
product line and create string phones from quark containers, which are then used to invite the
neighbors to the party. The atmosphere intensifies, and there is a moment of uncertainty about
whether anyone will come, but ultimately everything turns out well and the party is successful.
As an appeal to Generation Z, the advertisement can be seen as nostalgic, referring to childhood
memories of playing with similar string phones. The advertisement also uses the Finnish classic
song “Puhelinlangat laulaa” by Katri Helena in an instrumental version. Katri Helena was a
timely choice, as she had recently become highly visible among younger generations due to

the social media attention surrounding her farewell concert.

The third advertisement begins with a strong narrator who asks the audience to guess who they
are. As the narrator guides the audience toward the answer, the scenery changes and Finland’s
diverse natural landscapes are presented beautifully. Once the narrator is revealed to be Mother
Nature, the story becomes more focused and begins to depict a cooking moment between two
individuals. They obtain most of their ingredients directly from nature, such as vegetables, fish,
and berries, but Valio takes on a central role by completing the dishes with its organic dairy

products, such as butter, quark, and cream. The closeness to nature and the nature-appreciating
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style of the advertisement can be expected to resonate with the values of Generation Z, and the

characters are young adults.

The final two advertisements were intentionally placed next to each other in order to identify
differences in storytelling and in the effectiveness of elements aimed at Generation Z. In
addition, Advertisement 4 was the oldest of the interview advertisements, approximately eight
years old, whereas Advertisement 5 had been released only a few months earlier. The fourth
advertisement is the strongest in terms of storytelling, but it may not necessarily resonate with
the preferences of Generation Z. The advertisement resembles a short film in which the main
character is a table. The story of the couple begins in childhood when they carve their names
inside a heart on the table. The story continues by showing different stages of the couple’s life
from the table’s perspective. After an argument, the table is passed on. It ends up abandoned
on the street but is eventually restored and placed in a new home. During a celebration, the man
notices the table and recognizes it. A flashback is shown, and he calls his wife to look at the
carving they once made. The story culminates in a dining moment shared with a new
generation. Valio only appears in the final credits, where the brand is compared to the table in
bringing people together. This advertisement represents older production and is clearly a pure
brand advertisement, whereas the others represent product families closely connected to the

core brand.

The fifth advertisement is the clearest example of content targeted at Generation Z and is also
the most recently released. The advertisement features one of Finland’s currently most well-
known rap artists, Gettomasa. The advertisement tells the story of Gettomasa’s return in his
own words. The story begins by describing his struggles but shifts when Gettomasa talks about
his life values and symbolically changes into a new jacket. After this, he drives to a launch
event where the product takes on a decisive role in the climax of the story, as Gettomasa reveals
his return while a Valio Eila package is placed on the table and milk is shown in a glass.
Gettomasa attracts attention and divides opinions among Generation Z, but because the
advertisement is a personal portrayal that explores the rapper’s life and values from his own
perspective, it can be considered persuasive even for viewers who may not personally like him.

The product takes on a decisive role in the climax of the story.
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3.4. Data analysis

Thematic analysis enables the condensation of large amounts of data into an understandable
form by identifying key themes and recurring patterns within the material. It organizes and
describes the dataset at a foundational level while still providing considerable detail, thereby
allowing for the interpretation of different aspects of the research topic. Themes focus on
capturing patterns that are significant to the research question and represent meaningful
structures within the data. (Braun and Clarke 2006) Thematic analysis is particularly well-
suited to psychological research, where it allows researchers to observe individual perceptions
while also identifying recurring themes across participants’ experiences. A rigorous thematic

analysis systematically follows six distinct phases (Figure 5).

1. Familiarizing 2. Generating 3. Searching for
data initial codes themes

4. Reviewing 5. Defining
themes themes

6. Producing the

repot

Figure 5. The six-phase process of thematic analysis, adapted from Braun and Clarke (2006)

The aim of this study is to understand how Generation Z interprets storytelling advertisements,
how participants experience narrative content, and to what extent their own experiences and
memories emerge during this process, as well as how these factors influence their perception
of the brand. Therefore, thematic analysis is used in this study to identify patterns within
participants’ individual responses, recognize recurring themes characteristic of Generation Z,

and uncover valuable data and insights relevant to the research questions.

The first phase of the analysis involved listening to the interview recordings and producing
transcriptions. The interviews were reviewed multiple times to ensure a comprehensive
understanding of the content and to clearly distinguish the roles of each participant. During this
familiarization stage, particular attention was given to the most valuable initial impressions

from participants’ responses, and detailed notes were collected. Once the material had been
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thoroughly reviewed, the next stage of the research process was to create a thematic table
(Table 3). This table was constructed based on the key themes emerging from the interviews
and served as an essential step in developing a structured analysis. The table makes the analysis

more accessible and provides a clear framework for addressing the research questions.

This phase began by marking key discussions within the transcriptions and identifying themes
that repeatedly appeared across different groups. The observations found within the data
provided valuable insight into participants’ experiences and perspectives. To ensure
consistency in data processing, generalized codes were applied and organized according to
different thematic categories. Once the material had been coded, the identified codes were

grouped into broader themes that represented the central patterns emerging from the interviews.

Theme Code
Brand Recognition and Initial Interpretation | - Logo recognition

- Product recognition
Narrative Engagement and Story - Recognizable plot type
Interpretation - Narrative understanding

- Role of the storyteller
- Significance of characters

Emotional and Memorable Elements )
- Music

- Turning points
- Childhood advertising associations

Perceived Authenticity and Brand Fit - Brand suitability

- Credibility

- Perceived commercial transparency
- Audience-brand tension

- Diversity

Table 3. Data Analysis Framework

To ensure that the identified themes were accurate and represented the data correctly, the next
phase of the analysis process involved refining the originally developed themes and revisiting
the interviews. Some themes that were initially treated as separate were later combined due to
overlaps found within participants’ responses. All four final themes are examined in Chapter

4, Findings.
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3.5. Validity and reliability

Ensuring the validity and reliability of the research was essential for establishing the credibility
of the findings. From a validity perspective, the study aimed to minimize potential biases that
could weaken its ability to appropriately address the research questions. Common criteria used
to evaluate qualitative research include credibility, transferability, dependability, and
confirmability. (Erikson and Kovalainen 2008; Voss et al. 2002) The objective of this research
was not to examine Generation Z’s brand interpretations quantitatively, but rather to deepen
the understanding of how Generation Z interprets brands through storytelling-based
advertising. Previous literature on Generation Z’s consumer behavior, as well as the use of
storytelling in strengthening brand image, provided a comprehensive theoretical foundation for

the empirical part of the study. This strengthened the theoretical validity of the research.

To ensure that the thematic analysis was grounded in the actual data, the interviews were
recorded and transcribed. This also enabled the use of direct quotations from the participants
in the study, creating a clear connection between the interview discussions and the analysis.
The interviews were conducted either in the participants’ native language, Finnish, or in
English as a common language for the international group. As most of the interviews were
conducted in Finnish and later translated into English, this may have affected the reliability of
the interpretation and discussion, as some original meanings may have been altered during the
translation process. In addition, the fact that some participants were able to use their native
language created a slight imbalance between the interview groups. However, participants
selected for the international group were required to have a high level of English proficiency

in order to minimize potential distortions in the quality and depth of the responses.

Group interviews were used as the primary data collection method and were conducted in four
groups, each consisting of three participants, resulting in a total of 12 interviewees. Pilot testing
was carried out with two separate groups to ensure that the selected advertisements were
relevant, the interview questions were understandable, and the research design effectively
addressed the study’s objectives. Based on the pilot phase, the interview questions were
refined, and adjustments were made to both the number and presentation order of the

advertisements.
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The selection of participants was based on the study’s target group: all participants represented
Generation Z and were higher education students. This choice was based on the assumption
that the target group would be capable of providing analytical perspectives and recognizing
elements of brand communication. Most participants were already familiar with the Valio,
which supported the study’s objective of analyzing existing brand perceptions. In addition, a
few participants who were less familiar with the company were included to provide fresh

perspectives.

The reliability of research is supported when a method produces consistent results across
repeated studies. (Erikson and Kovalainen 2008) Reliability was strengthened by using the
same interview structure and identical advertisement presentation order across all interview
sessions. Furthermore, all collected data were analyzed using the same thematic analysis
method. The analysis was conducted deductively, meaning that theoretically defined themes

guided the examination of the data (Braun & Clarke, 2006).

4. Findings

Four group interviews were conducted, and although each group differed from one another,
recurring patterns were also observable across them. During the interviews, it became evident
that certain roles emerged among participants within each group discussion. In this study,
groups are referred to using the label G followed by the group number, while participants are
identified with the label P followed by a number representing their role within the group. P1
represented the discussion leader, who most often expressed their thoughts first and actively
asked for the opinions of others. P2 functioned as a strong analyzer but listened carefully to
others to reinforce their own views. P3 took on more of an observer role but also formed clearly
independent opinions and questioned the perspectives of others. The advertisements are
referred to using both the names given by the interview participants and the numerical order of
the advertisements: 1. baking ad, 2. string phone ad, 3. organic ad, 4. table ad, and 5. Gettomasa
ad. In the figures, colors describing the atmosphere were used: 1. yellow, 2. light pink, 3. green,

4. blue, and 5. grey.
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The international group (G4) differed from the Finnish groups in that participants did not
always understand advertisements featuring a Finnish narrator, which led them to question the
stories more critically. In addition, the significance of childhood-formed brand identity was
strongly emphasized, as the G4 group lacked this background, causing them to approach the
advertisements in a considerably more critical and questioning manner. In contrast, the Finnish

groups often referred to the advertisements, for example, as “traditional Valio advertising.”

The majority of participants had not seen the advertisements previously, or at least did not
remember seeing them. A few participants had previously seen advertisement 2. string phone
or 5. Gettomasa. During the interviews, advertisements were occasionally rewatched.
3.0rganic ad was the only advertisement that no group wished to watch again. 5. Gettomasa
ad was rewatched most frequently, as three groups chose to revisit it. This advertisement was
rewatched because it was considered particularly strong, and additionally, two groups wanted
to clarify specific details. The group that did not rewatch the advertisement likely would have
wanted to do so as well, but the interviewer did not recognize this during the session. This is
supported by the fact that the group continued discussing the advertisement even after the

interview had officially ended.

The second most frequently rewatched advertisement was 4. table ad, which groups wanted to
see again because the brand references were unclear, and in one group, two participants had
not understood the final resolution. Based on the total analysis time, the least amount of time
was spent analyzing 1. baking ad, while the most time was dedicated to 4. table ad.
5. Gettomasa ad also generated more analysis time than 2. string phone ad and 3. organic ad,
although not as much as 4. table ad, even though not all groups chose to rewatch it. The original
viewing time of the advertisements was not included in the analysis unless an advertisement

was specifically rewatched. (Table 4)

M5

38,9

M4‘2|

43,6

M3 337 |

M2 348 |

M1
29,40 |

0,00 10,00 20,00 30,00 40,00 50,00

D Rewatch Count 0 Analysis Time (min)

Table 4. Analysis Time and Number of Viewings
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At the end of the interviews, participants were also asked which advertisements were their
favorites. Based on the results, 2. string phone ad was the clear favorite, receiving a total of
five votes. Only Group 2 did not give this advertisement any votes. 1. Baking ad, was the least
popular, although it still received one vote. 4. Table ad and 5. Gettomasa ad also attracted

considerable attention and received multiple votes. (Table 5)

6
5 —

4

3
2 2
1 | |
i) 1 11 1
0
0
M1 M2 M3 M4 M5

mPrimaryVotes [Secondary Votes

Table 5. Favorite Advertisement

The Valio’s brand was familiar to all interview participants, although the international group
(G4) clearly differed in that the brand was not yet particularly well known to them. However,
they were aware that it was among Finland’s most popular brands and were able to recognize
features specifically targeted toward Finnish audiences, even if these elements did not

particularly resonate with them personally.

As emphasized in previous research, Generation Z’s critical attitude toward advertising
emerged strongly in this study as well. This phenomenon was repeatedly visible throughout the
interviews, as participants themselves recognized this characteristic and described their age
group as a challenging target audience. If they did not feel that an advertisement was intended
for them, they quickly began analyzing which audience it might better suit. On the other hand,
it was also observed that participants understood that certain advertisements were designed in
ways that not everyone would necessarily understand, even though they themselves did,

because they perceived themselves as belonging to the intended target audience.
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4.1. Brand Recognition and Initial Interpretation

The significance of the logo was something that interview participants were not always able to
express directly, yet its impact was clearly observable throughout the interviews.
Advertisements in which the logo was not visible at the beginning created uncertainty regarding
which company the advertisement represented. In 1. baking ad, the logo becomes visible during
the problem-introduction phase. In advertisements 2 and 5, by contrast, the logo remains
continuously visible in the upper-left corner throughout the entire advertisement.
Advertisements 3 and 4 received criticism because viewers felt they could have belonged to
multiple different brands, which shifted attention away from the story itself toward identifying
which brand the advertisement represented. Additionally, criticism was raised regarding the
lack of a clear connection between the brand and the advertisement, as participants felt that the
commercial purpose became overly emphasized at the expense of genuine emotional

atmosphere.

G2P2: “It was quite impactful, but it’s true that this could very well have been, for example,

an environmental organization’s advertisement.”

G3P1: “That table still kept bothering me. Couldn’t Valio have at least chosen one of own

products? They could have said that Valio has some issues if they need to advertise tables.”

G2P1: “This looked like a great movie, and then at the very end we just got this paid

advertisement from Valio.”

The logo was also communicated through products in all advertisements except 4. Table ad,
which received criticism for the absence of visible products. One group even began to examine
specific scenes more closely, considering where products could have been incorporated more

effectively.

G4P2: “I think that the problem is they put so much attention on this story, but if, for example,
Valio’s product was always somewhere in this story, like nearby and obvious—Ilike they’re
fighting with it. I don’t know, she threw this milk bottle at his head. Something like that kind
of attracts attention, like the main character in this story is the Valio product. Then it would be

associated better at the end. Yeah, Valio as this thing. The table stayed with me my whole life.”
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Participants were highly sensitive to how the product was presented, and the 2. string phone ad
received the most praise for the natural and inventive way in which the product was shown.
Although the product brand itself was not always consciously recognized, the products were
traditional and versatile. They evoked nostalgic emotions among viewers, and for some
participants, a theme of recycling also emerged, as the products were used creatively in unusual

ways that nostalgically referenced childhood play.

G2P2: “The very beginning stayed with me because they used products that my mother and I

have always used together. We mixed half quark and half cream together”

G4P1: “If we can add to that, I feel like if you go to any dairy advertisement, it’s basically the
same. They show family ties, cooking beforehand, and then gathering with the family. That is
totally common. But I feel like this was kind of innovative because I expected the same scenario
from the beginning. But when I saw the recycling element, I thought, OK, this is a nice add-

on. It makes it different from other advertisements that I might have seen before.”

The product presentation in the 3. Organic ad divided opinions. Some groups clearly
recognized the connection through the sub-brand, but if the sub-brand was not previously
familiar to them, the product presentation appeared somewhat awkward. The products are
revealed during the final resolution, which made them memorable, but participants also
questioned them considerably. Although the product fit naturally within the environmental

theme, it was still perceived as somewhat disconnected.

G2P2: “I don’t know if I’'m being overly critical, but what stayed with me was that there was
such a strong build-up with all the different nature elements, and then it kind of awkwardly
jumped to organic cream. Organic cream is not the first thing I associate with nature. I would
first think of apples or grain or something, so it felt a little strange. It didn’t quite work, and

instead the reaction was more like, ‘Oh, so this was actually Valio.””

G4P2: “Honestly, I should say this, but I started to feel too stupid because I didn’t understand.
Maybe because I never studied marketing. I don’t know what the standout idea was. They had
some products in the forest, some random products. They gathered them like fish or vegetables

in the forest. Interesting. Probably they brought them with them.”
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In 5. Gettomasa ad, the product presentation was the clearest of all. One product was strongly
emphasized and assigned a highly decisive role, which made it memorable for all viewers.
Overall, the product presentation was considered extremely effective from an advertising
perspective. It blended naturally into the main character’s story and did not feel like an

awkward sponsored advertisement.

G3P3: “What stayed with me was that I kept waiting for when some Valio product would

appear, so that’s probably why the final moment stayed in my mind.”

G1P3: “Especially the ending, and how Valio was connected to Gettomasa. The idea that Valio
is at the top of its field, just like the artist is at the top of theirs. So-called Valio among Finnish

artists.”
G2P1: “Valio Eila milk in a really decisive position, but it was really good.”

In viewers’ favorite advertisements, 2. string phone ad and 5. Gettomasa ad, the brand was
exceptionally skillfully integrated into the story. In both advertisements, the logo remained
visible throughout the entire ad, even though viewers did not explicitly mention it, suggesting
a subconscious influence on how viewers positioned themselves in relation to the narrative.
This allowed the story to fully engage viewers while maintaining awareness of the brand’s
presence. In both advertisements, the product appeared in unexpected yet memorable moments,

while the placement remained so seamless that it never felt disconnected or awkward.

4.2. Narrative Engagement and Story Interpretation

The internalization of the plot after a single viewing varied between groups. Participants tended
to absorb elements from the advertisements that felt familiar to them. During the interviews,
participants were asked what remained most strongly in their minds, and responses varied. It
was expected that the turning point of the story would be the most memorable aspect, but
advertisements often contained numerous stimuli that resonated with viewers and remained
memorable. In 1. baking ad, many events occurred rapidly, and scenes changed quickly.
Viewers often remembered either the beginning or the specific scene cuts that personally

resonated with them. In this case, the story remained memorable, but not necessarily the brand
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itself. 2. String phone ad had a much clearer dramatic arc: the protagonists wanted to organize
a celebration, the brand assisted in making it possible, the turning point centered around
uncertainty about whether anyone would attend, and the final resolution depicted joyful
celebrations in which the brand was visibly integrated. From this advertisement, viewers most
often remembered the story’s hero, the brand that enabled both the event and the invitations,
or the turning point itself. This represented a highly traditional dramatic arc, and its

memorability was clearly observable.

G1 discussion

P2: “Well, maybe the ending, when everyone came together. It was kind of like everyone
was invited there by ‘phones’, sort of like to a garden party or something similar.”

P1: “I think it had a clear dramatic arc: first cheerful and fun, then that moment of ‘will
anyone come?’ a bit of tension, but in the end everything turned out well.”

P3: “Yeah, same. There was that nervous anticipation about whether anyone would actually

arrive, and then finally everyone came.”

Another clearly defined dramatic arc appeared in 4. table ad. This advertisement received praise
for having the strongest plot, but also generated significant confusion due to the absence of the
brand within the story itself. The narrative centered around a table intended to symbolize the
brand. The table followed the life course of one couple, but due to conflict, it ended up
elsewhere before returning to the original owners at the turning point. The final resolution

reunited everyone, making the story emotionally moving.

G1P1: “Yeah, it felt like watching a movie or a trailer. A clear dramatic arc: beginning,
problem, crisis, and resolution. Very cinematic.”

G2P2: “Yeah, and I don’t know, but in my opinion that definitely had the best plot at the
same time. There were crazy twists at the end and everything, that was the strongest example

of storytelling for me.”

G4P2: “Oh yeah, by the way, like it was. I forgot that it’s advertisement of Valio. I started
watching the table. I was writing like cry. I’'m not done with that. I mean everyone just sitting
at the table and I was at the during the advertisement. I was thinking like, yeah, maybe they
are trying to show that we are staying with you, what the whole life. But at the end I was. Oh
my God.”
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Narrative structure was observable in all advertisements, but 4. table ad generated the clearest
descriptions and the liveliest discussion. In all advertisements, viewers identified some form
of plot, although articulating it was occasionally challenging, particularly for Group 4, who
clearly recognized a structured plot only in 4. table ad. At times, advertisements were described
as narrative-driven without a clearly defined dramatic structure. 1. baking ad’s plot was
perceived as explosive, 2. string phone ad as a clear linear progression with one major peak,
3.organic ad as linear, 4. table ad as a classic dramatic arc, while 5. Gettomasa ad was widely
perceived as strongly narrative but difficult to describe structurally because attention centered

so heavily on the main character and collaboration.

G2P2: “Yeah, and in my opinion it was kind of like rapidly escalating. The plot just...
everything that happened there kept building up. I can’t really explain it better.”

G1P1: “It moves pretty steadily forward until that moment of ‘will anyone come?’ There’s a
clear dip there, and then it returns to that positive feeling. Kind of like a straight line with one

clear spike.”

G2P2: “I really liked the chronological structure and the history. It went from dinosaurs to

mammoths and from hunter-gatherers to us, and I thought that was really good.”

G4P1: “I think, like, I think it’s far best. Yeah, it’s far best. But you know, like when he
spoke about this, I was like, actually it’s in a way showing like since the table was neglected,

then Valio product also.”

G1P2: “At this point, the plot wasn’t really... or well, I don’t know if it was the main focus.
It was very story-driven. Maybe the plot was more centered around building toward that final

scene.”

In every group, at least one participant was able to identify the story’s plot after a single
viewing, but there were also situations where not all participants noticed the same elements. In
such cases, discussion often emerged, frequently leading to a desire to rewatch the

advertisement.



53

G3 discussion

P1: “Did the children come back there again?”

P2: “Yeah, when they looked at the engraving, there was like a throwback to when they were
there.”

P1: “Oh wait, were they adults there?”

P2: “Yeah, they looked at the engraving and were like, ‘Wife, come look! Here’s this table
from their childhood.””

P1: “Oh my God!”

P2: “That was exactly the climax!”

P1: “Can we watch that again?”

Most rewatches were related to gaining a better understanding of the advertisement’s narrative
structure, details, or brand message. Participants also wanted to observe products more
carefully during a second viewing, why they noticed them, where they noticed them, or whether
they had merely imagined their presence. Exceptionally, one participant in Group 3 wanted to

rewatch 5. Gettomasa ad specifically due to its emotional impact or level of interest.

Ad | Rewatched Reason for rewatching

I |G3 Closer attention to details that were initially overlooked

2 | G2 Remembering the final resolution and examining product
presentation

3 |- No rewatching

4 | G1G3 Better understanding of the storyline, key turning points, and
brand significance

5 [(G1)G2G3 G4 High interest, strong overall impression, deeper interpretation of
the message

Table 6. Rewatched Advertisements

5. Gettomasa ad was rewatched in nearly all groups. Group 1 also asked questions in a way
that suggested rewatching would have been beneficial. In 5. Gettomasa ad, participants were
left reflecting on small details, whereas in 4. table ad, rewatching was primarily motivated by

the desire to correctly understand the plot. In the case of 2. string phone ad, participants wanted
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to revisit the advertisement to better understand where their impressions originated and whether
these impressions were connected to how the product was presented. Rewatching often
resolved open questions and disagreements regarding the story. However, because many
elements in short advertisements are left open to interpretation, participants frequently began
extending or developing the story themselves to explain why they interpreted certain aspects

from specific perspectives.

G2P1: “I completely disagree. In my opinion, this was absolutely spot on. I can easily imagine
Gettomasa being like, ‘All the real ones drink milk!” But luckily he didn’t say that! He just
left it for me to imagine, and I think that was exactly what made it work, it could totally have

been like: ‘Oh, you brought milk to the interview?’ — “‘YEAH!” ‘That’s my thing. (imitates)’”

In 5. Gettomasa ad, the primary impactful element was the celebrity figure, which made
imitation of the character believable to other group members as well. The character evoked
different emotions across groups, and the celebrity was recognized in all groups as a divisive
figure. Although some participants did not personally like the character, they understood that
they were not necessarily the target audience, and therefore the advertisement did not reduce
the brand’s added value in their perception. Those who were fans of the celebrity, however,
felt that the advertisement resonated with them very deeply. In particular, Group 5 participants
P1 and P2, as well as Group 1 participant P3, appeared highly convinced by the advertisement,

which positively influenced their brand perception.

G1P3: “The value of the Valio brand has always been pretty stable for me, so these ads didn’t
really increase it, but rather reinforced it. And well, maybe it was renewed by that celebrity,
because for people our age, Gettomasa is definitely a well-known person, so it was a really
interesting choice. I’'m still wondering what I missed there or what other connections there

were that I didn’t pick up on.”

G2 discussion

P3: “That was really good, because in my opinion the brand itself is already so strong, and
he’s such a cool person, so using him definitely increases the value of something as basic as
milk. But he was really at the center. If there hadn’t been the advertisement milk, this could
easily have just been one of his own promotions, like a stadium concert next year. Pretty
risky, in my opinion.”

P1: “But it definitely paid off.”
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P3: “Yeah, absolutely.”
P1: “It was exactly right, really well balanced.”

P3: “Can we watch it one more time?”

The significance of characters was also strongly emphasized in advertisements 1 and 2. In both
advertisements, the protagonists generated strong feelings of identification among some
participants. In 1. baking ad, the central problem was familiar to participants, which created
identification during the problem-introduction phase even though the story itself was otherwise
unrealistic. 2. string phone ad, on the other hand, evoked childhood memories that created
positive emotions toward the advertisement, this is also reflected in the fact that 2. string phone

ad was the overall favorite.

G1P1: “The main character, the young man, was kind of silly but sympathetic. I felt a bit

sorry for him because he was somewhat clumsy, but still really likable.”

G1P2: “It reminded me of my own grandparents, for example, baking together.”

Participants analyzed characters very critically and frequently searched for stereotypes.
Considerable discussion centered around diversity, which was perceived as an expectation in
modern advertising. In the Valio’s advertising, participants noticed diversity among characters
and interpreted this as an indication that the products were intended for everyone, with different
advertisements designed to appeal to different groups. Stereotypes sparked discussion and
prompted reflection on whether such portrayals are appropriate in advertising, whether
stereotypes stem from viewers’ own mental frameworks, and what role advertising plays in
reinforcing them. Stereotypes were particularly discussed in advertisements 1, 2, and 3. 1.
baking ad prompted discussion about urban identity, 2. string phone ad about stereotypical
Finnish family values, and 3.organic ad about stereotypes related to nature-oriented

individuals.

G2P1: “For me, especially with those characters, they were clearly urban people. Coming from
more of a rural background, that’s what stood out. We were there on the streets of Helsinki,
and people were dressed in very city-like clothing. There weren’t really any working-class guys

there, at least none that stood out to me.”
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G4P2: “Yeah, I fully agree. But maybe for me it also stands out as family ties. It seems really
nice. Of course it depends on what the target group of Valio is, but I assume it’s the whole of

Finland at least.”

G3 discussion

P1: “T started wondering how they selected these people. I got this feeling like, okay, do
people like this even exist? Have I ever seen people like this? Why were they chosen? That
fairy-tale-like guy with long golden curls. If I saw that dude walking down the school
hallway, I’d be like, excuse me? I don’t even remember what the girl looked like anymore.
They looked exactly like some couple from an outdoor lifestyle commercial. A bit rugged,
and even the tattoos had that folk-style vibe.”

P2: “And since it was organic, of course nature, organic values, and all those things naturally
connect. So in that sense, it was a typical choice.”

P3: “Like, as people, they were kind of organically stereotypical.”

Advertisements 1, 3, 4, and 5 featured narrators. The role of narrators was especially significant
for Group 4, since they did not understand Finnish beyond individual words. Other groups were
not always able to clearly assess the narrator’s role when it was not particularly explicit. 3.
Organic ad especially highlighted the narrator because it functioned as a key storytelling
device. The message clearly would not have been understood as effectively without narration,
and the narrator helped distinguish the otherwise traditional nature-themed advertisement.

However, for the international group, 3.organic ad’s story was significantly misunderstood.

G4P2: “Yeah, I think like I agree with this thing that it makes it unbelievable when something
becomes like too much. For example, they really bring vegetables to the forest. Should I think
they found them there? The berries, okay, [ understand, and fish from the lake because everyone
fishes. But vegetables are so confusing for me. Maybe they brought everything from home.

Then it’s not natural. It’s not cool or believable.”

The other advertisements were generally understandable even without knowledge of Finnish.
4. Table ad in particular received praise because the story was so clear that it did not require
narration at all. This perspective also emerged among Finnish viewers, who similarly
questioned whether narration was necessary, though they viewed it more as a mood-building
device than an essential storytelling component. 5. Gettomasa ad was surprising because the

narrator was also the protagonist. In this case, viewers often remembered the core message
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clearly while the broader narrative remained somewhat vague. However, the central message
remained effective due to its combination with strong visuals, making it memorable. Even the
international group was able to identify the main slogan and understand the intended message

within this form of storytelling.

4.3. Emotional and Memorable Elements

Music appeared in all five advertisements, but it was most clearly used as an emotional device
in 2. string phone ad, where the instrumental version of the well-known Finnish classic
Puhelinlangat laulaa by Katri Helena played in the background. The song was presented
without lyrics, but the lyrical content is directly connected to the advertisement’s central theme,
namely, product use. Despite this, only one participant from Group 1 recognized the connection
between the song’s lyrics and the advertisement’s narrative and verbalized this observation to

the rest of the group.

G1 discussion

P1: “T can’t remember the song’s name, what was it again?”
P2: “Puhelinlangat laulaa!”

P1: “And then also the fact that they used those telephones.”
P2: “Oh right!”

P3: “What, I didn’t even realize that, I couldn’t connect it!”

Music nevertheless appeared to play a significant role in building atmosphere and enhancing
memorability. In every group, at least one participant reacted physically to the music, for
example by subtly dancing during the advertisement, and some were still humming the melody
at the end of the interview. Additionally, many participants identified the song as the most
memorable element of the advertisement. 2. String phone ad was clearly among the
participants’ favorites. Particularly interesting was that although Group 2 visibly reacted to the
music in 2. string phone ad, they did not spontaneously discuss it during the analysis itself.
Music only emerged later when participants were generally discussing advertisements they

liked. This may suggest that music’s influence functions partly on a subconscious level.
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G2P3: “What usually stays with me best in advertisements.. Something these didn’t really
have, is those stupid catchy jingles or repeated words and music, like some ridiculous phrase
that repeats in every commercial. Those are what really stick with me. Since these ads didn’t

really use music that heavily, maybe that’s actually something I personally would need more.”

The use of an instrumental version also seemed to prevent the music from being perceived as
irritating, even though the melody remained memorable for many participants. Interviews
revealed that lyrics are often the element that gets stuck in one’s head in a negative way. In this

case, melody alone appeared to be a more pleasant solution for participants.

G1 discussion

P2: “Yeah, think about something like Paula pudding, how long has that been around, and
still...”

P1: “Paula the cow is cool...”

P2: “Exactly! It gets stuck in your head, it’s annoying, but still so good.”

Nostalgia emerged repeatedly throughout the interviews. Participants searched for personally
familiar moments within the advertisements or imagined their own lives within the narratives.
Advertisements 2 and 3 especially evoked memories of spending time with family and nature
excursions, making them resonate strongly. 2. String phone ad in particular generated warm
memories and longing for spending time with grandparents and engaging in ordinary activities
together. Although 3.organic ad also evoked memories, participants expected more from it, as
many felt that numerous companies already appeal to similar nature-oriented themes, making
it almost too familiar. Nature-themed advertisements are clearly highly familiar to Generation
Z consumers. Environmental values are appreciated, but because this is such a common
advertising format and is often associated with companies leveraging green values,
considerable creativity is required for such advertisements to remain memorable. In this case,
the nature-themed advertisement was considered visually beautiful and narratively strong.
However, because 2. string phone ad used products in a new and creative way while also
appealing to nostalgia, participants began expecting a similar level of originality from 3.organic
ad. For example, combining nature or organic values with humor could provide a new

perspective that would resonate more strongly with Generation Z viewers.

G2P1: “I could continue on that, it definitely gave me a quick flashback to childhood, to what

it was like being at my grandparents’ place in the countryside. I could relate to it somehow,
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because it’s been a long time since I did things like cooking with grandparents or building little

projects like homemade string phones.”

G3P1: “What stayed with me was probably that final scene where they were eating on the
cliffs, because it strongly reminded me of last summer when I was sailing with my friend in
the Turku archipelago. We spent nights on a deserted island, sat on the rocks, watched the
sunset and passing ferries, and cooked food on a camping stove. It was almost exactly like

that.”

G3 discussion

P2: “The natural scenery definitely matches the organic theme, but on the other hand, organic
products could also exist elsewhere besides hiking trails. It was a pretty traditional choice
visually. Organic could just as well be present at parties t0o.”

P1: “Yeah, I feel like Finnish brands use nature so much. I was specifically thinking that if

you’re advertising organic products, there are so many different ways you could do it.”

Humor was an element many participants desired from advertising in order for it to remain
memorable. Humor was also recognized as very difficult to execute successfully, carrying a
substantial risk of offending viewers if done poorly, which generated considerable discussion
within groups. When discussing humorous advertisements, participants were able to provide

numerous examples, suggesting that such campaigns often remain memorable.

G3 discussion

P1: “Elisa came to mind. I think that campaign, ‘Missionaries From Finland,’ is one of the
best advertising campaigns ever made in Finland. It works so well. Each ad works
individually, but there are many of them, and together they create a real story. I get totally
invested. Then one character actually dies or something, and I'm like, what?! And then he
comes back as a robot. But yeah, I’'m personally more drawn to humor, especially more self-
ironic or slightly provocative humor.”

P2: “Yeah, exactly those episodic campaigns work. Elisa is definitely a good example.”

P3: “But humor is really difficult. It’s hard to make it work for everyone.”

P2: “It can easily go wrong. That’s why something like Puhelinlangat laulaa and those warm

communal feelings are effective in a more neutral way.”
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For memorability, participants emphasized creativity in order to stand out from the mass,
relatability, and repetition. Unsuccessful advertisements were also often memorable. Clear
failure was associated with poor quality, for example, awkward dubbing or the misuse of youth
slang, which immediately signals an overly obvious attempt to appeal to Generation Z and is
often perceived as cringeworthy. In addition to humor, key impactful elements included

relatability, celebrity figures, a lack of overt commercialism, and authenticity.

G1P2: “It feels unbelievable if brands try too hard to appeal to young people through artificial
slang. I can’t give a specific example, but generally if older people think, ‘This is what interests

young people,’ it’s most likely not and instead it just feels embarrassing.”

G1P3: “Maybe it’s exactly that it shouldn’t be immediately obvious that it’s an ad. Because
ads usually aren’t that interesting. If there’s a story and you don’t instantly realize it’s
advertising, then it doesn’t feel forced. One bad example that comes to mind is that football
field ad where the dubbing was so off that their mouths moved completely differently it just

felt really careless.”

4.4. Perceived Authenticity and Brand Fit

The brand was familiar to all interview participants, and the majority felt that the
advertisements either reinforced their existing brand perception or even broadened it further,

for example through artist collaborations.

G1P2: “That Gettomasa advertisement definitely increased interest and brought new
perspectives, but in a moderate way. Valio is already such a well-known brand, and there’s
already a certain kind of image associated with it, so it’s quite difficult to fundamentally change
that, but it doesn’t really need to change either. This just added more positivity toward the
brand.”

G3 discussion
P2: “Yeah, I definitely got a warmer feeling now. Not that it was ever cold before, but I was
left with really positive impressions.”

P1: “Same, same. But in my opinion, Valio has always been like that. The Valio brand has
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maybe changed more in my own eyes after I moved out on my own. Before, when living with
my parents, Valio was just Valio. But now that I live independently. Maybe this says

something about my financial situation, Valio feels a bit more premium.”

Across all advertisements, participants identified a clear value structure associated with the
brand, and responses were highly consistent between participants. In particular, the brand was

strongly associated with domesticity, quality, and everyday practicality.

G2P1: “No matter what the situation was in these advertisements, whether hiking or something
else, these are still very basic products. They don’t represent anything especially extravagant.
It’s not about anything luxurious or extraordinary, but rather joyful moments and simple
pleasures. I think that’s what really came through: all the good and happy things come from
simple things, and that connects strongly to Finnishness. That’s what this is, you don’t need

anything luxurious or fancy, just good food.”

2. String phone ad was clearly one of the most influential in shaping participants’ perceptions,
as family values emerged strongly across all groups. Family values were perceived as a typical
Finnish value, and the brand was seen as relatable “from babies to grandparents.” This was also
reflected in 4. table ad, which told a generational story. 3.0rganic ad emphasized values of
purity for some groups, while advertisements 4 and 5 created the perception that the brand is
present in everyday life during both difficult and meaningful moments. Through 5. Gettomasa
ad, authenticity emerged as a distinctly new element, as it functioned as the advertisement’s
core message and was reinforced through the artist’s return and lyrical themes. 1. baking ad
was not particularly visible in participants’ broader brand-value responses, as it was primarily
perceived as a humorous advertisement. However, the brand itself was not generally viewed as

humorous; instead, humor was expected more from certain sub-brands. (Table 6)
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Group [Before advertisements Reinforced after New associations
advertisements after advertisements
1 Blue, Finnishness, easily approachable, |Blue, Finnishness Authenticity, clean,
superior unifying, high-quality,
natural
2 L . . |Finnishness, qualit Cleanliness, authenticity,
Central brand, Finnishness, high-quality, uattty v
universality, standard,
trustworthy
family-oriented,
communal, everyday life,
for everyone, happiness,
present also in difficult
moments
3 Everyday, traditional, rich, Everyday, traditional, Communal, timeless,
contemporary, versatile, Finnishness, [Finnishness closeness to nature, caring,
well-known brand wellbeing, authenticity
4 Individual products, dominant brand in  [Traditional, Finnishness Common, continuously,
its own category, Finnishness, everyday |everydayness widespread, family,
life dogmatic, imperious

Table 7. Brand Image and Values

Overall, participants considered most advertisements to be aligned with the brand, although 4.
table ad and 5. Gettomasa ad generated more substantial discussion. Some participants argued
that 4. table ad was not clearly enough associated with the brand itself; while they considered
the story strong and memorable, they felt it could easily be confused with a competing brand’s
advertisement. 5. Gettomasa ad generated discussion because the selected rap artist was
recognized as a divisive figure. According to participants, advertisements featuring celebrities

can be highly effective when they resonate with the viewer’s own fan base.

G2 discussion

P2: “And I think the biggest thing there is that, first of all, I’'m no expert, but that Gettomasa
isn’t constantly appearing in advertisements, and in this case it felt like he was genuinely able
to express his own ideas, which made the ad feel really authentic. It was much more
impactful than if he had suddenly started talking about Valio’s product, that would have felt
really out of character.”

P1: “Exactly. Usually with celebrity ads, you get that feeling like, okay, now they’re just here
because they’re promoting something. But this felt more like he was genuinely talking about

his own things. It just happened that the Valio product was there alongside it.”
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P3: “It wasn’t like, ‘This morning I woke up and started my day by drinkin Valio Eila milk.’
He actually felt authentic.”

Participants who did not personally like the rap artist did not feel that this reduced the brand’s
value, because they still recognized the advertisement as highly effective for a certain target
group. Those who did belong to the target audience strongly praised the advertisement and its
effectiveness. The alignment between the artist’s message, values, and the brand was clearly
recognized. Participants understood that the advertisement would not appeal equally to
everyone, but they acknowledged that it strongly resonated with its intended audience.
Interviewees were highly aware of advertising strategies and described their own generation as
a particularly difficult target audience precisely because of this critical awareness, though they

also expressed appreciation when such marketing succeeded.

G3 discussion

P2: “Yeah. Maybe exactly because we’re so critical, it can feel unbelievable. But on the other
hand, I also appreciate the effort, not necessarily the company itself, but the attempt to
genuinely appeal to a target audience. It really depends on the case.”

P1: “It’s really difficult, because almost anything can go wrong so easily. Sometimes it can
even depend a bit on luck if you manage to create something that becomes a real

phenomenon.”

Participants frequently discussed marketing that influences consumers on a subconscious level.
This type of advertising was considered more appealing than direct and highly visible
advertising, as participants did not want to feel like obvious targets of marketing. Indirect brand
exposure, where the brand appears more subtly or from around the corner. It was perceived as
more respectable and positively surprising. Creating atmosphere and providing entertainment

emerged as clear shared expectations for contemporary marketing.

G1 discussion

P2: “Subconsciously influential, it speaks more to my subconscious than me consciously
realizing it’s advertising.”

P1: “Yeah, in that sense it’s annoyingly dangerous, but that’s exactly how we become

victims of advertising.”
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During second viewings, participants often noticed that products were most memorable when
they were integrated cleverly into the narrative. For example, in 2. string phone ad, the brand’s
products were present throughout the story, but they blended into the environment so naturally
that they did not demand excessive attention. The packaging itself was familiar enough that

participants even associated it with sub-brands they knew better.

G2P1: “I know why the logos and branding didn’t really stick out even though they were
everywhere, it was like a filter. They blended into the background so well. They weren’t overly
obvious, even though when you really think about it, those products were actually present in

SO many scenes.”

Interviews also revealed that fast-paced advertisements were considered particularly effective
when marketing a single product. In such cases, viewers wanted quick information about why
the product was better than competitors and why it was needed. Brand advertising, however,
was expected to focus more on atmosphere-building and emotional impact, particularly when
representing a large and well-known company. In two groups, participants additionally noted
that the analyzed advertisements would function particularly well in a movie theater
environment, where viewers are more willing to focus on longer and more narrative-driven

advertisements than on social media platforms, where advertisements are often skipped rapidly.

G2P2: “For me personally, I really love stories, movies, and books, so storytelling is extremely
important. I still remember those longer advertisements. Maybe the best ads are actually the
ones you see before movies, because that’s where these kinds of ads really work. For example,
that table ad would probably be most effective in a movie theater. Those are the most impactful.
But it’s still hard to say how they actually influence decisions, since so much happens
subconsciously in stores. Personally, I prefer ads that are more narrative and where the product

isn’t just aggressively saying ‘buy this,” but instead gives you a feeling.”

G4P2: “I don’t know, really, for our generation. We’re used to constantly changing content,
so concentration is super low and for the next generation it’ll probably be even lower. So I’d
assume advertisements should be super short and provide as much information as possible,

because otherwise people will skip them.”

G4P3: “I mean, I agree, but I also want to give a slightly alternative take. If you’re a marketing

team trying to create some kind of piece of art, I think you should to some degree ignore your
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audience. Sure, attention spans are getting shorter, but does that mean we should stop making

movies or long-form content? I don’t think so.”

The study also clearly highlighted the influence of childhood and prior experiences on
advertisement interpretation. Domestic participants had known the brand for a long time and
easily recognized its communication style. The international group was also aware that they
might not fully understand all messages because the brand’s marketing style was not previously
familiar to them. International participants compared the advertisements to marketing cultures
in their home countries, which made this style of advertising appear somewhat different and
occasionally less credible to them. Groups whose brand image had developed over many years
spoke about the brand far more warmly and appreciatively. They even expressed a sense of
pride in Finnish values and recognized that the brand specifically appealed to those values. The
international group, by contrast, approached the advertisements more critically, and the
messages were sometimes less accessible due to both language barriers and differing cultural

experiences.

G4P3: “I think humor does that best, really. If it’s funny. In America, for example, we have
these really funny insurance ads. There are like four major car insurance companies, and they

all have their own weird gimmicks. Something funny or weird hooks you from the beginning.”

G4P2: “Yes, something that is super easy to understand, because with most of these videos I
really need to think and analyze what is happening and how it connects. But honestly, if they
just showed everyone eating yogurt, smiling, and laughing, I’d immediately understand: okay,

they’re enjoying life.”
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5. Discussion

The purpose of this study is to deepen the understanding of Generation Z’s distinctive
characteristics as interpreters of advertising and how these traits influence storytelling-based
marketing design. By analyzing the Valio’s digital video storytelling, it became evident how

Generation Z responds to narrative content and engages with it.

Based on previous research, the persuasive power of narratives is based on their ability to
engage audiences both cognitively and emotionally. Individuals typically understand the world
through previously experienced stories, as consumers store information and experiences in
their memory. Therefore, when encountering narratives in advertising, consumers reflect on
their own stored stories. (Brandao et al. 2020; Chinki et al. 2025) This also emerged in the
interviews. Similar situations recurred in the interviews as in the opening story: the narrative
does not always unfold immediately, because people pay attention to different aspects based
on their own life experiences and internalized narrative structures. However, the group
interview setting made it possible to understand the story by listening to others’ observations
and building bridges between personal stories and the brand. For the international group in
particular, it was sometimes difficult to understand how the brand related to the story, and
misunderstandings often remained uncorrected. They were unable to build the same kinds of
connections as the domestic groups, who had experienced the brand since childhood. A new
finding that emerged through the interviews was that the international group desired much
clearer advertising from the company, with products and logos being more visible throughout
the advertisement. Overall, familiar story types are understood more quickly, and interviewees
sought relatable experiences in advertisements while readily sharing their own stories when

given the opportunity.

Previous research suggests that in multi-brand houses, such as the Valio, it cannot be assumed
that a single identity would function effectively across all brands, as this would result in a
mediocre compromise that is ineffective in the dynamic world of branding. Therefore, a brand
requires a limited number of distinct identities that differ from one another (Aaker &
Joachimsthaler, 2000). Personalized marketing was also a recurring theme in the interviews.
Participants frequently analyzed who the advertisement was targeted at, recognized various

sub-brands, and evaluated their suitability for themselves. Since the Valio produces products
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for the entire population, aligning sub-brands with the main brand may present a challenge.
However, in the interviews, there was no indication that the Valio’s advertisements were
perceived as mediocre compromises. On the contrary, this can be seen as a clear success, as
the company has managed to create advertisements that can be personalized for multiple target
audiences through different elements within a single campaign. Storytelling is a way to

immerse broad audiences in a story by combining themes that resonate across generations.

Thus, narrative advertising can be seen as playing a key role in providing content through which
consumers can re-experience pleasure in their minds by forming associations with the brand or
its products (Woodside et al. 2008). Narrative transportation theory describes precisely this
psychological process, in which the consumer becomes immersed in the world of storytelling,
experiences connection and emotion toward the story’s characters, and is drawn into the plot
by contemplating its progression (Dessart and Pitardi 2019; Lundqvist et al. 2013; Thomas and
Grigsby 2024). Through the interviews in particular, advertisements 2 and 4 succeeded in this
regard, as they featured clear, immersive openings that appealed to nostalgia and music,
creating an emotional connection immediately. Both advertisements had a distinct dramatic
arc, strong elements of identification, and ultimately a return to reality through a clear
resolution, through which the individual was transformed by the narrative, for example in terms
of attitudes or beliefs. However, 2. string phone ad was the clear favorite and stood out as an
advertisement that united different generations. It was also effective with the international
group because they were able to observe characteristics typical of Finnish culture. Additionally,
the advertisement cleverly offered nostalgia (Jensmon et al. 2025) and subtle messaging related

to recycling (Kara and Min 2024), which Generation Z particularly appreciated.

According to research, storytelling captures attention and helps consumers immerse themselves
in the world of an advertisement in a way that competitors find difficult to replicate (Brandao
et al. 2020). However, this study highlighted that advertising based on emotions and values
may become confused not with competitors, but with entirely different companies. This is
because many companies share similar values, such as responsibility, diversity, patriotism,
family, and community, making these advertising models already highly familiar. It is essential
that the brand remains memorable within the story; otherwise, the company may inadvertently
build image marketing for another business. In addition to the effectiveness of the story itself,
special attention must therefore be paid to brand visibility, the role of products, and logo

placement to ensure that the brand, not just the narrative, remains in consumers’ minds. This
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was particularly evident in the Valio’s 3. organic ad and 4. table ad, whose story was perceived

as strong but was often associated with another company.

The interviews and previous research demonstrated that there is no single universally effective
storytelling theme; consumers value humor, quality, emotion, and drama, but impactful
storytelling leaves a lasting impression regardless of theme. People love engaging, surprising,
authentic, and empathetic stories more than mere features or facts. (Aaker 2018; Dessart and
Pitardi 2019; Lundqvist et al. 2013; McDougal et al. 2023) Therefore, narrative immersion can
be considered one of the most effective means of influencing brand image, but achieving it

requires a profound understanding of the target audience.

Previous research emphasized Generation Z’s environmental awareness and value-based
consumption (Kara and Min 2024). This was also reflected in the interviews, but expectations
are now so high that responsibility is seen more as a baseline assumption than as a
distinguishing competitive advantage. Its absence weakens a brand, but its presence alone no
longer adds value. When a brand’s story connects with the consumer’s own story, products can
help communicate values and identity. This was also evident in the interviews. Often,
interviewees became enthusiastic about sharing personal memories triggered by an
advertisement. Humans are inherently storytellers as well as story receivers. Through stories
in marketing, consumers can be guided to think and feel in specific ways, deepening message
processing and strengthening attitudes. (Mills and John 2025) In other words, by appealing to
shared values, marketers can provide consumers with new perspectives for expressing their
value systems. For example, in organic product marketing, suggestions included featuring real
farmers in advertising to enhance authenticity or presenting organic products in new
environments, such as parties, where they are not typically associated, but which connect

different aspects of young consumers’ lives.

The study also highlighted that people’s attention spans have weakened, especially among
Generation Z, whose attention span is particularly short (Barbosa et al. 2022; Mei et al. 2025).
The interviewees also highlighted this and explained that, because of this, advertising requires
rapid hooks to prevent content from being skipped. Interviews frequently revealed that many
participants had likely not seen the advertisements before because they skip ads whenever
possible. Generation Z therefore demands immediate interest, high-quality content, and drama

in order to watch an advertisement to completion. Story-based advertisements requiring longer
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attention spans were perceived as most effective in environments such as movie theaters or
streaming platforms. On social media, however, especially addictive content is required. One
proposed solution was a serialized model, in which viewers see only parts of a larger story and

are left anticipating the continuation.

According to research, consumers want entertainment and do not want to feel commercial
pressure (Higo Creative 2024). For this reason, storytelling advertising continues to grow in
significance. The interviews supported this claim, as the most effective advertisements were
those that appealed to the subconscious. That is where consumers do not consciously notice
the advertisement, but later, when standing in a store aisle, experience a warm feeling and
choose a product without remembering where the feeling originated. This was particularly
interesting to see in interviews, as it is very difficult to measure how psychological hooks
influence purchasing behavior. In the case of influencers, product recommendations were
perceived positively, and visible commerciality was not considered problematic if it aligned
with both the personal brand and the company’s brand. In the Valio examined, this had been
successfully achieved, as the message felt like the artist’s own video, with the brand subtly
incorporated as a sponsor rather than appearing overly paid or forced. Generation Z is aware
that advertising is everywhere, so they demand high-quality content if it cannot be skipped.
Generation Z is skeptical and easily switches brands, making storytelling and narrative

immersion particularly significant on a psychological level.

5.1. Limitations

Generation Z is a broad age cohort, and it would be interesting to examine internal differences
within the group, such as variations related to age or educational background. Due to resource
limitations, the empirical part of this study focuses solely on highly educated individuals born
between 1999 and 2005. When evaluating the results, this should be taken into consideration,
as the years 1997-2004 represent the so-called “Gen Z 1.0” within the broader Generation Z
cohort. According to research, the opinions, values, and interpretative approaches of “Gen Z
2.0” (those born between 2005 and 2012) may differ significantly from the data collected in
this study. The perspectives of highly educated individuals may differ from those of other
groups, and the selected age range does not represent the entire Generation Z cohort. Therefore,
this thesis does not provide a comprehensive overall picture of Generation Z in general, but

rather aims to develop an in-depth understanding of the perspectives of this specific subgroup.
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In the case of Generation Z, challenges include weak brand loyalty, high skepticism toward
commercial motives, and a strong value-based mindset. Although Generation Z frequently
shifts between brands, this study utilized only one case company whose brand had been familiar
to respondents for a long time. Examining only one industry and one company limits the
generalizability of the findings. The Valio’s well-known brand has been built over a long period
of time and through the influence of multiple factors. Therefore, isolating the impact of a single
marketing tool on consumer engagement is challenging. Case company Valio operates as a
multi-sector organization and produces both brand marketing advertisements and advertising
focused on product families. The study included both brand advertisements and product family
advertisements; however, the advertisements were selected primarily based on their narrative

characteristics, meaning that not all of them were purely brand advertisements.
5.2. Managerial Implications

The aim of the findings is to help brands build stronger connections with Generation Z in
particular through storytelling, as the growth of storytelling research makes Generation Z an
especially important target group due to its emergence as one of the most significant consumer
groups and also as a group that influences the consumption behavior of others. The findings of
this study have practical relevance for brands seeking to develop strategies that shape
Generation Z’s brand perception. When narrative advertising is considered as a means of
reaching Generation Z consumers, brands should emphasize authenticity and surprise within
their content. Brands should also pay close attention to logos and product visibility in order to
ensure that brand perception is positioned correctly without making the content feel overly

commercial.

The results demonstrated that Generation Z consumers were particularly engaged by content
that emphasized relatability, nostalgia, or admiration. Furthermore, the more immersive the

advertisement’s plot was, the stronger the discussion it generated.

Utilizing storytelling in brand advertising can help brands increase engagement and guide
consumers to think about consumption through brand imagery. In addition, brands should
consider platform-specific strategies by understanding on which different media platforms
consumers are willing to spend time, learn, or focus their attention. Multi-brand companies can
use this research to better understand how different narrative elements resonate with various

target audiences and how to build a unified yet compelling brand image across multiple sub-
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brands. Brands can create more engaging, effective, and participatory content by strategically
utilizing storytelling in both mass marketing and targeted advertising. Storytelling is
particularly beneficial for strong brands that are not seeking to radically change existing brand

perceptions, but rather to reinforce and potentially expand them.

5.3. Future research

This thesis focused only on a limited group of Generation Z consumers, which restricts the
applicability of the findings to the entire generation. Future research could examine how these
findings apply, for example, to younger members of Generation Z who do not yet make their
consumption decisions fully independently, or to other demographic groups beyond higher
education students. Expanding the research to other generations would enable comparison of
intergenerational differences, which would be particularly beneficial for companies whose
target audiences do not consist solely of Generation Z consumers. In addition, this could help
brands tailor storytelling more precisely according to the reactions of different age groups or

learn how to combine elements that appeal across multiple generations.

Furthermore, future research could collect more subconscious behavior-tracking data based on
changes in consumers’ purchasing habits following exposure to advertisements. This would
broaden the measurement of advertising effects from a more data-driven perspective. For
example, tracking purchasing behavior over several months after exposure to storytelling
content could deepen the research and provide more concrete evidence of how consumers

behave as brand perception strengthens.

A more detailed examination of how consumer perceptions are reinforced could provide deeper
understanding of how different types of content influence impulsive purchasing behavior.
Future studies could evaluate which values most strongly drive consumers to purchase brand
products and which forms of storytelling are most effective in illustrating these values. This
study also identified certain brands whose advertising remained memorable, but in a negative
sense. Future research could more closely investigate whether certain types of brand

perceptions may be particularly harmful, even if they remain strongly in consumers’ minds.
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6. Conclusions

By collecting data through focus group interviews, this study examined how Generation Z
interprets narrative advertisements and how these interpretations influence the brand
perception they form of the Valio. By analyzing both the interview data and existing academic
research, the aim of the study was to provide a clearer understanding of the distinctive
characteristics of Generation Z consumers and to identify which elements of storytelling

particularly appeal to them.

As previous research suggests, this study also supports the claim that storytelling-based
advertisements remain more memorable than fact-based advertisements (Aaker 2018;
Dessart and Pitardi 2019; Lundqvist et al. 2013; McDougal et al. 2023). However, an
important observation was that while the story itself is remembered, the creator of the
advertisement, that is, the brand is not always clearly remembered. This is a particularly
significant finding, especially when storytelling advertising is used to strengthen brand image.
This final chapter of the study brings together the key findings by examining the answers
obtained for the research questions established at the beginning of the study.

What is the role of storytelling in influencing corporate brand image among Generation Z

consumers?

Based on the study, storytelling plays a significant role in building corporate brand image
among Generation Z consumers. Storytelling functions as an effective means of
communicating brand values, identity, and messages in a way that emotionally engages
consumers. Through narrative structure, products, values, and brand elements can be integrated
into advertising more subtly, directing the audience’s attention primarily toward the story rather
than directly toward the commercial message. This increases the effectiveness of the message

and supports the formation of a positive brand image.

However, utilizing storytelling for Generation Z requires particular precision. This generation
is characterized by high critical awareness, fast-paced and reward-seeking media consumption,
and strong awareness of targeted advertising. Therefore, narrative advertising must be quickly
engaging, surprising, authentic, and value driven. Social, societal, and environmental

responsibility are seen among Generation Z as baseline expectations, and these factors alone



73

are no longer sufficient as competitive advantages but rather function as foundations of

credibility.

This study also suggests that original narrative execution can serve as a significant competitive
advantage. If a company succeeds in creating a strongly recognizable advertising narrative
model, consumers may begin to associate similar future executions primarily with the original
brand, even if competitors utilize comparable methods. This can strengthen the company’s

position as a builder of brand perceptions over the long term.

The fast-paced and content-saturated environment of social media creates additional challenges
for narrative advertising, as capturing and maintaining Generation Z’s attention has become
increasingly difficult. Despite this, the study demonstrates that storytelling can be highly
effective in brand advertising. (Barbosa et al. 2022; Mei et al. 2025) Particularly if the target
audience remains engaged with the content until the end. Serial narrative advertising may offer
an especially effective method for building ongoing interest and strengthening brand
relationships in this context, as it leverages Generation Z’s attraction to engaging and addictive

content.

The findings indicate that utilizing the classical dramatic arc produces the best results in short-
form advertising. A clear and easily understandable structure supports message comprehension
within limited time constraints and reduces the risk of misinterpretation. This is particularly
emphasized in multicultural target groups, where recipients’ prior cultural experiences may
influence how narratives are interpreted. Therefore, effective narrative advertising should be
based on a clear core message that can be supplemented with deeper symbolic or hidden

meanings.

Because Generation Z is not typically strongly brand loyal, the importance of storytelling is
particularly emphasized in building emotional connections. Emotional appeal, nostalgia,
surprise, and value-based communication emerge as key strategies for strengthening positive

corporate brand image and increasing brand relevance among young consumers.
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Q1: What are the key elements of storytelling in shaping brand image?

In order for narrative advertising to specifically strengthen brand image, particular attention
must be paid to the points within the narrative structure where the brand appears. Stories are
known to remain more memorable than individual facts as the emotional dimension cannot be
copied in the same way as a product’s physical characteristics. (Brandao et al. 2020) The new
finding that emerged in this study was that the same time, the story itself can also overshadow
the perception of the brand if the brand’s role is not sufficiently clear. Generation Z values
familiar structures in advertising combined with creative and surprising elements. A
particularly effective structure appears to be one in which the classical dramatic arc is
combined with an unexpected turning point where the brand appears strongly, while remaining
integrated into the narrative for the rest of the story. In this way, the story remains easy to
follow and does not appear overly commercial, while simultaneously leaving a stronger
memory trace of the brand itself. In addition, the study suggests that the brand should appear
within the narrative as a clear problem-solver or heroic figure for positive perceptions to be

directed specifically toward the company.

Another new finding that emerged in this study was that in order for the audience to focus on
the story from the very beginning, it is important that the logo is immediately noticeable in the
early stages. The most effective solution appears to be subtle but continuous visibility, allowing
the viewer to register the brand without paying excessive attention to it. This enables the viewer
to absorb the story more effectively, while the associations formed through the narrative are
more clearly connected to the brand. Product visibility is particularly emphasized at the turning
point of the story if the goal is to create a strong memory trace. The turning point functions as
the most powerful moment of memorability within the narrative, making it especially important
that the product or service serves as the solution or heroic element at this stage. Confusion may
arise in situations where products are not shown at all or where their placement remains unclear.
For this reason, authenticity becomes a central element of narrative advertising. The story must
be credible, high-quality, and emotionally compelling in order for the audience to genuinely

immerse themselves in it.

Finding that emerged in this study was that building an emotional connection to the story’s
character is a significant factor, particularly in capturing Generation Z’s attention immediately
at the beginning. The beginning of the story is a critical phase for gaining attention, but the

brand itself should not yet be emphasized too strongly at this stage. Interest is generated by
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introducing either a relatable person for the target audience or alternatively a person whom the

target audience admires and already perceives as meaningful.

Brand associations must remain positive, which is why the brand should not be overly
emphasized during the problem-building phase of the story. In the early stages of the problem,
the key objective is to create relatability, through which the viewer becomes immersed in the
narrative. As the story progresses, the emotional relationship with the narrative strengthens,
allowing the presentation of the product as the solution to build a positive brand image that
also subconsciously influences purchasing decisions. Generation Z particularly emphasizes
that subconscious marketing is perceived as more effective and meaningful than direct
commercial communication, as this target group is not inherently interested in obvious
commercialism and often seeks to avoid exposure to traditional advertising. If the story is
perceived as credible and relatable, commercial intent is not overly emphasized, and the
message may instead be interpreted more as a recommendation. For this reason, influencer
marketing can also function as an effective strategy, although it carries risks if the values of
the brand and the influencer do not align, which may result in reduced credibility for both

parties.

Q2: What types of impact does storytelling have on corporate brand image?

Storytelling increases brand image memorability, strengthens emotional connections with
consumers, and provides a communication format through which brands can express their
values. These elements contribute to the creation of a strong and enduring brand image.
Storytelling requires time and consistency, as its primary purpose is not to increase sales

momentarily, but rather to build long-term sustainability and influence consumption habits.

Through storytelling, a brand can influence subconscious purchasing behavior. Narrative
advertising is not overtly commercial, meaning that consumers do not actively think about the
advertisement during purchasing situations, but when encountering the logo or product, the
emotional response generated by the advertisement may return to mind. For example, if a
consumer is deciding between two products while shopping, brand perception becomes highly
significant. Generation Z is a highly value-driven consumer group, and they expect a great deal
from companies. This will become increasingly important in the future as their purchasing
power grows and they become the dominant consumer group. At present, due to their age,

Generation Z still belongs largely to a consumer segment for whom price is a significant factor,
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which can at times conflict with their value-based purchasing principles. Therefore, purchasing

behavior does not yet reflect their values as strongly as may be expected in the future.

The purpose of storytelling is to create brand perception and communicate something deeper,
which is why this advertising method is particularly well suited for brand advertising, where
the objective is to strengthen the brand rather than merely increase short-term sales. Long-term
brand building also requires consistency, as storytelling is a fundamental way through which
people understand new narratives. Individuals mentally register patterns and experiences that
they later seek in future situations. In this way, brands can strongly utilize already familiar
narrative structures while simultaneously communicating something new as a secondary

outcome.

Q3: What added value does storytelling create for established brands among Generation Z

consumers?

Established brands may face challenges in keeping pace with Generation Z’s growing
expectations while also avoiding being overinterpreted or misunderstood. However, narrative
advertising offers an effective way to engage Generation Z with advertising content, as it allows
commercial elements to be integrated into entertaining content without excessive overt
commercial emphasis. Storytelling also functions as a tool for reaching and influencing the
right target audience. Narrative content requires slightly longer attention spans from recipients,
but if the beginning of the story successfully captures interest, consumers are likely to follow
the content through to the end. Conversely, if the opening fails to engage viewers, the content
is easily abandoned, and the brand itself is unlikely to remain memorable, as the company is
often presented most strongly only at the climax or final resolution of the dramatic arc. In this
way, narrative advertising can help targeted marketing reach broader audiences that the
company may not have initially identified as its primary target group. In practice, consumers

essentially self-select into specific advertisements based on their own interests.

Finding that emerged in this study was that storytelling also brings clear added value to
influencer marketing, as it provides an opportunity to combine the values of the influencer and
the brand naturally yet authentically. Generation Z often approaches influencer marketing
critically, particularly when commercial intent is overly visible and content loses its
authenticity. In such situations, both the influencer and the brand may suffer reputational harm.

Narrative advertising offers a solution to this challenge, as it enables the brand to shape the
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structure and message of the content while simultaneously leveraging the influencer’s
credibility without overemphasizing commercialism or leaving the full responsibility for

content authenticity solely to the influencer.

Overall, storytelling can be viewed as a highly effective value-creation tool for established
brands, as by utilizing its memorable elements, a brand story can remain alive for a long time
within consumers’ personal experiences and narratives. It is natural for people to share and
continue meaningful stories, allowing marketing messages to transition from company-driven
communication into consumer-driven dissemination. This makes storytelling a particularly
powerful marketing channel. For established brands seeking long-term relevance among
Generation Z, storytelling is not merely a communication strategy but a strategic mechanism

for sustaining brand meaning, emotional relevance, and competitive differentiation.
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Appendix 1. Interview Questionnaire
(Warm-up question)

e  When you think of the Valio, how would you describe it?

Do any of Valio’s advertisements come to mind?

1. Storytelling elements
(For each advertisement separately)

e What comes to mind first from this ad?

e  Which scene stayed in your mind?

e How would you describe the plot of this ad?

e What thoughts did the characters in the ad evoke?

e What do you think the advertisement is trying to convey?
(after all ad)

e Had you seen the advertisements before?

e Which of the advertisements was your favorite and why?

e What kind of advertisements do you usually like?

e What makes an ad believable or unconvincing from your generation's perspective?

e What do you expect from corporate advertising today?

2. Brand image & Brand relationship outcomes

e If you had to describe the Valio in three words after the advertisements, what would
they be?

e Do you think these ads increased Valio's appeal or value
as a brand? How?

e What values or personality do these ads convey about Valio?

e How well do you think these ads fit the Valio brand?
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