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Abstract: This study explores the impact of
brand storytelling strategy on consumer
purchase intention, systematically analyzes
the definition, classification and core
elements of brand narrative, and deeply
explores the role of emotional and cognitive
factors in brand stories in consumer
purchase decisions. The research results
show that brand stories effectively enhance
consumers' brand identity and purchase
intention by arousing consumers' emotional
resonance and enhancing their cognitive
engagement. In addition, different types of
brand stories show high adaptability and
flexibility in different consumer groups,
which provides brands with unique
competitive advantages in the highly
competitive market environment. Overall,
brand storytelling strategy has become an
important driving force for promoting
consumer purchase decisions through the
dual mechanisms of emotion and cognition,
providing theoretical support and practical
reference for brand building and market
competition.
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1. Introduction

1.1 Research Background and Importance

Brand storytelling strategy tends to be more
important in modern Marketing. As consumer
behavior gradually changes from rational
decision-making to emotional drive, brand
narrative is regarded as one of the critical tools
for companies to deepen brand identity and
customer loyalty. In recent years, the use of
brand narratives in many different marketing
activities has been a significant approach by
which businesses can attract and retain
consumers through the building of an
emotional brand image [1]. Hence, "when
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information overload occurs in the market
environment, consumers tend to prefer brand
stories that make them feel something and are
relatable"; therefore, the efficiency of the
brand narrative strategy matters. Scholars
come up with the conclusion that a good brand
story that is in line with the value of
consumers could not only raise the brand
awareness significantly but also have an
impact on their purchase decisions to some
extent [2].

Besides, forms of brand story dissemination
have diversified along with the popularization
of digital media. From traditional TV
commercials to interactive videos on social
media, it has shown explosive growth in brand
story narratives [3]. This phenomenon has
further pushed scholars to continue deepening
their research into brand story narrative
strategies, moving from narrative form and
plot structure to the relationship between
emotional arousal and cognitive processing,
now becoming a discussion point. Therefore, a
deep understanding of the manner in which the
brand story narrative strategy comes to bear on
consumer purchasing intention not only has
theoretical importance but also guiding
significance for the formulation of actual
marketing strategies [4].

1.2 Research Objectives

This current research seeks to systematically
investigate how the narrative strategies behind
the brand stories impact consumer purchase
intentions, with a particular focus up to the
role of the emotional and cognitive factors.
This paper will show the effects that brand
storytelling, through the emotional response
and cognitive identification, has on the
purchase decision process among consumers,
while further investigating how consumers of
different groups react towards the brand
storytelling strategy. It is expected that the
findings of the study will offer theoretical
support and practical reference for the
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formulation of brand marketing strategies,
providing help in assisting companies to
successfully face fierce market competition.

2. Concept and Theoretical Basis of Brand
Storytelling Strategy

2.1 Definition and Classification of Brand
Storytelling

Brand storytelling is a marketing strategy that
conveys brand information and builds brand
image by telling brand-related stories. This
strategy aims to establish an emotional
connection with consumers through the form
of stories, thereby enhancing the brand's
appeal and consumer loyalty[5]. The definition
of brand storytelling can be understood from
multiple dimensions: on the one hand, it is a
way for brands to communicate with
consumers. With the help of the unfolding of
the storyline, consumers can have a deeper
understanding of the core value of the brand;
on the other hand, brand storytelling is also a
means to strengthen brand identity by
conveying brand history, culture and vision[6].
Based on this, brand storytelling strategies are
divided into several -categories, including
origin stories, growth stories, future vision
stories, and consumer participation stories [7].

Origin stories usually focus on the brand's
founding background and early development,
aiming to arouse consumers' emotional
resonance and make them perceive the
authenticity and history of the brand. Growth
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stories emphasize the gradual growth of the
brand in the market, highlighting the brand's
resilience and innovative spirit. Future vision
stories show more of the brand's plans and
commitments for the future, conveying the
brand's long-term  goals and  social
responsibility. Consumer participation stories
strengthen the brand's affinity and sense of
community by showing the interaction
between consumers and the brand [8]. These
classifications not only help brands clarify the
focus of their narrative strategies, but also
provide a theoretical basis for brands to
flexibly use narrative strategies in different
market environments.

2.2 Core Elements of Brand Storytelling
Strategies

The core elements of brand storytelling
strategies  include  narrative  structure,
emotional  arousal,  authenticity,  and
brand-consumer resonance. These elements
work together to determine the effectiveness of
brand stories and consumer responses [9]. First,
narrative structure is the basic framework of a
brand story (Figure 1), which usually includes
three parts: introduction, conflict, and
resolution. By constructing a complete
storyline, consumers can find a sense of
identity and emotional resonance in the story
[10]. This structured narrative method can help
consumers remember brand information more
easily and give priority to the brand in
potential purchasing decisions.
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Figure 1. Core Elements of a Brand Storytelling Strategy

Secondly, emotional arousal is a crucial
element in brand storytelling strategy.
Research shows that successful brand stories
can influence consumers ’ attitudes and
behaviors through emotional touch[11]. Brand
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stories should not only tell the content, but
also pay attention to how to trigger
consumers’  inner resonance through details
and emotional elements, so that they have
positive emotions towards the brand and thus
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increase their willingness to buy. Authenticity
is also an indispensable element in brand
storytelling. Consumers’ acceptance of brand
stories often depends on their perceived
authenticity. Highly authentic brand stories are
more likely to win consumers’ trust and
strengthen the credibility of the brand[12].
Finally, brand-consumer resonance refers to
the extent to which brand stories can resonate
with consumers’ personal experiences, values
and emotions. This resonance can not only
enhance consumers’ recognition of the brand,
but also inspire them to actively spread brand
stories and form a word-of-mouth effect[13].

3. Factors Affecting Consumer Purchase
Intention

3.1 Concept and Connotation of Consumer
Purchase Intention

Consumer purchase intention refers to the
purchase motivation and tendency shown by
consumers when facing a certain product or
brand. As a key variable in consumer behavior
research, purchase intention is usually defined
as the purchase possibility formed by
consumers when evaluating products or
services based on their cognition, emotions
and behavioral intentions towards the
product[14]. Purchase intention is not only
affected by consumers' personal preferences,
brand cognition and emotional response, but is
also closely related to external factors such as
market environment, social influence and
cultural background[15]. Studies have shown
that purchase intention is a direct predictor of
purchase behavior. The stronger the purchase
intention, the greater the possibility of
consumers actually purchasing[16].

In actual marketing, the strength of consumer
purchase intention often determines the
success or failure of brand promotion.
Therefore, a deep understanding of the
connotation of consumer purchase intention is
of great significance for formulating effective
brand marketing strategies[17]. In addition, the
process of forming purchase intention is
usually accompanied by complex
psychological  activities, including the
reception and processing of brand information,
the evaluation of product attributes, and the
expectation of future purchase results.
Different consumers may show different
response patterns in this process, which further
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highlights the multidimensionality and
complexity of studying purchase intention. In
general, consumer purchase intention not only
reflects their attitude towards brands and
products, but is also driven by multiple factors
such as cognition, emotion and behavioral
intentions. It is a leading indicator of
consumers' final purchase behavior.

3.2 The Impact of Brand Narrative on
Consumer Purchase Decisions

Brand narrative conveys brand information to
consumers in an emotional and storytelling
way, thereby influencing their purchase
decisions. Brand narrative can enhance
consumers' emotional connection with the
brand by shaping the brand image and building
brand stories. This emotional connection plays
a vital role in purchase decisions[18]. Studies
have shown that when consumers can resonate
with brand stories, they are more likely to trust
the brand, thereby increasing their willingness
to buy[19]. Brand narrative is not only a
promotion of product functions, but also a way
to convey the brand's core values, historical
background and future vision to consumers
through storylines, so that they can have a
deep emotional identification with the
brand[20].

In addition, brand narrative can effectively
influence consumers' cognitive processing by
guiding their imagination and emotional
experience, thereby changing their attitudes
towards brands and products. This process is
called "narrative transportation", which means
that when consumers immerse themselves in
brand stories, they gradually connect their
emotions with the brand and form a positive
evaluation of the brand in their subconscious
mind [21]. This combination of emotion and
cognition makes brand narrative an important
factor influencing consumers' purchasing
decisions. It is worth noting that the effect of
brand narrative is not only reflected in
individual consumption scenarios, but also has
a positive impact on consumers' long-term
brand loyalty, thereby enhancing the brand's
market competitiveness.

4. The Impact of Brand Story Narrative
Strategy on Consumer Purchase Intention

4.1 Emotional Impact of Brand Story
Brand story narrative establishes a deep
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emotional connection in the minds of
consumers through emotional arousal, thereby
affecting their purchase intention. The role of
emotion in brand narrative cannot be ignored.
Brand stories can attract consumers' attention
and resonate with them emotionally through
specific characters, plots and emotional
conflicts [22]. Studies have shown that when
brand stories successfully trigger consumers'
emotional resonance, consumers are more
likely to trust and rely on the brand, thereby
increasing their purchase intention [23]. This
emotional connection can not only enhance
consumers' sense of identity with the brand,
but also improve brand memory and consumer
loyalty. Through emotional narrative, brands
can stand out from the crowd and form a
unique market competitive advantage, thus
effectively promoting the occurrence of
purchasing behavior.

4.2 Cognitive Impact of Brand Stories

In addition to emotional impact, brand story
narrative also has an important impact on
consumers' purchasing intention through
cognitive processing. Brand stories can
provide consumers with a coherent and
persuasive brand image, making it easier for
them to understand and accept the information
conveyed by the brand[24]. Studies have
found that brand stories enhance consumers'
cognitive engagement with the brand, making
it easier for them to remember the brand's core
values and product features. This
cognitive engagement and memory greatly

influence consumers' purchasing decisions[25].

In addition, brand stories can also help
consumers make better purchasing decisions
by providing rich background information and
contextualized product application scenarios.
This cognitive impact not only helps to
enhance consumers' trust in the brand, but also
prompts them to give priority to the brand
when purchasing, ultimately promoting the
occurrence of purchasing behavior.

5. Conclusion

The research is carried out in a manner that
investigates the effects of brand story narrative
strategy on purchase intentions and draws
some key development conclusions. A brand
story narrative strategy can greatly enhance
consumers' emotional connection with the
brand by eliciting customer emotions and
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hence their emotional resonance. This
emotional bonding will not only help facilitate
customers' brand identity process but even
effectively promote their purchase behavior.
Stories of the brand, full of emotional tension,
subtly allow consumers to connect with the
brand at a deep emotional level in an affective
way - a process especially important in a
consumption-driven environment.

It is only at this level that brand stories do not
stop at the emotional but extend to influence
consumers' purchase decisions at a cognitive
level. Through coherent storyline and rich
background information, brand stories
facilitate easier insight and better memory of
core values of a brand; thus, strengthening
positive attitude towards the brand at this
cognitive level. This cognitive reinforcement
not only helps to improve consumers' brand
memory, but also occupies an important
position in actual purchasing decisions,
enabling brands to stand out in a highly
competitive market. Overall, this study shows
that brand storytelling strategies create unique
competitive advantages for brands by
simultaneously influencing consumers'
emotions and cognition. This dual action
mechanism is one of the key factors for brands
to succeed in today's market. In addition, this
study also reveals the diversity of brand
storytelling strategies and their adaptability
among different consumer groups. The
emotional expression and personalized design
of brand stories can be highly flexible and
adaptable to different consumer needs,
allowing brands to reach target markets more
accurately. This means that when designing
narrative strategies, brands must have a deep
understanding of their audience * s cultural
background, social influence, and personal
psychological characteristics in order to
maximize the communication effect and
market influence of brand stories.
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