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Abstract  
 
Background: The branding process today has come to be more than the primary branding 
elements such as the visuals, logos, naming or slogan, and is now rather a storytelling process 
creating an utterly new experience for the consumer. Storytelling has been seen to work to draw 
consumer attention, have positive effect on brand attitudes, strengthen emotional connections and 
contribute to brand equity. The need for familiarity of a brand in the low involvement sector is 
highly important to last on the market, however, the literature is limited in the field of the impact 
storytelling has on the brand experiences in a low involvement context.  
  
Purpose: The purpose of this thesis is to gain a better understanding of storytelling and to explore 
whether storytelling could be used as a marketing technique to enhance the brand experience 
among consumers when dealing with a low involvement product and contribute to the value of a 
brand. 
 
Method: The authors of this paper have conducted an exploratory study in order to answer the 
purpose, investigating the effect of storytelling on the brand experience with low involvement 
products. A multiple case design was developed, investigating two brands, Chobani and High 
Brew Coffee. The data was retrieved through semi-structured interviews with females and males 
within Generation Y.  
 
Conclusion: The empirical study showed that storytelling represents an efficient marketing 
strategy used to enhance the brand experience among Generation Y when dealing with low 
involvement products. Storytelling was also seen to contribute to the dimensions of a brand’s 
value, increasing the brand awareness, perceived quality, brand associations as well as brand 
loyalty. 
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1. Introduction  

In this chapter, the topic of storytelling in marketing is introduced in order to provide an 

understanding of the context of the study. Thus, the chapter starts with a background introducing 

the reader to storytelling in marketing, following a problem statement including content, 

storytelling, branding, brand experiences and low involvement. Lastly, the purpose and 

delimitations are presented.  

1.1 Background  

The branding process today does no longer only concern the primary branding elements such as 

the visual identity, naming, slogan or positioning but is rather a storytelling process creating an 

utterly new experience for the consumer (Delgado-Ballester & Fernández-Sabiote, 2016). 

Storytelling is an ancient art form (Herskovitz & Crystal, 2010) and one of the oldest ways to 

transfer knowledge (Thier, 2018). It has been a part of the human culture for thousands of years 

and is a powerful communication tool (Greene, Koh, Bonnici & Chase, 2015) as well as a 

fundamental human activity due to its ability to make people understand the world better (Delgado-

Ballester & Fernández-Sabiote, 2016).  

 

In the modern world, storytelling has become an effective communication tool and opened up the 

possibility for brands to differentiate themselves (Delgado-Ballester & Fernández-Sabiote, 2016). 

It has a way of bringing brands to life and has been proven to add value and strengthen emotional 

brand connections, which in turn has been shown to increase brand equity (ibid.) and have positive 

effects on brand attitudes and purchase intentions (Chiu, Hsieh & Kuo, 2012). The success of 

organizations has been seen to partly lie in its attempts to narrate its own story (Shankar, Elliott & 

Goulding, 2001).  

1.2 Problem 

Companies today produce blogs, social media posts, videos, images as well as websites and other 

type of content across a wide variety of platforms to build brand awareness and establish 

relationships with consumers (Wall & Spinuzzi, 2018). The content produced oftentimes include 

storytelling (ibid.), which is used by many corporations to persuade the consumer (Pulizzi, 2012). 
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Firms are making efforts to build their brands through storytelling and use this as a way to persuade 

and strengthen the brand (Delgado-Ballester & Fernández-Sabiote, 2016). Compared to traditional 

forms of marketing, storytelling has been viewed as a better way of communicating the core brand 

values (Herskovitz & Crystal, 2010). Brands are icons, have personalities, represents the self and 

represent reference groups. We tell stories about them, but they also tell stories about us 

(Woodside, Sood & Miller, 2008).  

 

The interest in storytelling in a marketing context and in branding literature has increased in the 

recent years due to the reason of it having moved from being mainly used in advertising to be 

viewed as a crucial component in a brand (Delgado-Ballester & Fernández-Sabiote, 2016). 

Previous studies have shed light on the fact that brands with well-told stories have been seen to 

have potential in affecting the brand experience among consumers (Lundqvist, Liljander, 

Gummerus & Van Riel, 2012). Brand experiences are defined by Brakus, Schmitt, Zarantonello & 

Lia (2009) as the “sensations, feelings, cognitions, and behavioral responses evoked by brand-

related stimuli that are part of brands’ design and identity, packing, communications, and 

environment”. The information consumers gather from a brand experience determines what the 

brand perception will be, it could either result in a positive, negative or a neutral outcome. The 

goal for all brands is to create a positive perception and establish an emotional bond with 

consumers, increasing the opportunity to establish brand loyalty (Trybe, 2018). Although many 

researchers have highlighted storytelling in a branding context, the impact of storytelling on 

consumer responses have not been researched enough (Lundqvist, Liljander, Gummerus & Van 

Riel, 2012).  

 

Despite the fact that several researchers have investigated the field of branding in relation to 

storytelling, the authors of this study have found a lack of exploration in the field of how big of an 

impact storytelling can have on the brand experience among consumers, especially in context to 

low involvement products. Low involvement products are by Doyle (2016) described as products 

which do not demand any deliberation, research or thought in selection and purchase. As these are 

often low-cost and consumable items, it also carries little risk if the wrong purchasing decision is 

made (ibid.) Low involvement products are seen to carry low brand awareness (Lotfizadeh & 

Lotfizadeh, 2015) and much focus has in previous research been put on high involvement products, 
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which seems to be the dominant research field by virtue of people being affected by low 

involvement purchases more frequently and on a broader scale (Alexander, Tjiptono, Yogyakarta 

& Babarsari, 2014). During low-involvement decision settings, the need for familiarity and 

awareness of a brand is vital to last on the market (Alexandra & Cerchia, 2018).   

 

Due to the lack of research on the impact storytelling has on the consumers’ brand experience with 

low involvement products, the authors of this study found a gap in whether storytelling can impact 

the consumers’ brand experience with a low involvement product. 

1.3 Purpose  

The purpose of this thesis is to gain a better understanding of storytelling and to explore whether 

storytelling could be used as a marketing technique to enhance the brand experience among 

consumers when dealing with a low involvement product and contribute to the value of a brand. 

1.4 Delimitations 

This study intends to focus on Generation Y and how their brand experiences could be influenced 

by the use of storytelling. Firstly, the research is limited to the use of storytelling when it comes 

to low involvement products. Secondly, the study focuses on individuals belonging to Generation 

Y, more specifically individuals in the ages between 18-32 who are students at Jönköping 

University. The respondents chosen for the interviews are geographically limited to Sweden and 

the region of Jönköping. Lastly, the study is limited to two brands only.
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2. Frame of Reference  

In this chapter, the readers are presented with the central concepts used to perform the study. The 

researchers have chosen to discuss previous literature in correlation between key themes. Previous 

research within the field of branding, brand experiences, consumer involvement, content 

marketing and storytelling is discussed, as well as a conceptual framework is presented by the 

authors.  

2.1 Branding   

 
“Branding goes beyond how your customers see you. It is the process of defining a point of 

difference and organisational culture and communicating them internally and externally.” 

(Mearns, 2007, p.56) 

 

Branding has been widely recognized in literature (Aaker, 1991; Keller, 1993; Mearns, 2007; 

Keller & Lehmann, 2006) and has come to be a top management priority due to brands being one 

of the most valuable intangible assets of a firm (Keller & Lehmann, 2006). Branding is defined by 

Irimies (2013) as the creation and consolidation work of a brand, a collection of experiences, 

associations, and identity of a product or service in relation to the consumer. The brand can be 

seen as associations of symbols and names linked to values and benefits portrayed by the consumer 

(ibid.). 

 

Brands can serve as important functions and simplify the choice for consumers, represent a sense 

of quality, and generate trust (Irmies, 2013). Brands can also help to contribute to decreasing the 

risk perceived by consumers and represents how the consumer relate to a product and its 

performance. If the branding is done right, gaining a loyal consumer base is possible (Almeyda-

Ibáñez & George, 2017). Brands have become more than a symbol, name, term, and design and 

are now more than only the visuals, it assists companies with building a story around the product 

(ibid.).  
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Aaker (2014) discusses both internal branding and external branding as being important tasks in 

the brand building process, where internal branding emphasizes the increased creativity among 

employees and have positive reflections on both the brand and the organization itself. Internal 

branding refers to the shared understanding of the brand values across an organization, creating 

brand supporting behaviours and attitudes, while external branding, on the other hand, is mainly 

focused on the consumer. Branding can work as a strategic approach to strengthening the 

consumers’ involvement with products, which in turn assists with the attracting and retaining of 

consumers (Kunkel, Doyle & Funk, 2014).  

2.2 Consumer involvement  

Consumer involvement has been seen to have a moderating effect in the consumer-decision-

making process (Boisvert & Ashill, 2011) and can be referred to as a person’s perceived relevance 

of an object, such as a particular product, based on inherent needs, interests and values (Dens & 

De Pelsmacker, 2010; Boisvert & Ashill, 2011). Thus, defined by Hsu and Lee (2002) as the 

amount of effort and time a buyer invests in the search process.  

 

To understand consumer behavior is vital among marketers to gain a comprehension of why 

consumers choose certain products over others (Hsu & Lee, 2003; Bolfing, 1988). The level of 

involvement; high or low, has shown to have a great impact on consumer behavior (Hsu & Lee, 

2003). Product involvement is referred to in literature as the “consumer’s perceived importance 

of, and interest in, a product” (Gu, Park & Konana, 2012). Generally, product involvement varies 

among individual consumers, although product characteristics play an important role. High 

involvement products are in previous studies referred to as durable products, such as cars and 

electronics, thus products that would require higher risk if the wrong purchase is made. Low 

involvement products are deliberated on as consumable products (e.g. groceries). These products 

do not carry the same amount of risk and the consumer is therefore less likely to do extensive 

research before purchase (ibid.). 
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In information processing in a high involvement context, the information related to the product or 

service will be elaborated on more thoroughly and thoughtfully by the consumer (Boisvert & 

Ashill, 2011; Gu et al., 2012). In contrast, information processing is seen to be rather concise and 

shallow in a low involvement context, not requiring any analytical effort. The recognition of needs 

and wants are argued to be lower for low involvement purchases, which highlights the importance 

of how promotion, packaging, design and price offerings could influence the consumer decision 

making (Hsu & Lee, 2003). The consumer is seen to put more focus on the attitude already 

established towards the brand as well as the overall image the consumer has of the brand in a low 

involvement context (Boisvert & Ashill, 2011).  

 

Withal, brands are discussed to create an experience for consumers, which is more specifically 

defined as a brand experience (Keller & Lehmann, 2006). 

2.3 Brand experiences  

To understand consumer brand experiences, it is of value to put consumer experiences into context 

first. Consumer experiences are seen as a set of interactions between the customer and the firm, 

stimulated through either indirect contact with the company (e.g. through communication) or direct 

interactions (e.g. with a product), in a personal and meaningful way (Japutra & Molinillo, 2017). 

Consumers have been seen to value experiences in addition to the functional benefits and features 

of a product (Aoki, Obeng, Borders & Lester, 2019), and positive consumer experiences can result 

in favorable outcomes, such as an emotional tie between a firm’s brand and the consumer (Japutra 

& Molinillo, 2017).  

 

Experiences are seen to occur when consumers either shop or consume products, receive service 

under such circumstance, or search for them (Brakus et al., 2009). Brakus et al. (2009) further 

categorize experiences into product experience, shopping experience, service experience, and the 

consumption experience. The product experience can occur both directly and indirectly; through 

direct contact with the product or indirect contact through virtual presentation or advertisement. 

This takes place when consumers interact with products through i.e. searching for them. The 

second category of shopping and service experiences includes the interaction with the physical 

environment of the store and its salespeople, while the third category of consumption experiences 
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is related to the usage of products and touches upon the experience gained from consumption. 

Consumer experiences are thus seen to occur directly but also indirectly, through e.g. marketing 

communications, including websites (ibid.).  

 

Previous research has widely discussed how brands can provide consumers with experiences 

(Brakus et al., 2009; Ding and Tseng, 2015; Japutra & Molinillo, 2017) and brand experience has 

gained lots of attention in marketing practice (Brakus et al., 2009). Marketing practitioners have 

realized the importance of understanding how consumers experience brands for the development 

of marketing strategies (ibid.). Brand experiences are described through the dimensions of 

consumers’ sensations, feelings, cognitions and behavioral responses to brand-related stimuli from 

brand marketing activities (Ding & Tseng, 2015; Brakus et al., 2009; Japutra & Molinillo, 2017). 

Similar recognitions are made by Schmitt (1999) and Aoki et al. (2019) who states different stages 

of a brand experience, which are to sense, to feel, to think, to act and to relate. The sensory 

experience is related to the consumers five senses, the affective experience includes consumers’ 

emotion and mood, and the cognitive experience contains the creative and logical thinking which 

makes consumers alter their thought on brand issues. The behavioral experience appeals to 

consumer intentions and behavior in regard to physical experiences and lifestyles. Lastly, the social 

experience is satisfactory in view of connecting the consumer to something related to the brand. 

(Ding & Tseng, 2015) Thus, the brand experience can also be referred to as the perception a 

consumer has of their experience with a particular brand (ibid.).  

 

Schmitt (2009) holds the belief that the concept of brand experiences captures the very essence of 

branding and argues that what is most important for consumers is whether the brand can provide 

them with captivating experiences. The consumers are seen to want something exciting, engaging 

and heartwarming and not only ads trying to persuade them, they want authenticity.  

 

Brand experiences have been discussed by many researchers to have effect on the value of a brand, 

also referred to as brand equity (Ding & Tseng, 2015; Brakus et al, 2009; Van Der Westhuizen; 

2018). Brakus et al. (2009) argue that a positive brand experience can influence the brand 

personality, brand satisfaction, and brand loyalty positively. If the brand experience provides the 

customer with stronger value, the customer’s general satisfaction will increase and automatically 
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be repeated, which will have an impact on the loyalty positively (ibid.). Likewise, Van Der 

Westhuizen (2018) recommends the enhancing of a brand experience to obtain brand loyalty. To 

enhance the sensory, affective, behavioral and cognitive dimensions that constitute a consumer’s 

brand experience, researchers agree upon the fact that an emotional appeal should be evident (Ding 

& Tseng, 2015; Van Der Westhuizen, 2018).  

 

2.3.1 Brand Equity  

Brand equity is commonly accepted as a crucial factor to distinct companies from its competitors 

(Farjam & Hongyi, 2015) and is often referred to as the value of a brand (Keller, 1993). Brand 

equity is defined by Aaker (1996) as “a set of assets (and liabilities) linked to a brand’s name and 

symbol that adds to (or subtracts from) the value provided by a product or service to a firm and/or 

that firm’s customers”. Likewise, Budac & Baltador (2013) agrees on brand equity as all assets 

and liabilities connected to a brand and argues for the importance of understanding what 

contributes to the creation of brand equity. The assets and liabilities are argued by both Aaker 

(1996) and Budac and Baltador (2013) to be categorized into five dimensions: brand loyalty, brand 

awareness, perceived quality and brand associations, as well as other brand assets such as 

trademarks and patents.  

 

Brand equity can be measured in view of consumer perception but also by evaluating the sales of 

the firm. In other words, there are two categories of a brand's equity, the consumer-based brand 

equity which looks at the perspective of what the consumers think and feel about a brand, and 

sales-based brand equity, which focus on the brand intercept and the market share of the company 

(Datta, Ailawadi, & Van Heerde, 2017). A brand with higher consumer-based brand equity is more 

likely to gain attention from customers and are often an obvious choice in the customer’s 

consideration set and is more apparent to be chosen at the time of purchase (ibid.).  

 

2.3.1.1 The Aaker Brand Equity Model  

Throughout the years, many models have been suggested by authors trying to visualize what 

constitutes a strong brand. In 1991, David A. Aaker developed the Brand Equity Model. The Aaker 

Brand Equity Model is a model describing brand equity through the categories of brand loyalty, 



 9 
 

brand awareness, perceived quality and brand associations, which can be viewed in figure 1 

below.  

 
Figure 1. A modified model of the dimensions of brand equity based on Aaker’s Brand Equity Model 

(1991) p. 270 

Brand Awareness 

Brand awareness is the first vital stage in the consumer brand experience to get the consumer to 

develop a brand preference as well as getting the customer closer to the point of purchase (Radder 

& Huang, 2008). It has in previous research been discussed to affect the consumer decision-

making, especially when dealing with low involvement products where the consumer is not 

extensively searching for information to support the choice (Huang & Sarigöllü, 2011; Macdonald, 

& Sharp, 2000). As mentioned by Aaker (1996) awareness refers to the “strength of a brand’s 

presence in the consumer’s mind”. Brand awareness is seen as the degree to which consumers are 

aware of a brand and can be divided into two forms; brand recognition and brand recall (Keller, 

1993). Keller (1993) describes the two forms as brand recall being the most important indication 

of brand awareness, relating to the consumers’ ability to recall the brand from memory when 

provided with a cue. Brand recognition, on the other hand, is crucial at the point of purchase since 

the consumer purchase the brand of familiarity and the brand being heard of before (ibid.).  

 

Generating brand awareness has long been held as one of the dominant goals in marketing and is 

crucial in the process of which brands get to enter the consideration set among consumers in the 

buying process (Macdonald & Sharp, 2000).  
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Perceived Quality  

Perceived quality is according to Zeithaml (1988) and Aaker (1991) the overall perception and 

judgement by the consumer of a product’s overall quality, superiority and excellence. The 

perceived quality does not refer to the objective quality, meaning the technical and verifiable 

measures of the respective product, but rather represents the perception itself, and therefore cannot 

be properly measured (Alexandra & Cerchia, 2018; Zeithaml, 1988; Aaker, 1991). The 

differentiating factors between real quality and perceived quality is that the consumer’s previous 

experiences with the product can influence the future judgement on the product quality, as well as 

perceived quality can be influenced by situational and individual attributes such as previous 

experience, educational level, purchasing situation and social background (Alexandra & Cerchia, 

2018). Thus, perceived quality itself is a summary made by the consumer of their own perception 

of quality, and the dimensions that underlie perceived quality depends completely on the context 

(Aaker, 1991).  

 

Brand Loyalty 

Brand loyalty as described by Aaker (1991) is the relation between the consumer and a brand and 

is often the core of a brand's equity. It is seen as one of the most important components of brand 

equity and is reflected on as the state where consumers purchase the brand without considering the 

competitor’s offering (Sinha & Verma, 2018). Brand loyalty determines how likely a consumer is 

to switch to a competitor, which is usually when a brand changes in price or features. When brand 

loyalty increases the vulnerability of losing its customers decreases (Aaker, 1991). Ramaseshan & 

Stein (2014) argues that the three most important aspects of brand loyalty are trust, attachment, 

and commitment, and are seen as the key relational constructions of building loyalty. Likewise, 

Chaudhuri (1999) states that brand loyalty is indicated by the consumers brand attitudes and habits. 

To keep the customers loyal in a competitive environment Fog et al. (2010) discuss the importance 

of creating an experience that differentiates the brand from others. The physical product does not 

always matter, it could lie in the story behind it since the story impels the bond between the 

company and the consumer. These aspects have resulted in creating the fundamental aspects of 

branding in a modern society and established a bond between branding and storytelling (ibid.).  
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To put brand loyalty further into perspective, Aaker (1991) created a model consisting of different 

levels of loyalty called the Loyalty Pyramid.  

 

 
Figure 2. The loyalty pyramid (Aaker, 1991) 

 

The first level consists of the switchers, which are sensitive to price and has little evidence of 

showing brand loyalty towards the brand. The second level includes the satisfied buyer which has 

no reason to change and are usually called the habitual buyers. The third level of the loyalty 

pyramid is the satisfied buyer but have switching costs in the form of time, money or performance 

risks. The fourth level includes consumers who are very appreciative of the brand. People at this 

level are not always able to identify why they like the brand, it could be associated with an 

experience, high perceived quality or a long-term relationship. The top level of the pyramid are 

the committed customers, the brand is important to them and they are confident to recommend the 

brand to others (Aaker, 1991). The Loyalty Pyramid reflects the variety of forms loyalty could 

take on, and how it impacts the brand equity in the end (Aaker, 1991; Sinha & Verma, 2018).  

 

Brand Associations  

Aaker (1991) describes brand associations as anything that could be linked to or associated with a 

brand. Brand associations embody the meaning of a brand for consumers (Parganas et al., 2017). 

Keller (1993) divides brand associations into three different categories; attributes, benefits, and 

attitudes. Brand attributes are the features the consumer associate with the brand and can be both 

product-related and non-product related. Product-related attributes are the attributes that can be 

directly linked to the product and its performance whilst non-product related attributes are the 
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consumer’s external aspects of the product, not directly linked to its functionality (Parganas, 

Anagnostopoulos & Chadwick, 2017). The personal meaning and value consumers attach to 

products or services are seen as the benefits whilst brand attitudes are rather abstract and seen as 

the consumer’s overall evaluation of a brand (ibid.).  

 

Additionally, Johnson, Yun & Minoo (2018) explains brand associations through different 

perspectives in the categories of ability associations and social responsibility associations. Ability 

associations are linked to the brand's product and how well the company is delivering a high-

quality product for customers. Social responsibility associations, on the other hand, reflect the 

brand’s activities and commitment in delivering a social experience for the customer (ibid.), which 

can be delivered through good marketing communication (Keller, 1993). The ability associations 

determine the consumer's overall perception of whether the company delivers the consumer's needs 

and wants (Johnson et al., 2018) which influences the expectation of the company's performance 

and quality (Brown & Dacin, 1997). The social responsibility associations guide the consumers to 

understand the company's moral behavior and how it contributes to social good (Sen & 

Bhattacharya 2001). Favorable brand associations have the ability to increase customer loyalty, 

word-of-mouth, and overall purchase intentions (Raggio & Leone, 2007).  

 

Withal, a consumer’s brand association is said to develop over time and expands by every exposure 

and communication a consumer experience with a brand (Aaker, 1991). The communication a 

consumer experience with a brand can happen through the use of multiple marketing tools, such 

as content marketing (Pulizzi, 2012).  

2.4 Content Marketing   

Wang, Malthouse, Calder, & Uzunoglu (2018) define content marketing as the creation, 

distribution, and sharing of relevant and timely content which is compelling to consumers and 

engages them at the appropriate point in their buying consideration processes, encouraging them 

to convert to a business building outcome. It can also be described as “creating or curating of non-

product content - be it informational, educational or entertaining - and publishing it to contact 

points with customers to get their attention, to focus on the topic around your solution, and pull 

them closer to learning more about you” (Patrutiu Baltes, 2015).  
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As mentioned by Rancati, Codignola, & Capatina (2015) one of the most well-known slogans 

throughout the digital economy is “Content is king”. Many marketers today have shown an 

increased interest in implementing the content marketing tool in their marketing strategy (Patrutiu 

Baltes, 2015) as well as the awareness of the importance of content has grown tremendously 

(Pažėraitė & Repoviene, 2018).  

 

Hollebeek & Macky (2019) further discuss how content marketing is used to determine the 

consumers’ brand engagement and future trust in the company. It is used to increase engagement 

and attract new consumers (Rancati, Gordini, & Capatina, 2016). Content marketing varies 

compared to normal advertising which is designed to persuade the consumer to purchase the 

offering, while content marketing focuses on increasing the appreciation of the brand and 

company, by adding value for the customers to their everyday life. It also intends to make 

customers brand perception higher by creating consumer engagement, trust, and relationships 

(Hollebeek & Macky, 2019).  

 

The purpose of using content marketing for companies is to engage their buyers with compelling 

and interesting content (Murthy, 2011), which could be in form of webcasts, videos, social media 

posts, white papers, blog posts, websites, images and other content (Murthy, 2011; Wall & 

Spinuzzi, 2018). The content is created to be of value and interest to consumers, in such way that 

they will willingly consume it. The creation of such content help firms establish credibility, 

increase brand awareness, as well as maintain ongoing relationships (Wall & Spinuzzi, 2018). The 

ultimate goal of creating good content is to persuade the consumers to select your company’s 

solution over the competitor’s alternative (Murthy, 2011). One way of persuading consumers with 

creative and entertaining content is by using the technique of storytelling (Pulizzi, 2012). Content 

marketing is seen to include storytelling across numerous genres that add value to consumers (Wall 

& Spinuzzi, 2018).  
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2.5 Storytelling 

It is incomprehensible to think of our lives without stories, either watching, listening, reading or 

telling them. We are exposed to stories as soon as we enter the world by our ancestors, contributing 

to the human being condition of understanding the world through the narrative form (Shankar et 

al., 2001; Delgado-Ballester & Fernández-Sabiote, 2016). The fundamental human activity of 

storytelling has allowed people to better understand their surroundings, organize experiences and 

be able to communicate them to others (Moore, 2012). Delgado-Ballester & Fernández-Sabiote 

(2016) mention two definitions of storytelling, firstly, “an oral or written performance involving 

two or more people interpreting past or anticipated experiences” and secondly, “a series of events 

in a specific order, with a beginning, a middle and an end”. Chronological sequence and central 

characters have been argued by many researchers to be essential in order for it to be labeled a story 

(Deighton, Romer & McQueen, 1989; Fog, Budtz, Munch & Blanchette, 2010; Delgado-Ballester 

& Fernández-Sabiote, 2016).  

 

The power of storytelling has been widely recognized in marketing (Gilliam & Flaherty, 2015) 

and is a well-known and ancient art form used to draw consumers attention by developing and 

strengthening emotional connections. It is a way of gaining recognition and makes consumers 

identify with brands (Herskovitz & Crystal, 2010; Delgado-Ballester & Fernández-Sabiote, 2016) 

as well as it empowers people to stay engaged with the brand and the world around. Storytelling 

can be used by brands to send out positive feelings and are perceived to be more trustworthy in the 

consumer's perspective than traditional facts (Kaufman, 2003; Kelley & Littman, 2006). Stories 

catch the consumer's interest and appeal to the customer´s emotions and dreams (Escalas, 2004).  

 

Researchers are agreeing on the fact that storytelling is essential when branding a product (Lund, 

Cohen, & Scarles, 2017; Bierman, 2010; Herskovitz & Crystal, 2010). Crișan & Borțun, (2017) 

define storytelling as a tool to increase the understanding across ethnicities, generations and other 

divides. Another depiction of storytelling is made by Martinus & Chaniago (2017) where the 

authors describe it as a tool for branding to tie brands with the value and emotion, gives a sense of 

quality to products and differentiate itself from its competitors.  
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Storytelling can work as a tool for branding to form a strategic position in the firm as well as it 

helps to set the brand apart from others. Storytelling gives a sense of quality to products, as well 

as it offers an emotional added value and helps differentiate the product from its competitors 

(Martinius & Chaniago, 2017). Strong brands are built on clearly defined values while a story has 

the capability to communicate those values. A strong brand endures due to its capability to tie 

emotional bonds with the consumer, while a story is what speaks to our emotions and bonds us to 

the brand. Storytelling has the capability to strengthen a brand both externally and internally (Fog 

et al., 2010; Escalas, 2004; Herskovitz & Crystal, 2010).  

 

Stories fascinate people and is a way to easier remember facts and because of that, companies use 

brand stories to strengthen brand associations by offering a brand experience (Lundqvist, 

Liljander, Gummerus & Van Riel, 2012). Many researchers agree on the fact that people remember 

stories better than pure facts, being one of the reasons why storytelling is a compelling technique 

of use in marketing (Escalas, 2004; Mucundorfeanu, 2018). When brands differentiate themselves 

through stories, consumers are able to connect and portray the brand through that story, causing 

their brand perceptions and intentions to change (Lund, et al., 2017; Youssef, Leicht & Marongiu, 

2018). The attitudes and concerns of consumers are substantially influenced by stories since stories 

have a way to attract consumer interest. When marketers only adopt and confront consumers with 

facts and arguments, they have a way of distancing themselves developing an attitude leading to 

skepticism (Youssef et al., 2018).  

 

To gain an understanding of what is recognized as a captivating story in branding, Fog et al. (2010) 

describe the four main elements that have been used by storytellers for centuries to establish a 

basic structure for creating intriguing brand stories. The elements are shown in figure 1 below.  
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Figure 3. The Four Elements of Storytelling 

Source: Fog et al. (2010) p. 31 

Message  

The first element in creating a compelling brand story is the message. For most firms, stories are 

used to communicate messages that put the company brand into a positive perspective (Fog et al., 

2010). The message is the central theme throughout the story and works as an ideological or moral 

statement (ibid.). It needs to be clearly conveyed and trustworthy (Lundqvist et al., 2012; Fog et 

al., 2010). 

 

Conflict  

Conflict is referred to as the driving element of any story, the reason lies in the human nature of 

wanting to restore harmony when disrupted. Conflicts force action and without conflict, consumers 

are less inclined to follow a story. The conflict and its resolution are a crucial part of any story 

(Fog et al., 2010; Lundqvist et al., 2012; Mossberg & Nissen-Johansen, 2006). 

 

Characters  

In order for a successful conflict to play out, appealing characters are needed (Fog et al., 2010). 

Consumers need to be able to identify with the characters in the story, whereas brands need to keep 

the target audience in mind at all times (Lundqvist et al., 2012; Fog et al., 2010).  

 

Plot  

When the three elements mentioned above are employed, the progression of the story needs to be 

considered. The flow of events in the story is vital to keep the consumers’ attention throughout the 

course and events are seen to unfold in chronological order and have a natural progression 
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(Lundqvist et al., 2012; Fog et al., 2010). A traditional story is argued to include three sequences; 

a beginning, a middle and an end (Fog et al., 2010; Shankar et al., 2001; Lundqvist et al., 2012).  

2.6 State of literature and conceptual framework  

Based on the literature reviewed, the authors of this paper decided to develop a conceptual 

framework to visualize the connection between the components of the study. The framework is 

shown in figure 2 below.  

 

 
Figure 4. The conceptual framework developed by the authors 

The literature reviewed has outlined that storytelling can work as a component to a consumer’s 

brand experience, and if the brand experience tends to be positive the outcome can generate in 

greater brand awareness, perceived quality, brand associations and brand loyalty, which is what 

constitutes the value of a brand. The value of a brand, referred to as brand equity, is discussed in 

literature as being both consumer-based and sales-based. The consumer-based brand equity is as 

mentioned by (Datta et al.,2017) how consumers think and feel about the brand, which will be of 

main focus in this study.  
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Withal, previous research has provided an understanding of the components of what contributes 

to a brand’s value as well as that the marketing strategy storytelling can work as a technique to 

impact that value. Thus, the authors of this study found that the state of literature remains vague 

in the area of how storytelling can affect consumer responses in relation to low involvement 

products.  

 

As the field remains rather unexplored, the authors found that the literature did not fully answer 

the research problem and the purpose of this study. The researchers therefore aim to conduct 

further research in the field to determine the effect of storytelling on the consumer brand 

experience in regard to low involvement products.
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3. Methodology  

In the following section, the authors of this paper are clarifying the method applied throughout 

this paper. The method chosen has been implemented to be able to answer the purpose conveyed 

in previous sections.   

3.1 Research Philosophy  

There are two main research paradigms to consider that guides how scientific research should be 

conducted; positivism and interpretivism (Collis & Hussey, 2014). The frame of the research 

philosophy for this paper will be carried out in an interpretive way. Interpretivism is argued to be 

based on the belief that social reality is not objective but rather highly subjective since it is shaped 

by our perceptions. It is referred to looking at the complexity of the social phenomena, which can 

be linked to this study researching consumers’ brand experiences in a storytelling context (ibid.). 

When the authors critically researched the topic, it was found that the influence of storytelling on 

the brand experience among consumers had not been emphasized enough. The nature of the 

research in an interpretive study is one of exploration and discovery (ibid.) and by applying the 

interpretivism philosophy, the authors were able to explore the field of how storytelling affects the 

consumer brand experience.  

3.2 Research Approach 

When developing a research study, different approaches could be used, either an inductive, 

deductive or abductive approach. The abductive approach focuses on the empirical findings but 

does not reject the existing literature in the field which allows the researchers to go back and forth 

between the findings and the literature (Collis & Hussey, 2014).  

 

Inductive research describes a study where theory is developed from the observation of empirical 

data, whereas a deductive approach can be described as a study where a conceptual and theoretical 

structure is developed first, and empirical observation is later employed. Deductive reasoning also 

includes the collection of specific data including variables the theories identify as important (ibid.).  
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Theory was gathered about the main components of study including storytelling, brand 

experiences, and consumer involvement. A conceptual framework was later developed in the study 

and used to guide the interviews conducted. The approach used in this study is therefore seen to 

follow a deductive approach by virtue of the development of a theoretical and conceptual structure 

first, and the guidance thereof when gathering the empirical data.  

3.3 Research Purpose  

In order to investigate the purpose of the study, there are three different methods to use, either a 

descriptive, explanatory or exploratory approach. Descriptive research questions are likely to begin 

with, or include, ‘where’, ‘what’, ‘how’, and ‘when’. Descriptive research could be seen as a 

forerunner to explanatory research, where explanatory research aims to explain and answer the 

question of why (Saunders et al., 2016). The explanatory and descriptive approaches were not 

deemed suitable for the study since the amount of current research was limited in the field for the 

researchers, between the relationship of storytelling, brand experiences and low involvement 

products (Collis & Hussey, 2014).  

 

In regard to the purpose of understanding and exploring if storytelling could be used as a marketing 

technique to enhance the brand experience among consumers when dealing with a low 

involvement product and contribute to the value of a brand, the researchers found that an 

exploratory approach was suitable for the research. The exploratory approach is suitable when the 

goal is to understand a problem, asking questions and from them gaining insights concerning the 

subject. Research questions in exploratory research are likely to begin with “how” and “what” 

(Saunders et al., 2016). A part of the exploratory approach is that the direction might change based 

on the data collected from interviews, where new insights may arise and benefit the research 

conducted (Collis & Hussey, 2014). 

3.4 Research Strategy  

There are several research strategies that can be of use to be able to carry out the aim of a research 

question and purpose, including ethnography, action research, grounded theory, and case studies, 

among others (Collis & Hussey, 2014). In this particular study, the authors found that the most 

suitable technique for the particular research was the use of a case study strategy to be able to 
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answer the purpose. A case study is used to explore a case in a natural setting using different 

methods, e.g. interviews, to gain in-depth knowledge. The case may be a business, event, person 

or other phenomena (ibid.). Collis & Hussey (2014) identifies several different types of case 

studies, including descriptive, illustrative, explanatory and lastly experimental case studies. An 

experimental case study is plausible in this study due to its investigative nature in relation to the 

single variables of storytelling, brand experience, and low involvement products (Patel & 

Davidsson, 2015). For the authors to be able to investigate the effect of storytelling on consumer 

responses, the case study strategy allowed the researchers to use two experimental groups where 

the respondents were exposed to storytelling, as well as two control groups where the respondents 

were not exposed to storytelling (ibid.).  

 

The possibility of requiring more than one case opens up for multiple case design, where the cases 

serve in a manner such as multiple experiments, with similar or contrasting results (Yin, 2009; 

Collis & Hussey, 2014). The researchers in this thesis found it suitable to test two cases of low 

involvement brands in order to gather more generalized data. Similar cases can help the authors to 

show whether the theory can be generalized (Collis & Hussey, 2014). Thus, the authors of this 

study carry the notion stated by (Lundqvist et al., 2012) that findings derived from case studies 

cannot be generalized directly to other cases, thus it can be used for further research directions as 

well as theory building purposes. 

3.4.1 Case study selection 

Two different brands were selected for this study, both operating in the low-involvement sector 

and based outside the country where the study was conducted. Chobani, an American-based dairy-

processor specializing in Greek yogurt, and High Brew Coffee, an American-based coffee 

producer specializing in cold brewed coffee. The information about the brands chosen can be found 

in Appendix 1 and 2. The brands chosen have not yet been launched in the focal country. 

 

The two selected brands were chosen due to the reason of both having built its marketing strategy 

around a company brand story. Both brands operate outside the country of study which is of great 

relevance in the research conducted to be able to investigate the brand experience of consumers. 

Since the brand experience is as explained by Ding and Tseng (2015)  the consumer’s perception 

of their experience with a brand, and the research conducted aims to investigate if storytelling can 
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enhance the brand experience, the authors emphasize that it would be beneficial for the research if 

the respondents do not retain any previous experience with any of the brands chosen for this study 

to be able to investigate the effect of storytelling on the consumer brand experience. 

3.5 Research Method 

There are two different approaches that researchers need to consider when conducting a study, 

whether to take on a qualitative or a quantitative approach. Quantitative research is normally 

described as research concerning measurement, more detailed as the capturing of aspects of the 

social world that are expressed in numbers, percentages, probability values, etc. Qualitative 

research aims to capture the aspects of the social world as well, although it does not rely on 

numbers as the unit of analysis (King & Horrocks, 2010). In qualitative research, the study often 

includes individuals or groups of individuals and is focused on describing, analyzing, interpreting 

and understanding the social phenomena. The ambition is to understand what drives the human 

behavior, decisions, and actions in the specific context (Skärvad & Lundahl, 2016). Since the 

research attempts to explore if storytelling can enhance the consumer brand experience with a low 

involvement product, a qualitative approach was chosen. Information was gathered and analyzed 

from a consumer perspective by conducting individual interviews, which made it possible for the 

authors to gain deeper knowledge in how storytelling can work as an antecedent to consumer brand 

experiences and contribute to the value of a brand. 

3.6 Methods of data collection  

Both document secondary data, defined by Saunders et al. (2016) as data that endure physically 

and digitally as evidence, and primary data was used in the research conducted. Document 

secondary data can be both text-materials and non-text materials and can include minutes of 

meetings, reports to shareholders, diaries, administrative and public records as well as the text of 

web pages and non-text content of web pages such as pictures (Saunders et al., 2016). The 

document secondary data was collected purposefully for the interviews. Non-text materials in the 

form of pictures as well as text-materials were gathered from the public websites of the brands 

chosen for the case studies conducted. Additionally, primary data was gathered in the form of 

interviews. The collection of primary data in a qualitative study can be gathered using different 

methods such as interviews, focus groups, protocol analysis, diary methods, and observations 
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(Collis & Hussey, 2014). The primary data in this research has been retrieved for the purpose of 

the study by conducting semi-structured interviews.  

3.6.1 Pilot interview 

In order to test the validity of the interview questions developed, as well as the information given 

to the participants beforehand, the authors decided to conduct a pilot interview. The pilot interview 

was held with a 22-year-old female student at Jönköping International Business School and lasted 

for 15 minutes. The pilot interview was of great use in order for the authors to detect if the 

questions asked were of relevance for the study. The result was to refine some of the questions on 

the interview outline and to add to the information given to the participants before the interviews. 

3.6.2 Interviews 

Interviews can either be highly structured by using standardized questions for each participant or 

they may be informal and unstructured conversations. It is also possible for the interview to contain 

some highly structured parts but also include unstructured parts (Saunders et al., 2016). Interviews 

are categorized by Saunders et al. (2016) as either structured, semi-structured or unstructured. 

Structured interviews are highly formalized and follow a standardized schedule where the 

questions asked should be exactly as written. Unstructured interviews could be viewed as the literal 

opposite and allow the researchers to explore the field of interest without any predetermined 

questions. The category in-between could be referred to as semi-structured interviews, where 

researchers are able to prepare questions beforehand but still contain the freedom to open up for 

discussion (ibid.). Depending on the purpose of this study, the interviews held fell in the category 

of semi-structured. The interviews contained key questions to be covered that were guided by 

themes of brand awareness, perceived quality, brand associations, and brand loyalty. Although 

some specific questions were guiding the interviews, the order of questions varied depending on 

the conversation with the particular participant, as well as additional questions were developed in 

order to deeper explore the purpose of this study. The semi-structured interviews allowed for the 

researchers be prepared beforehand and appear competent during the interviews, and the 

participants were through this approach able to express their views on their own terms which were 

seen beneficial for the study (Saunders et al., 2016).  
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3.6.2 Interview outline 

The semi-structured interviews were held with 16 carefully selected participants in Jönköping, 

Sweden. The participants were divided into two groups, where 8 participants were exposed to High 

Brew Coffee and the other 8 to Chobani. The two groups of participants were then divided into 

subgroups of storytelling-respondents and non-storytelling respondents, all equally divided 

between females and males. The interviews were held in Swedish, by virtue of all participants 

native language being Swedish. However, all material gained from the interviews in the empirical 

findings were directly translated by the authors. 

 

The interviews were held in different group rooms at Jönköping University to ensure the 

participant was familiar with the environment and felt comfortable during the interview. Before 

the interviews, the participants had to sign a participation agreement (see Appendix 6), they were 

then informed and ensured that their real names would not be included in the presented findings. 

Following, the respondents were then briefed with storytelling in a branding context and a 

definition of low involvement products. After gaining a brief introduction to the research, the 

storytelling respondents were then presented with the company brand story, while the non-

storytelling respondents were presented with the same information, but not in a storytelling 

concept. The information given to the storytelling respondents respectively the non-storytelling 

respondents can be found in Appendix 1, 2, 3 and 4.   

 

After the participants had been exposed to the information, the interview started with questions 

about the participants, including name, gender, and age. Thereafter, the respondents were asked to 

answer some general questions, such as if they were known with the brand from before and how 

highly they value specific brands in the low involvement category in order to put the following 

questions into context. The interview continued with questions guided by the conceptual 

framework developed by the authors, where the questions fell under brand awareness, perceived 

quality, brand associations, and brand loyalty. Techniques such as probes and prompts were used 

where comments from the respondents opened up the possibility for follow up questions by the 

authors to generate as much information as possible for the research. The interview outline can be 

found in Appendix 5.  
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3.7 Sampling method  

The sampling method could be managed in various ways when gathering information. Researchers 

need to consider whether a non-probability sampling is convenient or if a probability sampling is 

more suitable for the particular study. Probability sampling indicates that all individuals have an 

equal chance of being selected, compared to non-probability sampling where the chance is seen 

unequal for the participants. In this study, a non-probability sample was applicable since the 

resources and the sampling frame was limited. The sampling method chosen could further be 

divided into different categories of snowball sampling, judgmental sampling, and lastly natural 

sampling (Collis & Hussey, 2014).  

 

The study was conducted using a judgmental sampling method, which indicates that the 

participants deemed suitable by the authors were selected. This method is often used when the 

sample is smaller and individuals with similar traits will be studied which was seen expedient to 

the research conducted (ibid.). This kind of sampling method let the researchers select the sample 

population most suitable for answering the purpose (Saunders et al., 2016). The selected group 

followed a homogenous sample which opened up for a deeper exploration and recognition of 

details in the answers (Saunders et al., 2016).  

3.7.1 Generation Y  

The sample population of this thesis consists of students from Jönköping University, both females 

and males within Generation Y. The age-span of Generation Y differs depending on sources, 

however Generation Y in this thesis considers individuals in the age-span of 18-32-year olds 

(Djamasbi, Siegel, & Tullis, 2011). Generation Y is an economically powerful generation and 

equates to approximately a quarter of the world’s population, making it a unique target market. 

(ibid.) It is one of the first generations to have grown up with technology (Branigan & Mitsis, 

2014). The extensive use of the internet alongside with having grown up and gotten used to 

advanced technology has had an impact on this generation’s expectations. A certain level of 

functionality and aesthetics is rather expected to be a norm than a bonus (Djamasbi et al., 2011). 

Individuals in this segment have grown up in a branded society, been overcrowded with 

commercial messages and never-ending choices and opportunities (Parment, 2012). They see 

brands as an integrated part of personal image-building and consumption (ibid.) and is searching 
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for a more complete experience (Djamasbi et al., 2011). Given this, selecting individuals from this 

segment was deemed suitable.  

3.7.2 Participants 

The participants for the interviews were chosen from the age range of 18 - 32, all based in the 

region of Jönköping, Sweden. All the participants were selected from Jönköping University since 

that gave the researchers a larger probability of gaining a geographical spread, considering there 

are students from different parts of Sweden at the university. The authors chose to conduct 

individual interviews in order to gather more profound information and thoughts from each 

individual and prohibit third parties to influence the answers. Thus, focus groups were not seen 

efficient for this study.  

 

The authors aimed at conducting interviews with 20 participants total, thus saturation was 

experienced by the authors after 16 interviews were held, and the authors therefore encountered 

the data collected as adequate to be able to answer the purpose. A participant table can be found 

below, including the duration of the interviews. To ensure anonymity, the real names of the 

participants are not presented, all names used to present the findings are referred to as R 

(respondent) accompanied by a number (e.g. R1, R2). 
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3.8 Data Analysis 

A thematic analysis was conducted which is most common in qualitative studies. Thematic 

analysis is a way of identifying themes and patterns within the study (Collis & Hussey, 2014). The 

study is gathered from interviews performed face-to-face with each individual. Each interview was 

audio recorded with the consent of each participant by signing a participation agreement before 

the interviews which can be found in Appendix 6, and later transcribed by the authors. The 

interviews were held in Swedish and directly transcribed and translated into English. The 

interpretation of the data collected followed the six phases of a thematic approach to avoid any 

bias or misunderstandings from the interviews (Braun & Clarke, 2006). The six phases can be 

found below.  

 

1) Familiarization with the data 

2) Coding 

3) Searching for themes 

4) Reviewing themes 

5) Defining and naming themes 

6) Writing up  

 

By using a thematic analysis, the data is easier manageable compared to if the researchers were 

only listening to the recorded interviews. The researchers instead tried to make sense of the data 

by implementing coding and interpretation in order to link the data with the purpose, literature, 

and theoretical concepts (Bell, Bryman & Harley, 2019). The researchers read the collected data 

individually before discussing the empirical data together. During the analysis of the empirical 

findings, different keywords and attitudes were looked for in order to find similar themes among 

the respondents. The researchers later compared the identified themes that were recognized from 

the data and lastly developed a conclusion from the insights gathered.  

 

The goal of using a thematic analysis approach is to identify themes and patterns from the data 

that conduct an important aspect of the study and use the acknowledged themes to the issue, which 

contribute better to the study rather than only summarizing the empirical findings (Braun & Clarke, 

2006).   
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3.9 Literature Review  

In reference to Collis and Hussey (2014), a literature search can be viewed as a systematic process 

identifying the existing body of knowledge on a specific subject. To gather relevant literature 

needed to present scientific evidence in the field, an extensive literature search was conducted. In 

order to find the relevant theory in the chosen field best suited for the purpose, the authors collected 

literature through Jönköping University's library search engine Primo as well as the databases of 

Google Scholar and ScienceDirect. Primarily, a general search was made to gain an entirety of the 

subject by using keywords such as “branding*”, “storytelling*”, “consumer involvement*” and 

“brand experience*”. The use of these keywords further led the authors to a second refined search 

containing keywords such as “brand stories*”, “brand equity*”, “brand narratives*”, “Aaker Brand 

Equity Model*” and “consumer involvement in branding*”. Accessing an immense number of 

articles with the use of these keywords, the authors narrowed the literature down by identifying 

key authors and concepts in line with the research field. The literature was confirmed as peer-

reviewed through the Primo database and through a second search in the database Ulrichsweb to 

ensure journals were refereed. The authors started with the most recent publications and identified 

the concepts used, thus authors such as Saunders and Lewis (2016) have highlighted the 

importance of collecting recent articles, saturation was developed in view of several themes, such 

as brand equity. The authors therefore went back further in literature to understand the foundation 

of the field and winded up with literature in regard to authors vastly repeated in literature, such as 

Aaker (1991).  

3.10 Trustworthiness of data  

The challenge for researchers designing an interpretive study is to apply methods that maintain the 

integrity of the data (Collis & Hussey, 2014). An interpretive methodology is often associated with 

qualitative data, which often results in findings with a high degree of validity. Validity refers to 

the extent to which the findings of the research conducted meticulously reflect the phenomena of 

study (ibid.).   
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In order to evaluate the analysis and ensure the trustworthiness of data in an interpretive study, 

Lincoln and Guba (1985) established four criteria of credibility, transferability, dependability, and 

confirmability. The authors of this study have taken these criteria into account to assess the quality 

of the analysis conducted, and by these gained greater confidence in the validity.  

 

In order to develop trustworthy research, credibility had to be considered in the thesis. Credibility 

can be enhanced by using more than one approach to researching a question (Collis & Hussey, 

2014). To increase confidence in the findings, the technique of triangulation was used to avoid 

potential biases. Triangulation is the use of multiple data sources, methods or investigators within 

the study (Heale & Forbes, 2013). By having two researchers involved in this paper, the credibility 

was increased. During the collection and analysis of data, each of the researchers primarily 

developed their own understanding, and then shared with the other author. In turn, the data did not 

get influenced by each researcher’s perspective and that way enhanced the credibility.  

 

The concern in regard to if findings derived can be applied to other situations is referred to as 

transferability, similar to generalization (Collis & Hussey, 2014). By investigating how 

storytelling can enhance the brand experience with low involvement products, firms in the sector 

could use the results to understand the consumer response in regard to the marketing technique 

more in depth, and also develop their marketing strategies. Thus, the case study conducted cannot 

be generalized directly to other cases, it can still provide guidance for further research as well as 

for theory building purposes.  

 

The third factor taken into consideration, dependability, refers to how systematic and rigorous the 

authors have managed to be in the approach to the analysis and throughout the paper (Collis & 

Hussey, 2014). In order for the reader and the authors to come down to the same conclusion 

following the purpose, the authors increased the dependability through the theoretical framework 

and the conducted interviews, which helped to confirm data.  

 

Confirmability concerns the analyzing of the research and if the process has been described to the 

full in order to avoid bias (Collis & Hussey, 2014). Triangulation helped avoid bias in the research 



 30 
 

among the authors when conducting the study, thus the authors are human, and risks are present at 

all times albeit the researchers of this study tried to minimize it as much as possible. 

3.11 Time horizon  

The time horizon when conducting research is of importance to consider (Saunders et al., 2016). 

According to Saunders et al. (2016), there are two approaches to time horizon; cross-sectional 

studies or longitudinal studies, both observational. To carry out the purpose of the research 

conducted, the authors of this study have employed the cross-sectional approach. A cross-sectional 

approach involves the study of a particular phenomenon over a particular amount of time (ibid.). 

The primary reasons for this include the researches time limit of roughly five months when 

conducting the research, as well as the purpose of the study which was to gain an understanding 

of whether the brand experience could be enhanced through storytelling in a low involvement 

context.
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4. Empirical findings  

The following chapter will present the data collected for this research. The responses obtained 

from the semi structured interviews conducted are summarized and presented. A brief description 

of the questions asked as well as quotations from the respondents is provided to support the 

findings. The respondents are referred to as R accompanied by a number e.g. R1, R7, this is done 

to help the authors of this thesis to group the data, but also to protect the respondents in view of 

their anonymity and help the reader find the statements in the interview.   

 
The respondents were primarily asked general questions about their use of low involvement 

products. The reason for this was to gather a profound understanding of the relationship between 

the consumer and low involvement products and to get a grip around the respondent’s perception 

of low involvement. The questions asked followed; how important is the choice of a specific brand 

among low involvement products for you on a scale from 1-10? Respectively; what factors play 

an important role for you in the decision-making process of low involvement products?  

 

The answers derived from the general questions found that a specific brand among low 

involvement products did play an important role among the majority of the respondents, albeit 

among many participants it depended on the specific product of choice. In regard to the factors 

playing an important role in the decision-making process, price, taste, packaging, social 

responsibility and local produce were factors vastly repeated. After the general questions were 

asked, the respondents were presented with the different brand stories, where the authors asked the 

question of whether they knew the brand from before, which none of the respondents did of neither 

of the two brands.  

4.1 Brand awareness  

A clear difference could be spotted between the two groups of storytelling respondents respectively 

non-storytelling respondents in regard to the brand awareness, the answers can be found in table 1 

below with quotes derived from the interviews. The question asked to the respondents were if they 

could recall the information they received about the brand, to be able to portray if the answers 
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differed between the respondents in relation to memory when having been exposed to storytelling 

versus facts.  

Table 1 

 

The majority of the storytelling respondents, R10, R4, R11, R2, R9, R12, were seen to retell the 

information read more detailed than the non-storytelling respondents. Thus, on the contrary, the 

storytelling respondents R1 and R3 responded rather vague and similar to the non-storytelling 

respondents.  

 

The question in relation to brand recognition referred to whether the respondents could possibly 

choose this product brand instead of another well-recognized brand in their consideration set, after 

gaining the information. This was asked to gain an understanding of whether storytelling could 

work as a technique to pursue the consumer to switch brand and connect to the stage of acting in 
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the brand experience (Aoki et al., 2019). An outtake of the answers can be viewed below in table 

2.  

 
Table 2 

 

The answers showed that all storytelling respondents easily felt like they could switch to the other 

brand and did not show as much hesitation. The non-storytelling respondents, on the other hand, 

felt like the information gained was not enough, albeit some felt like they could easily try this 

product with the information they now have of the product because of low involvement products 

carrying low risk. 

 

R14: “I don’t put much effort into low involvement products so I would definitely try it, it’s 

not like it’s a big risk and would cost me a tremendous amount of money if it didn’t taste good.”   
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R5: “I could definitely try a new brand, both because it is a fun experience and also because 

it is a low involvement product, which means that the risks are kind of small so I would not lose 

much if I want to change back to the normal brand that I usually buy. But something I would wish 

for is to see pictures of the product to see the design, which I believe reveals a lot about a 

company.”  

4.2 Perceived quality  

The participants were then asked questions relating to perceived quality and were asked to both 

set a price on the product if possible, as well as explain what associations in relation to quality 

they got after having read the information.  

 

Storytelling respondents  

 

 R10: “I would say the price would be placed higher than a “normal yogurt” and that it is 

of higher quality, it seems like a nice quality Greek yogurt and how they put the information about 

it together was very nice looking which I associated with good quality.”   

 

 R4: “It is clear that they have put an enormous effort into the business, it feels like they 

are a family-owned company, which I also think represent higher quality products.” 

 

R3: “I would say 10 SEK more than an original coffee.” 

 

Non-storytelling respondents  

 

R5: “I think this brand is of higher quality, but I would like to have more information in 

form of visuals and text in order to get a proper perception of the brand, if I’d known how the 

product looks like I would more easily be able to decide on my perception of the quality.” 

 

R7: “Higher quality.” 
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 R15: “I think a company can pretty much write whatever they would want about themselves 

so in relation to the quality I’d want to experience it from a physical stance.” 

 

R13: “Higher quality than normal yogurt.”  

 

The responses between the two groups of respondents varied, the storytelling respondents, R1, R2, 

R3, R4, R9, R10, R11, R12, were all set on higher quality, and the majority of R10, R1, R9, R12, 

R11, R3 associated the higher quality with several different views such as being a family business, 

the company brand story’s layout, design and visuals. In comparison, the non-storytelling 

respondents of R14, R7, R13, R15 were set on higher quality in relation the bigger initiatives taken 

by the companies, such as giving out shares in the firm to employees, to be able to catch a 

relationship between higher quality and the brand. Thus, some of the non-storytelling respondents 

such as R5 and R6, felt like they could not give a proper answer because they could not visualize 

the product nor the company through the information given.  

4.3 Brand associations  

Within the field of brand associations, the respondents were asked what impressions they got of 

the brand, in this category, the respondents’ answers did not differ as evidently as in the past 

categories mentioned. The answers were deliberated on by the respondents in the same amount of 

time and effort as well as they all showed to have gotten similar impressions whether being in the 

storytelling group or in the non-storytelling group. The answers can be found in the table below 

where all respondents answer to the question can be found.  
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Table 3 

 

Moreover, another of the questions asked to the respondents was to describe the brand with three 

words. An extraction of the answers from the interviews can be viewed in table 4 below.  
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Table 4 

 

In the non-storytelling group, the respondents had difficulties with providing three words 

describing the brands and took a greater amount of time to contribute with an answer compared to 

the storytelling respondents. Some of the non-storytelling respondents such as R6 and R5 could 

only come up with one word, whilst R14 was one of the respondents who could not associate the 

brand with any describing words. The storytelling respondents had no complications with coming 

up with three words describing the brand, and the words mentioned were all positively related. The 

respondents in the storytelling group showed to be more involved and engaged with the brand than 

the participants in the non-storytelling group who took a longer time to answer and were not as 

engaged as the other group. A majority of the storytelling respondents repeatedly mentioned the 

feeling of familiarity and warmth.  
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4.4 Brand loyalty  

Based on the information the two groups received the question was asked whether the respondents 

could consider switching from their regular brand consumed into this brand instead. The answers 

were clearly diverse dependent on which information the participants had received. The majority 

of the storytelling respondents felt no doubt about switching to the brand from their regular brand 

since they believed the information gathered was enough for making the decision.  

 

Storytelling respondents  

 

R10: “Yes, definitely, especially after gaining the information and how the marketing of 

the brand is made through the pictures of the founder and how they were established. It looks like 

a legitimate company with good values.”  

 

R3: “No doubt, I would absolutely try this product even though I have not tasted the 

product, so I don´t know if it's good but if I just think of the brand and their business idea, 

absolutely.” 

 

In comparison with the non-storytelling respondents, many respondents felt like they could try the 

product based on the low risk the product obtained but they also expressed that they wished for 

more information to make a decision if they would be able to switch from their ordinary product.  

 

Non-storytelling respondents  
 

R14: “Yes since it’s yogurt, yes. I buy the same yogurt brand all the time right now but 

when I go back home, I want to buy the local brand and when I moved to the US I switched too. 

I’m not that loyal to yogurt, it depends what’s available in the location I’m in. It’s just a normal 

automatic response like when I go to Coop, I just pick the one I’ve always chosen so it’s very 

habitual.”  

 

 R7: “I think I would continue buying the regular products that I usually buy until I get 

more information about this brand.”   
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 R6: “I would definitely consider buying the product over another brand that I usually buy, 

but I would be interested in seeing how the product design look first and then if the product is 

appealing, I would absolutely give it a try.” 

 

The question asked was then followed up by whether they portrayed the brand as trustworthy or 

not after having read the information. The answers derived from the non-storytelling respondents 

followed some skepticism where many were seen to want the visual experience with the brand, in-

store or from pictures of both the product and how the company works. The storytelling 

respondents were noticed to be more content with the information gained and were able to 

distinguish why they thought the company was portrayed trustworthy in their opinion, as well as 

factors such as the layout and depiction of how they market themselves were reiterated.  

 

Non-storytelling respondents  

 

R14: “Probably, but if I’d see it in the store, I’d be more convinced rather than just reading 

the information about it because they could write whatever they’d want.” 

 

R7: “I would like to see more information and pictures of how they work in order to 

actually make sure that they are doing what they say.” 

 

Storytelling respondents  

 

R3: “Yes, they look trustworthy as a company. Look professional with the layout and 

pictures, it looks genuine the way that the text is presented.” 

 

 R10: “Yes, definitely, especially after gaining the information and how the marketing of 

the brand is made through the pictures of the founder and how they were established. It looks like 

a legitimate company with good values.
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5. Analysis  

This section presents an analysis of the empirical findings and its connection to the frame of 

reference. The analysis section is provided to present a deeper understanding of the link between 

the empirical data and the theoretical framework. Firstly, a general analysis of low involvement 

and the brand experiences is made, thereafter, the same structure used in the empirical findings is 

followed to analyze the results. This was done to analyze the brand experiences through the 

dimensions of brand equity to be able to portray whether the brand experiences were enhanced or 

not with storytelling and contributed to a brand’s value.   

 

5.1 Low Involvement  
Product involvement was discussed in the theoretical framework to vary among individual 

consumers (Gu, Park & Konana, 2012), which was shown in the empirical findings where many 

of the respondents varied in the answers of the importance of a specific brand in a low involvement 

context. The answers derived varied individually, where many of the respondents emphasized that 

the level of importance of choosing a specific brand completely depended on what type of product. 

This indicates that the importance and level of involvement differ from individual to individual, 

and that a person’s perceived relevance of an object, such as a particular product, varies based on 

diverse needs, interests and values among the consumers (Dens & De Pelsmacker, 2010; Boisvert 

& Ashill, 2011).  

 

In accordance with Boisvert & Ashill’s (2011) statement that the consumer is seen to put more 

focus on the attitude already established towards the brand in a low involvement context. The 

authors throughout the research acknowledged the repetition of the consumer’s buying behavior 

in a low involvement context, where the majority of the respondents mentioned that they buy the 

products they have always bought and are familiar with from before. As discussed by Alexandra 

and Cerchia (2018), the need for familiarity and awareness of a brand is seen vital to last on the 

market, which could be portrayed through respondent R14.  
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R14: “If I’d read the information given before like now, I’d definitely try it, but if I’d read 

it two years ago, I’d probably go for the one I have always bought before that one.” 

  

The respondent R14 showed how the consistent retention of brand awareness can be vital for low 

involvement products, portraying how recent the information is gained impacts the decision-

making among the brands in this sector. This can be connected to Huang and Sarigöllü’s (2011) 

discussion of how brand awareness affects consumer decision-making, especially when dealing 

with low involvement products. Thus, for low involvement products it is important to establish 

consistent brand awareness to increase the opportunity to expand the consumers’ consideration 

set. Albeit, analyzing this further, many of the respondents answered that when purchasing low 

involvement products, they always choose the brand they have always bought and buy these 

products habitually. This points out the value of establishing an emotional connection between the 

consumer and a brand in the low involvement sector, seen enhanced among the respondents in the 

storytelling group and can be supported by the findings of Gilliam & Flaherty (2015) of storytelling 

tying an emotional connection with the consumer.  

 

In contrast, the low risk related to low involvement products as described by Doyle (2016), was 

portrayed through the openness among respondents to try new brands and switch between different 

products in the low involvement segment, and comments such as “I don’t put that much effort into 

it” were reiterated. The easiness of switching brands among consumers in low involvement 

contexts sheds light on the importance to get a brand stuck in the consumer mind.  

 

Additionally, the recognition of needs and wants are as argued by Hsu and Lee (2003) lower for 

low involvement purchases, where the promotion, packaging, design and price offerings are 

highlighted to influence the decision making among consumers. This can further be linked to the 

findings from the interviews where respondent R13 mentioned how the design of the product is 

important, as well as how the consideration of buying the product would be developed if the 

product looked nice in form of packaging and design. Another respondent (R10) also reflected 

upon the marketing of the product and argued for how the promotion would affect the respondent’s 

choice. Price offerings were also seen to be a decisive factor for low involvement purchases and 
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could be linked to Hsu and Lee (2003) through the respondents of R3 and R12 where the price was 

discussed as one of the bigger aspects when evaluating which product to buy, usually buying 

products with special offerings.  

 

5.2 Brand experiences  
Aoki et al. (2019) discussed in literature how consumers have been seen to value experiences in 

addition to the functional benefits and features of a product. A positive consumer experience was 

argued to result in favorable outcomes, such as a tie between a firm’s brand and the consumer 

(Japutra & Molinillo, 2017). The experiences were discussed to occur both indirectly and directly, 

thus in this study the brand experience occurred indirectly through brand stories presented from 

the company websites (Brakus et al., 2009). The brand experience, including the sensations, 

feelings, cognitions and behavioral responses to a brand-related stimulus from brand marketing 

activities (Aoki, 2019; Schmitt, 1999), in this case, storytelling, were all seen affected in the 

empirical findings. The empirical findings implied that the storytelling respondents’ experience 

with the brands were enhanced cognitively through affecting memory, and behaviorally through 

enhancing purchasing intentions. The sensory and affective experiences differed between the 

respondent groups where the contentment visually as well as emotionally were seen enhanced 

among the storytelling respondents in comparison to the non-storytelling respondents.  

 

Many researchers agreed upon the fact that a positive brand experience could have an effect on the 

value of a brand positively (Brakus et al., 2009), in this case the consumer-based brand equity 

(Datta et al., 2017). Withal, the analysis follows the dimensions contributing to the consumer-

based brand equity to portray whether the brand experiences were enhanced or not in these areas 

with the help of storytelling.  

 

5.3 Brand awareness  
A link can be drawn between the theoretical findings derived from Gilliam and Flaherty (2015) 

where storytelling is discussed to be used to draw consumers attention and develop an emotional 

connection, and the empirical findings. The interviews conducted showed a clear difference 

between when storytelling was used and when it was not. The participants exposed to storytelling 

could easier connect to the brand exposed to and were able to recall the information to a larger 
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extent than the non-storytelling respondents, supporting the theory and discussion by Escalas 

(2004) and Mucundorfeanu (2018) of how storytelling works as a technique to make consumers 

remember more than when being exposed to pure facts. To depict the difference in the interviews 

conducted, one of the respondent’s answer, R4, who was exposed to storytelling and was asked to 

recall the information remembered about the brand, is compared below to one of the non-

storytelling respondents answer, R6, to the same question.  

 

R4: “That the founder created an iced-tea company before they established the coffee 

brand, that he and his wife got the idea when traveling and wanted to “solve a problem” for the 

ones always on-the-go. That the company is established in Texas, and that they give back to the 

ones making their industry possible.” 

 

R6: “That it is a cold brewed coffee that contains more caffeine than original coffee. And 

I also remember that they consist of 3000 members.”   

 

Within the category of brand awareness and the question regarding what the respondents noticed 

in the information that was of extra value for them, the storytelling respondents were seen to 

highlight the aspects of social, ethical and corporate responsibility taken by the companies, 

compared to the non-storytelling where focus was put on the ingredients of the product. This could 

further be linked to the discussion of Aoki et al. (2019) where consumers are seen to relate to the 

functional attributes of a brand but seeks for a more complete experience, and storytelling can 

work as an antecedent for that brand experience.  

 

Storytelling respondents 

 

 R2: “Considering the high consumption in today’s society, consciousness for taking social 

responsibility is extremely important, which I feel like they do.” 

 

 R3: “That they care about fair trade which is something I look for and also that they take 

ethical and corporate responsibility which I think is important for companies today.” 
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Non-storytelling respondents 
 

R6: “Something extra that I noticed was the double caffeine, which I think was important.”  

 

 R5: “Yes, that it contains natural caffeine and ingredients compared to other brands.”  

 

Furthermore, the findings implied how storytelling could be used as a tool for creating brand 

awareness by enhancing both brand recall and brand recognition. Keller (1993) discussed brand 

awareness as the most important stage to make consumers aware of a brand and Macdonald & 

Sharp (2000) highlighted brand awareness as a crucial part in the process for brands to enter the 

consideration set among consumers in the buying process. This was shown in the findings whether 

the consumers could think of purchasing the brand presented instead of another brand that was 

known among the consumers. The findings could be linked to the theory of Youssef et al. (2018), 

stating that consumers distance themselves and develop attitudes leading to scepticism when 

marketers only present them with facts and arguments. This was further found in the interviews 

when asking the question of whether the respondents could consider choosing the brand exposed 

to instead of another current one in their consideration set, where the majority of the non-

storytelling respondents were more sceptical to the information presented factually rather than the 

respondents exposed to a brand story. Many of the respondents were indicating the need for visuals 

and wanted to see the product and how the company worked, and instead developed more of a 

sceptical attitude towards the brand exposed to without the story.  

 

The empirical data implied how brand awareness affect the consumer decision-making, especially 

when dealing with low involvement products where the consumer is not extensively searching for 

information to support the choice (Huang & Sarigöllü, 2011; Macdonald, & Sharp, 2000). The 

study conducted shows that storytelling can work to increase brand awareness in both affecting 

the amount the consumer remembers about a brand as well as getting the consumer to understand 

the brand values communicated. This could be linked to Herskovitz & Crystal (2010) discussion 

on how storytelling could be viewed as a better way of communicating the core brand values and 

works better than traditional forms of marketing.  
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5.4 Perceived Quality 
The dimension of a brands value referred to as perceived quality, portrayed the consumers depicted 

and related the brands to higher quality in both respondent groups, albeit the non-storytelling 

respondents expressed a sense of incertitude and were not completely content with the information 

gained about the brand to decide upon quality. Moreover, what could be seen between the groups 

of respondents were a difference in the dimensions related to quality. Storytelling was in literature 

discussed by Martinus & Chaniago (2017) to give a sense of quality to the product, and the 

respondents in the group exposed to storytelling showed that a professional put together brand 

story representing the firm and the product could be associated with higher quality. Respondent 

R10 discussed how the marketing of the brand is made through the pictures of the founder and 

how the information was put together was nicely looking and portrayed the brand through these 

dimensions as of higher quality and being trustworthy.  

 

The non-storytelling respondents built expectations of quality on both packaging and functional 

aspects instead of the emotional aspects of the brand. They also drew the connection to quality 

with the bigger initiatives taken by the brands and were also more critical and not as engaged when 

answering the questions following the quality of the brand, where the tone of voice was seen to 

differ.  

 

R5 explained how she thought the brand was of higher quality, albeit she wanted more information 

in visuals and text to get a proper perception of the brand, also stating “if I’d known how the 

product looks like, I would more easily be able to decide on my perception of the quality”. The 

respondents answer in relation to quality can be found in the table below, where + indicates 

respondents portraying the brands of higher quality and the / shows all respondents stating the need 

for more information to decide upon quality.  
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Table 1 

The findings derived from the perceived quality among consumers showed how the quality was 

enhanced among all storytelling respondents and thus support the theory by Martinius and 

Chaniago (2017) where storytelling is argued to bond the brand with both value and emotion which 

gives an impression of higher quality.  

 

5.5 Brand Associations 

Parganas et al. (2017) stated that brand associations embody the meaning of a brand for consumers. 

As discovered in the interviews, the questions related to brand associations revealed the impression 

the respondents got of the brand. The respondents expressed their impressions of the brands 

similarly and repeated the impression of them as caring about the environment, the society, being 

of high quality and not only focusing on making a profit.  

 

Johnson, Yun & Minoo (2018) discussed brand associations in the two categories of ability 

associations and social responsibility associations, where ability associations are linked to the 

brand’s product and how well the company delivers a high-quality product for the customers. 

Social responsibility associations are meant to reflect the brand’s activities and commitment in 

delivering a social experience for the customer, delivered through valuable marketing 

communication as described by Keller (1993). Marketing communication in the way of storytelling 

was seen through the data collected to not impact the impressions of the brand where the 

respondents in the different groups answered similarly and had coinciding perceptions and thus do 

not support the theory provided by Lundqvist et al. (2012) where brand associations were seen 
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enhanced in all aspects. Albeit, when asking the respondents to mention three words associated 

with the brands, a remarkable difference was found.  

 

The majority of the respondents in the group not exposed to the brand story had a difficult time 

coming up with describing words and showed more hesitation than the group of storytelling 

respondents. Some of the respondents were not able to mention any words connected to the brand, 

albeit some exceptions arose where some respondents in the group recalled three words as well. A 

table can be found below where the + reflects all respondents able to come up with three words 

describing the brand, the - shows all respondents who could not recall any and the / reflects the 

respondents who could come up with one word.  

 

 
Table 2 

The findings could be discussed to be connected with the cognitive dimension of a brand 

experience (Ding & Tseng, 2015) where the memory impacted by storytelling might have a certain 

influence on the description of the brand.  

 

5.6 Brand Loyalty 

According to Ramaseshan & Stein (2014), the three most important aspects of brand loyalty are 

trust, attachment, and commitment, and are seen as the key relational constructions of building 

loyalty. Questions regarding trust, attachment and commitment were asked during the interviews 

and the respondents' answers varied depending on which information they received. Most of the 

storytelling respondents felt like the two brands were trustworthy and that they could switch to the 

brand if it was sold in a more convenient place.   
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R4: “I would definitely try it, and if the taste is good, I could see myself rather picking this 

one than e.g. Starbucks that I’d usually buy because of what I know now about this brand.” 

 

     R3: “No doubt, I would absolutely try this product even though I have not tasted the 

product, so I don´t know if it's good but if I just think of the brand and their business idea.” 

 

As discussed by Fog et al. (2010) in order to keep a customer loyal in a competitive environment 

the need for a brand to create experiences for the customers that differ from others is essential to 

stay in the customer's mindset. This could be shown in the interviews since the non-storytelling 

respondents were not as certain about the trust, attachment and commitment aspects as the 

storytelling respondents were. Many of the non-storytelling respondents felt like the brands were 

trustworthy, though some of them wanted more evidence on how they work and actually did what 

they said in the information. Storytelling was discussed in the frame of reference to be perceived 

more trustworthy in the consumer’s perspective which could be linked to the findings, where a 

difference appeared among the respondent groups on whether the brand was portrayed trustworthy 

or not (Kaufman, 2003; Kelley & Littman, 2006).  

 

Brands were in literature discussed to serve as important functions to simplify the choice for 

consumers, represent quality and generate trust, as well as help to reduce the risk perceived by 

consumers (Irmies, 2013; Almeyda-Ibáñez & George, 2017). Thus, the question regarding whether 

the non-storytelling respondents were able to switch to the brand presented varied more than the 

storytelling respondents answers. The non-storytelling respondents were not as certain in their 

answers like the storytelling respondents were. Some of the non-storytelling respondents felt like 

they could give the brand a chance and try due to the low risk involved with it, but also wished for 

more information regarding the product in order to be more certain in their choice.  

 

R5: “I could definitely try a new brand, both because it is a fun experience and also 

because it is a low involvement product which means that the risks are kind of small so I would 

not lose much if I want to change back to the normal brand that I use to buy. But something I 

would wish for is to see pictures of the product to see the design, which I believe reveals a lot 

about a company.”  
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 R7: “I think I would continue buying the regular products that I usually buy until I get more 

information about this brand.”  

 

Fog et al. (2010) argued that the physical product does not always matter, it could lie in the story 

behind it since the story impels the bond between the company and the consumer. This was seen 

in the empirical data gathered from the interviews, the more information and story behind the 

product the respondents got, the more confident were their answers and their openness to switching 

to the other brand. Thus, since low involvement products carry low risk (Doyle, 2016) and the 

empirical data showed the vulnerability of switching to a different brand, the authors of this study 

find brand loyalty as described by Aaker (1991) as one of the most important components, 

decreasing the sensitivity of switching to a competitor.  

 

A positive brand experience were in literature discussed by many researchers to have influence on 

the brand loyalty positively (Brakus et al., 2009; Van Der Westhuizen, 2018), where Van Der 

Westhuizen (2018) implied that the enhancing of a brand experience is key to obtain brand loyalty, 

and researchers in the literature discussed how an emotional appeal is evident to enhance the brand 

experience (Ding & Tseng, 2015; Van Der Westhuizen, 2018). Storytelling could be seen as an 

emotional appeal to brand experiences (Fog et al., 2010; Escalas, 2004; Herskovitz & Crystal, 

2010; Kaufmann, 2003) which could be confirmed by the empirical findings derived from the 

study conducted. The dimensions contributing to brand equity were in the different aspects seen 

enhanced and the proposed conceptual framework could therefore be confirmed.  
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6. Conclusion 

In this section, a summary is made of the analysis which will fulfill the purpose of the study.  

 

The purpose of this exploratory study was to gain a better understanding of storytelling and explore 

how storytelling could be used as a marketing technique to enhance the brand experience among 

consumers when dealing with a low involvement product and contribute to the value of a brand. 

To answer the purpose, the study was implemented through an experimental case study using a 

multiple case design, investigating two brands in the low involvement industry, Chobani and High 

Brew Coffee. A conceptual framework was developed to portray the connection between the 

components of the study. Data was gathered from interviews and cross-referenced with the 

secondary data collected in the early stages of the study. The empirical data and analysis were 

categorized through the dimensions of brand equity to be able to look at the effect of storytelling 

in the areas that contribute to the value of a brand, and how the brand experiences were either 

enhanced or not in these areas.  

 

The study demonstrates how a brand story may have a positive influence on the following factors:  

 

• The purchasing intention towards low involvement products, seen enhanced among the 

storytelling respondents  

• Removed skepticism toward the brands, when consumers were exposed to storytelling 

instead of pure facts, the skepticism toward the brands were removed  

• Brand recall and recognition were seen to change positively by storytelling, the storytelling 

respondents were all able to recall more information about the brands compared to the non-

storytelling respondents, and brand awareness was therefore increased  

• Emotional ties, instead of relating to only the functional attributes of the brand, emotional 

attributes were put forth by the storytelling respondents   

• Perceived quality and willingness to pay, the dimensions related to perceived quality were 

all seen enhanced as well as the quality and willingness to pay were shown to be higher  
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• The perceptions of the brands, the overall consumer perception was seen to be positively 

affected among the respondents portrayed to the brand stories  

• The understanding of the brand values, a more decorous understanding of the values was 

developed  

• Brand loyalty, the underlying factors contributing to brand loyalty, which also can be 

viewed as a result of brand equity, were seen enhanced  

 

Several factors were seen enhanced and positively influenced by storytelling, thus some were 

shown to not diverge as expected. The general first brand impressions did not differ as extensively 

as discussed in theory in between the two respondent groups, thus seen enhanced on both sides.  

 

In conclusion, the consumer brand experience with a low involvement product can be enhanced 

with the use of storytelling in the dimensions underlying consumer-based brand equity, including 

brand awareness, perceived quality, brand associations, and brand loyalty. Storytelling is an 

effective tool to help communicate the core brand values to consumers, as well as to develop a 

more decorous perception of a low involvement brand and to establish a stronger position in the 

consumer mind. Hence, storytelling should be highlighted even further in future brand and 

marketing management research.  
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7. Discussion 

In this section, the research is concluded with a discussion about the empirical findings and an 

outline of limitations and suggestions for further research is presented.  

7.1 Limitations 

The authors of this study would like to acknowledge some restrictions and limitations when 

conducting the research. The research was conducted within an academic environment, where a 

limited time frame of approximately five months was present. The time frame had an effect on the 

authors’ decisions of data collection and methods, where certain weaknesses of the study include 

the time and depth of the interviews conducted. A different approach could have been taken on to 

gather a more extensive amount of primary data, where the authors could have interviewed experts 

in the field to gather a more profound understanding of the field of study.  

 

Furthermore, a small sample was chosen for the study conducted only including students at 

Jönköping University, which could have been extended to investigate more consumer segments to 

gather more generalized data and gain a broader understanding of the field. Another limitation 

present was the investigation of two brands only in the low involvement segment, where more 

brands could have been investigated to gather more generalized data as well.  

 

The study conducted used an experimental case design where the experiment was limited to brand 

stories presented on the company websites. The experiment could have been amplified by gaining 

a practical insight to storytelling, where storytelling could have been introduced in multi parts of 

the brand experience, such as presenting the physical product and the servicescape, as an example. 

To be able to generalize the results, the need for further investigation on consumer responses in 

relation to storytelling in low involvement context needs to be made. In our study, the experiment 

seemed to add little to the brand associations, where a more thorough experiment could have 

contributed.  
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Lastly, the authors had a lack of experiences in writing a research paper which included limited 

knowledge in the field and also in the process of writing a thesis, which could be seen as a 

limitation. However, this resulted in the authors developing academic skills and knowledge both 

in the field of storytelling and branding, but also in establishing a thesis.  

7.2 Future research 

Some may argue that storytelling can be adapted in different ways depending on various factors. 

Due to the limitations discussed above, the research included the brand stories presented on the 

websites, thus storytelling can work differently for different brands and further research on various 

types of stories are needed. The research conducted took on a consumer perspective, thus further 

research is needed on the managerial perspective. The value of top-of-mind brand awareness could 

be investigated even further in the low involvement context. More practical research is proposed 

in the field of low involvement and consumer responses, and what marketing tools are the most 

effective in this area.  

 

This study solely focused on Generation Y and a smaller sample size was used with students at 

Jönköping University, where the limitations above implied further research could be conducted 

with a relatively larger sample size. Interesting results may appear if future research focused on a 

sample size with a higher income and if the income would have an effect on the result. Another 

recommendation for future research by the authors is the comparison between the effect of 

storytelling in the two areas of low involvement and high involvement.  
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Appendix 2  
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Appendix 3  

Information to High Brew non-storytelling respondents 
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Information to Chobani non-storytelling respondents 

 
  



 73 
 

Appendix 5  

  



 74 
 

 

 
  



 75 
 

 

 
  



 76 
 

Appendix 6  

Participation agreement 
 

 


