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ABSTRACT: Today, social media is not just for
scrolling and entertainment purposes, it has become a big
space where brands connect with people and engage
through their content. “Stories That Sell Feelings”, this
topic talks about how brands use emotional storytelling
on platforms like Instagram, YouTube, and TikTok to
connect with their target audience. Instead of only talking
about product features, brands share relatable stories,
real-life situations, and values that make people feel
something. When people feel emotionally connected, they
are more likely to trust the brand, remember it, and even
buy from it. This study focuses on understanding how
emotional branding on social media influences consumer
thinking, feelings, and buying decisions, especially among

young people.
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Consumers.

INTRODUCTION

In today’s time, branding is not the same as it used to be
earlier. Before social media became so popular, companies
mostly promoted their products through television,
newspapers and radio. Marketing at that time was more
direct and one-sided. Brands would show advertisements
and customers would just watch them. But now, because
almost everyone uses smartphones and social media every
day, the whole system of branding has changed. People are
always online, scrolling through Instagram, watching
YouTube videos, or checking updates. So, brands also had

to shift their focus to digital platforms.
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From what I have observed, people do not really pay
attention to direct advertisements anymore. Most users
skip ads or scroll past promotional posts very quickly.
They prefer content that feels real, relatable and
interesting. That is why storytelling has become an
important strategy in social media marketing. Instead of
directly saying “buy this product,” brands try to tell a
story that connects emotionally with the audience. When
people feel emotionally connected, they tend to
remember the brand and trust it more. However, not
every story creates the same level of impact. Some stories
feel genuine while others feel forced. So, through this
research, [ want to study how storytelling on social media
helps in building emotional connection, engagement and

loyalty towards brands.

THEORETICAL FRAMEWORK

To wunderstand how storytelling builds emotional
connection on social media, I am using four main
theories related to branding and consumer behaviour.
These theories help in explaining why people feel
connected to certain brands and how stories influence
their thinking.

The first theory is Emotional Branding Theory. This
theory says that people do not always make decisions
purely based on logic. Many times, emotions play a
bigger role. For example, if a brand makes someone feel
inspired, happy, or understood, they may prefer that
brand even if other brands offer similar products.
Emotional connection creates trust. In my view,

storytelling supports emotional branding because stories
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naturally include feelings and real-life situations. When
people relate to a story, they feel closer to the brand
behind it.

The second theory is Narrative Transportation
Theory. According to this theory, when people become
deeply involved in a story, they mentally enter the story
and imagine themselves as part of it. For that moment,
they are not just watching content, but actually
experiencing it in their mind. Because of this
involvement, they become more open to the message that
is being shown. On social media, this can happen very
quickly, especially through short videos, reels, or
emotional posts. If the story feels relatable or realistic,
viewers may connect with it without even realizing that
it is part of a branding strategy. This mental involvement

can positively influence their perception about the brand.

The third theory is Brand Attachment Theory. This
theory explains how emotional bonds are formed
between consumers and brands over time. When a brand
consistently communicates values, emotions, or
experiences that match a consumer’s personality,
attachment starts developing. It is not just about liking
the product, but about feeling personally connected to the
brand. In my opinion, storytelling plays an important role
here because it gives the brand a more human image.
Instead of appearing as just a company selling products,
the brand feels more real and relatable. This emotional

attachment can later lead to loyalty.

The last theory used in this research is Consumer
Engagement Theory. This theory focuses on the
interaction between brands and consumers. On social
media, engagement can be seen through likes, comments,
shares, and discussions. From what I have observed,
content that tells a story usually creates more engagement
compared to direct promotional posts. When people feel
emotionally connected, they are more likely to respond,
share their thoughts, or even recommend the brand to
others. Increased engagement also strengthens the
relationship between the brand and its audience.

Together, these theories help in understanding how
storytelling can influence emotions, attachment, and
engagement, which are important elements of emotional

branding on social media.
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BRIEF LITERATURE REVIEW

Emotional branding and storytelling have become very
important in today’s marketing. Researchers found that
emotional advertisements are more effective because
they help consumers remember the brand and feel more
connected to it.

Storytelling also helps in increasing engagement. When
brands share real and relatable stories instead of directly
promoting products, consumers trust the brand more.
Short videos and visual content are more effective

because they quickly grab attention.

However, storytelling works differently on different
social media platforms. So, this research studies how
storytelling helps in creating emotional connection,

increasing engagement, and building brand loyalty.

STORYTELLING ON
PLATFORMS

SOCIAL MEDIA

Social media has changed a lot how brands communicate
with consumers. Earlier, brands only used to focus on
promoting their products. But now, brands also share
stories so people can understand the brand better. This
makes the brand feel more real and people can relate to
it more efficiently. Because of this, consumers slowly
start trusting the brand. Different social media platforms
have different features, so brands share stories in

different ways on each and every platform
Instagram

Instagram is mostly used for reels, photos, and stories.
Since reels are short, people watch them easily. Brands
like Nike post videos of athletes and their journey, which
people find inspiring in every way possible. Dove posts
about real people and real situations, which makes people
relate to the brand more and thus builds trust towards the
brand.

YouTube

YouTube allows longer videos, so brands can explain
their story properly. Brands like Google India and Apple
share emotional and real-life videos. This helps

consumers understand the brand and trust it more.
Facebook
Facebook is mainly used for sharing posts and

connecting with people. Brands post relatable and simple

content. For example, Zomato posts funny and relatable
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things about food, which people enjoy and connect with
and find it more relatable.

TikTok

TikTok is popular for short videos. Brands share simple
and real videos which people can easily understand. This
helps brands connect with people in a quick and easy

way.

HOW PEOPLE FEEL AND THINK

Emotional branding means connecting with people’s
feelings. When we see advertisements, we may forget the
words, but we remember how they made us feel. That

feeling stays in our heart for a long time.

On social media, companies do not only want to sell
products. They want to connect with people. When
people feel close to a brand, they trust it and choose it

again later.

Brands use different feelings to build this connection.
One feeling is remembering happy old days. When
brands talk about school, childhood, holidays, or family
time, people feel happy and comfortable. They enjoy
such posts and like or share them.

Another feeling is motivation. Many brands share stories
about people who face problems but do not give up.

These stories make people feel strong and inspired.

Slowly, people start connecting these good feelings with
the brand.

Today, many brands also talk about real-life problems
like stress or low confidence. When people see this, they
feel understood. They feel that the brand cares about
them. This makes the brand look kind and supportive.

When brands reply to comments and share real behind-
the-scenes pictures or videos, people feel special and

included. This makes the bond stronger.

Feelings spread very fast online. If a post makes someone
happy or emotional, they share it with others. That is why
emotional posts become popular quickly.

When people feel emotionally connected to a brand, they
stay loyal. Even if another product is cheaper, they still
choose the brand they trust.

In simple words, feelings help brands grow and connect

strongly with people.
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CASE STUDY
Here are some brands that use feelings in a smart way:
Nike — Power and Strength

Nike shows stories about being brave and working hard.
Its ads show athletes and normal people facing
challenges. These stories make people feel strong and

confident.
Dove — Beauty and Confidence

Dove talks about loving yourself and accepting your
natural beauty. It shows real women instead of perfect

models. This makes people feel respected and important.
Coca-Cola — Happiness and Togetherness

Coca-Cola connects its drink with happiness and sharing
moments with family and friends. It becomes part of

joyful memories.
Apple — Creativity and Modern Life

Apple talks about creativity and expressing yourself.

People feel smart and modern when they use its products.

HOW STORYTELLING ON SOCIAL MEDIA
BUILDS EMOTIONAL CONNECTION WITH
BRANDS

Research Methodology

The research methodology for this study involved a
mixed-methods approach, combining both qualitative
and quantitative data collection strategies to
comprehensively understand how storytelling on social

media fosters emotional connections with brands.

Qualitative Approach

The qualitative aspect of this research involved
conducting in-depth interviews with social media users
and brand managers. Participants were selected using
purposive sampling to ensure diversity in age, gender,
and brand engagement levels. Semi- structured
interviews allowed for open-ended responses, providing
rich, detailed insights into personal experiences and

perceptions regarding storytelling on social media.
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Quantitative Approach

To complement the qualitative data, a quantitative survey
was distributed to a larger sample of social media users.
The survey included Likert-scale questions aimed at
measuring the frequency of engagement with brand
stories, the emotional impact of these narratives, and the
level of brand loyalty fostered through storytelling. Data
was collected over a two-month period and analyzed
using statistical software to identify patterns and
correlations.

CONCLUSION & IMPLICATIONS

This research underscores the significant role storytelling
plays in building emotional connections between brands
and consumers on social media. Authentic, relatable, and
engaging narratives are pivotal in fostering these bonds,
which in turn can enhance brand loyalty and consumer
trust. For marketers, this highlights the importance of
investing in storytelling strategies that resonate with their

target audiences.

The findings suggest that brands should focus on creating
narrative-driven content that aligns with consumer values
and encourages interaction. Additionally, the emotional
connections formed through storytelling can serve as a

competitive advantage in the crowded digital marketplace.

SCOPE FOR FUTURE RESEARCH
While this study provides valuable insights, there are

several avenues for future research:

e Cultural Differences: Investigating how
storytelling on social media is perceived across
different cultural contexts could provide a more

comprehensive understanding of its global impact.

e Platform-Specific Studies: Examining the
effectiveness of storytelling on various social
media platforms individually could offer more
tailored strategies for brands.

e Longitudinal Studies: Conducting longitudinal
research could help in understanding the long-
term effects of storytelling on brand loyalty and

consumer behavior.

By exploring these areas, future research can continue to
build upon the foundation laid by this study, further
elucidating the power of storytelling in the digital age.
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