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Abstract: In the fast-paced digital era, social media had made its mark on the process that brands now undergo to 

create, share, and develop their narratives. Whereas traditional broadcast-type messaging has existed for years, 

these platforms offer participatory, real-time storytelling forms with which target audiences deeply connect. This 

systematic literature review addresses how social media has become instrumental in contemporary brand 

narratives. The review synthesizes studies' findings, highlighting emerging trends such as authenticity, emotional 

engagement, and content co-creation. It also identifies influencer marketing, content formats, and the evolution of 

crisis communication as the ways these mediums shape brand perception. A brand can now reach out directly to 

consumers through social media, but it poses a few challenges, some of which include managing the authenticity of 

messages and maintaining consistency in an ever-changing digital space. The derived information will help brand 

managers, marketers, and researchers maneuver through this newly established ecosystem and build powerful 

brand narratives thereby fostering trust and loyalty from the consumer.. 

Keywords— Brand narratives, social media, user-generated content, influencer marketing, brand engagement, digital 

storytelling. 

I. INTRODUCTION 

 

Social media is now one of the most popular tools for brand communication. It gives the companies 

platforms like Instagram, Facebook, and Twitter to build and share stories into a universe of malware. 

These visually compelling mediums are highly effective in fashioning magnificent brand stories. The 

study aims to look at the use of social media as a dynamic space intervening in brand narrative 

construction by interrelated strategies: visual content, influencer partnership, branded storytelling, 

community interaction, and co-creation of value. 

With the changing nature of social media user expectations, new trends are evolving in brand 

communication strategies. These include an emphasis on authenticity, evoking emotional appeal, and 

co-creation with consumers. By using UGC, brands align their communications to customer demands 

and develop emotional ties that build trust and loyalty. Through visual storytelling and interactive 

formats, the brands get to distinguish themselves amidst the very large web clutter. 

Whilst the study describes various factors of success for social branding, it also touches upon 

challenges faced by brands in keeping a consistent narrative across platforms, responding to public 

crises, or reacting in a timely manner to changes in consumer sentiment. A well-recognized success- 

factor lies in navigating ever-changing algorithms and digital environments upon which the brand's 

narratives must resonate juxtaposed with the audience. Thus, this paper presents three takeaways from 

effective social media branding: deliver engaging experiences, listen to how audiences react and 

respond to the feedback. Engaging KPIs like engagement rates and sentiment analysis, in turn, offer 

an evaluation of how well a brand story establishes a fruitful connection. 
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Research Objectives and Questions 

In the first place, the objective of this study is to synthesize empirical evidence regarding the role of 

social media in brand narrative construction, particularly with regard to visual content, influencer 

partnerships, and consumer engagement.. 

 

Research Questions: 

 

1. How do brands construct narratives through content on social media? 

2. What role do users play in co-creating or reshaping these narratives? 

3. What themes and strategies have emerged in empirical studies examining social media's 

influence on brand storytelling? 

 

Contribution to the Field 

This review presents a comprehensive synthesis of literature on brand stories in social media, giving 

marketing researchers and practitioners not only actionable suggestions but also a foundation for 

future research. It addresses gaps in the literature and recognizes a growing need for theoretical and 

practical models of digital brand storytelling. 

 

Article Structure 

The article begins with the literature review of the themes, then the systematic review method 

description, followed by thematic findings, discussion of conclusions and implications, and ends with 

recommendations for future research. 

 
II. LITERATURE REVIEW 

 

As social media is dynamic in nature, various platforms become prominent for brand communication, 

consumer engagement, and value creation. Various studies examined various facets of how these 

networks impact brand narratives. This systematic literature review combines findings from peer- 

reviewed empirical research, providing a hierarchical appreciation of thematic contributions of Social 

media in impacting brand narratives. 

Social media constitutes a fundamental component of modern communication strategies, enabling 

brands to engage with audiences in a lively environment, build corporate reputation, and convey brand 

purpose (Gómez et al., 2023). Beyond the corporate sector, influencer communication is being 

strategically utilized by non-profit organizations to support advocacy goals and community 

development as well (Duckwitz & Zabel, 2024). As suggested by the sources, technology and social 

networks have assumed a focal position in marketing systems as individuals and organizations are 

embracing social technology advertising (Dwivedi et al., 2020; Chakravarthy et al., 2024). The growth 

of the platforms offers firms rich access to their target customers as consumers are devoting almost all 

their free time interacting within the platforms (Gretry et al., 2017). 

Furthermore, social media's contribution to brand image development is not the same for every 

industry. Within health care, for example, hospitals have begun using social media to augment and 

support their corporate communications and brand image strategies reputation with various 

constituents, which involves branding (Aguerrebere et al, 2020). While it does offer some advantages, 

this landscape is riddled with methodological and strategic landmines. Social scholars need to be aware 

of the budding-issues of data protection laws ethics of communication, and artificial intelligence 

content growing influence (Gobena, 2024; Voorveld, 2019). 
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These issues acknowledge the need to examine the application of social media in business branding 

and reputational marketing in a responsible manner, in addition to developing long-term strategies 

within different industries. Social media influencers (SMIs) are now powerful generators of brand 

narratives, leveraging audience size and credibility to influence audience attitudes and action (Balaban 

et al., 2024; Dinh et al., 2023; Matin et al., 2022; Ouvrein et al., 2021; Sun et al., 2021). Twitter, as 

shown by Paliwoda-Matiolanska et al. (2020), supports live conversation and stakeholder dialogue 

through conversational messaging and strategic hashtag campaigns. This is where the brand role and 

influence enter both in developing dynamic and engaging brand communication. 

Rajput and Gandhi (2024) argue that one of the key objectives of influencer collaboration is to 

enhance product awareness and brand awareness through the alleged influence and reach of influential 

individuals. The growing recognition of social media as a "new hybrid element of the promotion mix" 

(Romeu et al., 2022) highlights its indispensable role in contemporary marketing strategies. Social 

media marketing is being utilized by numerous organizations today not only to improve brand 

reputation but also to nurture customer relationships and establish brand loyalty (Salem et al., 2019). 

The creation of engaging, platform-specific content is at the core of this practice, considering it 

directly impacts audience engagement and message exposure (Serbetçioğlu & Gocer, 2023). This is 

particularly the case for small and medium enterprises (SMEs), which are inclined to leverage the 

visual affordances of Instagram to better create brand value and support business performance (Shandy 

et al., 2023). Additionally, customization of brand stories to a platform's specific affordances and 

understanding the cross-platform patterns of engagement is increasingly an emergent necessity 

(Unnava & Aravindakshan, 2021; Shen, 2023). Suryani et al. (2022) also point out that high-quality 

and feature-rich content enhances brand visibility. To enable such action, Tafesse and Wien (2017) 

offer a systematic typology of brand posts by their messaging strategies and offer actionable guidelines 

to marketers seeking to optimize their social media messaging. 

1. Visual Content, Hashtag Networks, and Branded Engagement Strategies 

 

Skinner et al. (2023) conducted a large-scale content analysis of Instagram posts. Their analysis 

stresses the prevalence of visual content in powering brand communication strategies on Instagram. 

Especially effective were hashtags such as #shop, #preloved, #upcycle, and #secondhand, which serve 

as thematic beacons that lead users through values of ethical consumption and sustainability. That 

hashtags such as #vintage and #thrift have high betweenness centrality testifies to how they weave 

together user interests that fragment in different ways (Velasco-Molpeceres et al., 2022). Loukianov 

et al. (2022) emphasized that insight into hashtag networks provides essential knowledge for brands 

that aim to improve thematic coherence and influence on social media. Barreto et al. (2020) analyzed 

how omnichannel retail brands use Facebook to involve consumers with branded content, employing 

a mixed-methods design with Pearson correlations to measure impact. Their findings confirm that 

emotionally stimulating, interactive, and creative-rich content elicits stronger user engagement. 

Although Facebook-specific, their engagement model has applicability to Instagram, where visual 

storytelling, authenticity, and brand personality projection are critical components of narrative creation. 

2. Influencers Collaborations and Disclosure Practices 

 

Sánchez et al. (2024) explored how social media influencers (SMIs) perform the role of cultural 

intermediaries, representing corporate identities alongside their personal brands—particularly in the 

luxury fashion brand sector. Influencer credibility, brand-fit, and the size of followers were identified 

as key determinants of user engagement. Interestingly, the presence of disclosure hashtags has a 

noteworthy effect on consumer attitudes, with transparency and authenticity affecting trust and 
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behavioral responses. These findings endorse the overarching hybrid role of influencers as both 

creative producers and strategic brand communicators. 

Likewise, Johnson et al. (2019) demonstrated that native advertising, when designed to look like 

organic posts, positively influences brand attitudes and purchase intentions. However, as shown by 

Saternus et al. (2024) and Naderer et al. (2021), over-disclosure can have a backlash effect when 

perceived as inauthentic. Perceived similarity between the influencer and the audience moderates this 

effect (Balaban et al., 2021; De Araujo et al., 2024), which lends credence to the importance of 

relational credibility for influencer-brand collaborations. 

3. Content Format, Timing, and Platform Strategy 

 

Cuevas-Molano et al. (2022) showed that content format and posting time are the determinants of 

Instagram post success. Brief formats like Stories and Reels, which post at the appropriate times, 

enhance visibility and interaction. This aligns with broader consumer demand for visual and bite-sized 

content. 

Drossos et al. (2023) also pointed out that content vividness, interactivity, and emotionality of 

content affect both passive (likes, views) and active (comments, shares) engagement. Oliveira et al. 

(2021) and Fox et al. (2019) also provided that messaging actions should be tailored depending on 

whether visibility or content sharing is the objective. Swaminathan et al. (2022) also observed that 

language used in brand-consumer social media interactions offers informative data for formulating 

strategic content approaches. 

4. Peer-Driven Storytelling, Narrative Transportation, and UGC 

 

Van Laer et al. (2018) examined narrative transportation, establishing that user-generated content (UGC) has 

a more immersive impact compared to professionally created content. This is because UGC involves higher 

identification, credibility, and emotional investment.Social media has erased the boundary between narrator and 

audience, enabling consumers to become co-authors of brand stories. 

This open-source narrative system endows consumers with power as co-creators of meaning. Bonilla-Quijada 

et al. (2023) supported this view, naming that peer-generated content, such as reviews and testimonials, as more 

trustworthy than official brand messaging. Voorveld (2019) noted how social media has democratized narrative 

control, shifting influence away from corporations to active communities. Delafrooz et al. (2019) also argued 

that social proof, peer behavior, for example, influences how consumers form their brand relationships. 

5. Social Capital, Brand Communities, and Co-Creation 

 

Hanifawati et al. (2019) and Kusuma et al. (2024a, 2024b) explored how Instagram brand communities are 

formed from low-effort behaviors like browsing and liking that are deeper engagement in the context of trust 

and reciprocity (Martínek, 2021). They consider how emotional and social bonds underlie community identity 

to reinforce brand loyalty. Arango et al. (2025) and Alwash et al. (2021) separately examined how Instagram 

visual storytelling aids in brand identity and value communication. Arango et al. found that visual content plays 

a significant role in organizational perception, while Alwash et al. linked brand-generated content to eWOM. 

Vrontis et al. (2021) also pointed out that engaging influencer content with compelling visuals incites consumer 

behavior and reinforces positive attitudes. Collectively, these studies establish that Instagram facilitates co- 

creation of brand meaning through active user engagement. 

6. Brand Practices and Strategic Outcomes: Sectoral, Measurement, and Future Challenges 

 

Ulas & Vural (2019) demonstrated how luxury brands leverage social media to reinforce identity, facilitate 

exclusivity, and maintain consumer relationships. These brands utilize social media's extensive reach, 
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interactivity potential, and community building aspects. In B2B contexts, social media facilitates knowledge 

sharing and long-term client relationships. 

Sustainability-based storytelling, as exemplified in Rosário & Dias (2023), Vasiliu et al. (2023), and Zhou et 

al. (2021), is being used more to establish emotional relationships founded on shared values. To ascertain the 

influence of social media, researchers employ a variety of methods, ranging from questionnaires and 

econometric modeling to content analysis (Adetunji et al., 2018; Lima et al., 2024; Lin et al., 2023). Fayvishenko 

et al. (2023) proposed quantitative frameworks linking digital marketing investment to market value, prioritizing 

financial accountability in narrative strategy. Lee et al. (2018) insisted that digital content needs to influence 

perception and behavior, while Swaminathan et al. (2022) advocated for linguistically driven brand listening. 

Instagram offers immersive and interactive branding spaces but also involves threats. Drossos et al. (2023) noted 

that it is hard to create content with long-term resonance in media-saturated environments. Sadek et al. (2018) 

noted the risks of uncontrollable UGC, and Ulas & Vural (2019) emphasized heightened ethical concerns in 

digital branding. 

Fayvishenko et al. (2023) called for more research on platform affordances, cross-cultural difference, and 

emerging technologies like AI. Future research must undertake longitudinal, ethnographic, and experimental 

designs to track shifting narrative strategies and more explicitly understand cause-effect dynamics of online 

storytelling. 

 

 
Figure 1. Key Themes in Social Media-Based Brand Communication 

 

This figure illustrates a hierarchical structure of key themes and processes contributing to brand 

communication effectiveness on social media platforms. 

 Top Level: 

The top of the figure is a foundational element in social media marketing. This reflects the centrality of 

visual cues (such as color, design, and composition) in shaping brand perceptions and recall. 

 Second Level: 

1- Influencer Collaborations – Who extend the brand’s reach and authenticity. 
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2- Consumer-Generated Collaborations – Incorporation of user-generated content, such as reviews and 

testimonials, which add authenticity and social proof to brand messaging. 

3- Emotional & Interactive Content – Engaging content that elicits emotional responses and fosters 

participation. 

 Third Level:

These three merge to the final step of narrative deployment: 
Strategic Use of Hashtags – Hashtags as directions and community identifiers which intensify visibility of 

content and facilitate thematic conversation. 

Community Engagement – The establishment of conversations and reciprocal relationships between the 

brand and the audience, a feature of social media's active culture. 

Narrative Flow & Timing – Aims to make the stories of the brand appear at optimal times and in formats 

that resonate with target audiences, increasing narrative coherence and impact. 

Together, this picture depicts the interconnected paths along which these elements converge to shape brand 

communication through social media. It emphasizes the reality that a brand's narrative is not a fixed entity but 

rather an interactive process that requires strategic timing, sincerity, and ongoing engagement.. 
 

Figure 2. Influencer Disclosure and Credibility Framework 

 

This figure focuses on the mechanisms underlying influencer marketing effectiveness and its influence on 

brand narratives. 

 

 Influencer Brand Narrative Effectiveness

At the top is the desired outcome—effectiveness in brand narrative communication through influencers. This 

node sets the stage for the critical factors influencing how influencers shape brand perceptions. 

 

 Two major factors influence effectiveness:

1- Disclosure Transparency – Refers to whether and how influencers disclose brand partnerships. 

Transparency is a double-edged sword: it can boost trust if handled well but may also reduce message 

credibility if perceived as forced or inauthentic. 
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2- Authentic Self-Presentation – Focuses on how influencers present themselves in relation to the brand. It 

is key to audience trust, as followers are more likely to engage with influencers whose storytelling feels 

genuine and relatable. 

 

 Outcomes: 

These two factors cascade down to shape two primary consumer perceptions: 
Perceived Credibility – The degree to which followers trust the influencer’s message and view it as reliable. 

Perceived Relatability – How closely followers feel they identify with the influencer’s persona and lifestyle. 
 

Ultimately, this framework underscores the dual nature of influencer effectiveness in brand narrative 

construction. It highlights the importance of balancing transparency with authentic storytelling. 

These diagrams illustrate the interconnected roles of content strategy, influencer dynamics, and user 

participation in shaping Social media-based brand narratives. They also depict the complexity of engagement 

strategies within the Social media platform. 

 

 

III. METHODOLOGY 

Based on the literature review provided, the study attempts to investigate how Social media facilitates the 

creation of modern brand stories. While previous research has illuminated a wide variety of topics—everything 

from visual attractiveness and influencer interactions to peer-to-peer narrative and community engagement— 

there remains an ongoing need for systematic synthesis both to aggregate these findings but also to evaluate 

them through a well-defined, replicable methodology. To achieve this, the following section elaborates on the 

methodological framework used in conducting this systematic literature review, including selection criteria, 

search strategies, and methods of analysis that were used to sift and synthesize data from peer-reviewed articles. 

This helps in ensuring the reliability, relevance, and academic rigor of findings presented. Following PRISMA 

guidelines, a structured and transparent approach was adopted to collect, screen, and analyse relevant academic 

literature. This approach can be defined as a review of an existing body of literature based on a transparent and 

reproducible methodology in searching, assessing its quality, and synthesizing it with high objectivity. Kraus et 

al. (2020). 

Methods used in conducting systematic reviews were developed to minimize the risk of selection, publication, 

and data extraction bias in the review (Nightingale, 2009). 

 

The review process was conducted based on the following steps: 

A. Search Strategy and Data Sources 

The literature search was performed on two main academic databases: Scopus and Web of Science, as both 

of these databases are known to provide extensive coverage of original peer-reviewed journal articles (in 

communication, marketing, and social sciences). The search terms were “brand narrative”, “brand 

communication”, and “social media”. 

B. Time Frame 

The publication selection was limited to studies released from 2014-2025, to capture developments and 

trends of digital branding and social media marketing and their impacts. 

C. Inclusion Criteria 

The work selected for this review was from 2014 to 2025, to make the article reflect the most recent insights 

with greater scientific accuracy. Results included only those of specific relevance to our research, and if they 

met the following criteria: 

 

 Written in English 

 Focused on topics related to Business, Communication, Management, Economics, or Interdisciplinary 

Social Sciences 
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 Contained at least one of the specified keywords 

 Available as open-access full-text articles 

 

D. Screening and Selection Process 

The initial search generated a total of 1231 articles (459 Scopus + 772 Web of Science) collected from each 

database. After removing duplicates and title, and abstract screening, 971 articles remained. These were then 

assessed in full-text, resulting in 337 eligible studies. Following the application of inclusion and exclusion 

criteria, 132 studies were ultimately included in the analysis. This study followed a pre-defined, systematic, and 

transparent process to select articles, minimizing the risk of selection bias, according to the PRISMA guidelines. 

The two databases were selected as they provide comprehensive coverage of peer-reviewed literature across 

communication, marketing, and social sciences, which increases the review in breadth and reliability. 

The selection process is presented in a PRISMA diagram. (Figure 3) 

E. Data Extraction and Analysis 

The data from the chosen studies were extracted manually and arranged using Excel. The extraction included 

study purposes, methodologies, main results, studied platforms, and themes. Two meta-coding phases were 

conducted to identify emerging themes and patterns across the literature. These themes formed the basis for the 

structured sections presented in the literature review. 

This methodological approach ensured a rigorous and transparent synthesis of existing research, contributing 

to a comprehensive understanding of Social media’s role in modern brand storytelling. 

 

Figure 3. Literature search process – PRISMA 

(n= 459) (n= 772) 

(n= 971) 

(n= 645) (n= 308) 

(n= 337) (n= 226) 

(n= 109) 
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IV. THEMATIC SYNTHESIS OF FINDINGS 

Several researchers have outlined the important strategic uses of platforms to support public dialogue and 

other ways of engaging stakeholders (Paliwoda-Matiolanska et al. 2020). In the same sense, influencer 

marketing is manifested across many platforms to improve visibility and brand recognition (Rajput & Gandhi 

2024). The growing prominence of social media as a "hybrid marketing element" (Romeu et al. 2022) has 

compelled businesses to engage audiences via content promoting their brand image, loyalty, and deeper 

connections with consumers (Li & Xie, 2019 ; Salem et al. 2019; Serbetçioğlu & Gocer 2023). Instagram stands 

out as an example of how creative and interactive brands are adapting to the changing world of branding. 

Iankova et al. (2018) observe that research on social media marketing (SMM) has predominantly been 

business-to-consumer (B2C) in scope, where its applicability is more plausible on consumer interactions and 

behaviors. Social media websites have immensely shifted the organizational communications landscape in most 

industries (Jacobson et al., 2019), with consumer brand engagement (CBE) on social media websites assuming 

a pivotal role in shaping the branding narratives (Khandolkar et al., 2024; Nery et al., 2020). 

Even traditionally objective institutions such as media firms are bending to the logic of social media, shifting 

journalistic norms in the direction of alignment with platform logics—emphasizing the insidious ubiquity of 

social media in narrative production and sharing (Lischka, 2018). Simultaneously, platforms have opened up 

media production, redistributing control over stories and enabling consumers to co-create meaning for brands 

(Lund et al., 2017). 

Empirical evidence indicates that user-generated content (UGC) is generally more effective in influencing 

purchase intention than branded posts or uncovered advertisements (Mayrhofer et al., 2019 ; Cabrero et al., 

2023). In this context, social media influencers (SMIs) have emerged as prime narrative agents, functioning in 

dual capacities as content producers and trustworthy communicators (Balaban & Szambolics, 2022; Musiyiwa 

& Jacobson, 2023 ; Vrontis et al., 2021). Additionally, social media tools empower sales personnel to engage 

directly with consumers, share brand-relevant information, and shape individualized brand experiences. Their 

effectiveness, however, is largely determined by perceived competence, responsiveness, expertise, and 

reliability (Nnindini et al., 2024; Onem & Selvi, 2024). Usually, its dynamism promotes real-time responses 

and propitious meanings through the collective construction and propulsion of divergent consumer voices in 

shaping a brand's perception (Zarei & Bahadorinezhad, 2024). Within this environment, social media 

influencers (SMIs) implement different narrative strategies that are of various intentions, functions assigned to 

brands from which they create meanings of brands, and persuasive tactics they use for followers (Zhou et al., 

2020). 

The following is a summary from the reviewed literature and describes key themes related to how social 

media shapes brand narratives in the digital age: 

 

1. Visual and Aesthetic Branding 
Instagram’s visual-first design prioritizes the quality of images and videos, color palettes, and 

cohesive design. They become critical in ensuring a better brand identity and keeping consistency 

throughout storylines. 

2. Influencer Collaborations 
Influencers serve as narrative co-creators, humanizing brands and enhancing reach. Their ability to 

blend personal storytelling with brand messaging contributes to more relatable and engaging 

narratives (Oliveira et al., 2021; Ulas & Vural, 2019). Belanche et al. (2021) and Pretel-Jiménez et al. 

(2024) emphasize that the credibility of social media influencers and the subjective authenticity of 

their narratives have a significant impact on followers' attitudes and behavioral intentions (Cárdaba et 

al., 2022). These papers refer to the dual role of social media influencers (SMIs) as imaginative 

content creators and trustworthy brand promoters. 

3. Consumer-Generated Content 
Messy interplays of user-generated content are the building blocks of meaning-making of brands 

(posts, hashtags, reviews, tags). In this way, the participatory nature not only builds trust and 

community, but it also redistributes narrative control. User-generated content (UGC), when 
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interpreted through social media metrics, yields fascinating insights into how consumers are reading 

and co-creating brand narratives (Bernardi & Alhamdan, 2022). Influencers have become key players 

in this era, acting as opinion leaders and cultural intermediaries that influence the way brands are 

perceived (Bevan-Dye & Motaung, 2023). According to Bonilla-Quijada et al. (2023), peer- 

recommended content—reviews and ratings—is generally held to be more authentic than corporate 

messages, and this further supports the power of UGC in shaping brand attitudes and buying behavior. 

4. Emotional and Interactive Content 

Posts that provoke emotional responses or solicit user responses, such as polls, questions, or 

comments, make it even more engaging and invite consumers into the storytelling process. They 

have reacted by putting in additional efforts to create content that invites interaction, more 

likely to receive likes, shares, and comments (Handa, 2018; Hanifawati et al., 2019; Zhu & 

Hsiao, 2021). This transformation is a shift away from brand-oriented communication 

towards more inclusive, dialogic consumer models of storytelling (Hanekom & Swart, 2019; 

Rehman et al., 2022). 

5. Timing and Posting Strategies 
The timing, amount, and type of content (stories, reels, carousel posts) all affect both the flow of the 

narrative and user response. However, by spreading out posts, interest is maintained while directing 

the audience’s attention toward the specific content. 

6. Platform-Specific Strategies 
Strategic brand storytelling on Instagram capitalizes on unique features of the platform — hashtags, 

IGTV, filters, Reels — to maximize visibility and meet platform-specific behaviors. Therefore, the 

nature of communication occurring in social media can be regarded as dynamic and decentralized, and 

that, these two facets do bring about brand narrative management challenges, like accepting negative 

feedback, dealing with brand crises, and surviving in fidelity and message consistency within the 

continuously changing digitized situation (Zhou et al., 2021; Zimand-Sheiner et al., 2021). 

7. Brand Type and Context 

The way Instagram is utilized by brands depends on the industry. While luxury brands tend to focus 

on some exclusivity and aesthetic appeal (Ulas & Vural, 2019), more value-driven messaging and 

relationship-building are emphasized by B2B firms (Vural et al., 2021; Fagundes et al., 2022). As 

companies try to build trust in their brands as environmentally and ethically concerned, sustainability- 

related narratives are becoming more and more prominent (Kang & Park, 2018; Vural et al., 2021). 

 

8. Authenticity, Engagement, and the Influence of Multi-Vocal Branding 

Authenticity in social media messaging becomes increasingly critical for brands, as it subsequently 

influences consumer perceptions and responses (Bulmer et al., 2024). Such content includes user- 

generated content (UGC)-that has a lot of importance in discussions from reviews, comments, and 

shared experiences to developing the credibility and perceived authenticity of brand narratives 

(Gkikas et al., 2022; Castillo-Abdul et al., 2021). The measurement of such communication is done 

mainly through social media analytics (Moon & Iacobucci, 2022), such as that of likes, shares, 

comments, reach, and impressions, which provide very useful insights for content optimization in real 

time (Castillo-Abdul et al., 2022; Chakravarthy et al., 2024; Păvăloaia et al., 2019). 

 

In other areas, they favor the development of meaningful relationships by employing interactive content and 

an immediate response to user feedback (Chae, 2021; Oncioiu et al., 2021). The emergence of influencers- 

scattered from celebrities to micro celebrities and even virtual influencers-is, in fact, becoming part of strategies 

in brand communication, with each type affecting the consumer's dimensions: perception and buying behavior 

(Chiu & Ho, 2023; Coll & Micó, 2019). All these developments denote a more general process toward ever 

more interactive and multi-vocal communication frameworks. Social-networking sites thus encompass a 
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strengthening of brand-consumer dialogues and newer types of challenges and enrichment opportunities 

according to narrative control, authenticity, and trust-building (De H Sánchez-Cobarro et al., 2020; Skinner et 

al., 2023; Van Laer et al., 2018). Such cultural differences in social media interaction and consumer responses 

need more research to develop findings that can strengthen globally relevant branding (Buzeta et al., 2023). 

 

Ultimately, this leaves us with several actionable strategies to amplify brand storytelling on Social media 

based on these themes: 

 

 Prioritize authenticity and visual consistency to develop a strong brand identity while evoking 

consumer trust. 

 Engage strategically with influencers who reflect the same values and audiences that align with the 

brand’s mission. 

 Encourage user engagement and content co-creation to create a narrative with lots of texture, 

rather than one focusing purely on your brand. 

 Leverage analytics tools to refine storytelling approaches according to audience reaction and 

engagement patterns. 

 Keep an eye out for trends and platform changes so content stays relevant and reacts to shifts in 

digital culture. 

 

V. DISCUSSION 

 

The results of this review thrust to the forefront that social media is now a communal and collaborative space 

for brand storytelling where stories are no longer monopolized nor controlled over. Social media facilitates 

active co-creation between brands and publics, wherein brand stories become a dynamic process shaped 

continuously by consumer feedback, influencers, and communities. 

A key development in this landscape has been the rise of influencer marketing, which constitutes a substantial 

transfer of narrative control from brands to individuals with inherent credibility and loyal audiences. Influencers 

are trusted intermediaries; authenticity and transparency on their behalf are key to establishing consumer trust. 

Similarly, user-generated content empowers consumers to co-author brand stories, further democratizing brand 

communications and making them more adaptive and relational. 

However, this participative quality also presents strategic dilemmas for brands. Maintaining narrative 

consistency while managing crises in real time and adapting to constantly changing algorithms requires brands 

to be exceptionally agile. The introduction of features like Reels and AI-driven tools only intensifies the need 

for brands to continuously refine their storytelling strategies. 

Throughout these dynamics, the criticality of visual consistency and emotional connection stands out as a 

common thread for strong branding. Yet, the transparent and interactive environment of social media may also 

lead to ethical issues about influencer transparency, and when user-generated content is negative, it may present 

reputational risks. These complexities underscore why robust content planning, active community engagement, 

and thorough audience analysis are essential in digital storytelling. 

Furthermore, the amplification of brand narratives is driven by network effects and key influencers (Ananda 

et al., 2016; Risius & Beck, 2015; Soltani et al., 2023). Creative strategies, such as those identified by Ashley 

and Tuten (2015), play a pivotal role in enhancing brand communication. Understanding how these strategies 

evolve within the broader context of modern marketing and consumer engagement is critical (Rosário & Dias, 

2023; Martínek, 2021). 

Methodologically, the review reveals a heavy reliance on content analysis and sentiment studies. While these 

approaches offer insights into brand tone and audience responses, they fall short of capturing narrative changes 

over time. The lack of longitudinal and experimental designs limits understanding of how brand storytelling 
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adapts to societal shifts, platform evolution, and changing consumer behavior. Future research should address 

these gaps to better explore causal relationships and transformations within digital brand ecosystems. 

Additionally, the findings highlight a need for deeper investigation into the self-perceived authenticity of 

influencers (SMIs) and how this shapes the content they produce—a perspective that remains relatively 

understudied despite its significance (Balaban & Szambolics, 2022; Balaban et al., 2021). 

VI. CONCLUSION 

Overall, this systematic literature review sheds light on social media as an interactive space for brand stories. 

In this regard, scholars describe various strategies and components that allow brands to interact with their 

customers more deeply. The use of strategic visual content, partnership with influencers, compelling brand 

stories, forms of community participation, and co-creation of benefits creates a whole that is associated with 

immersion and emotional connections. Moreover, the use of appropriate hashtags, scheduling, or types of 

content and format allows brands to achieve narrative transportation, allowing brands to forge deep, personal 

connections with consumers. 

SMIs' increasing influence as credible third-party intermediaries highlights the importance of navigating the 

tension between authenticity, transparency, and credibility, as these influence how brand stories are received. 

Also, the sense of co-creation and sharing of active content from consumers are factors to make branding 

become participatory in the era of social media, by which users do not only obtain the information from the 

brands but also construct the identity of the brand. 

Frequent content posting keeps brands in the forefront of customer’s minds (Ahuja & Tabeck, 2024). The 

appearance of social networks has changed the dynamics of communication of brand and narrative creation 

(Alarcón et al., 2018; Mogaji et al., 2016). Especially Instagram has become a stage for collective storytelling 

and interactive exchange that increases the tie between a brand and consumer (Alwash et al., 2021). 

 

While existing research has sought to explore how audiences evaluate influencer authenticity and credibility 

and how such evaluations affect advertising outcomes (Balaban & Szambolics, 2022; Balaban et al., 2021), the 

literature is limited in its exploration of how influencers’ perceptions of their own authenticity shape their 

content creation. Influencers have great power of persuasion through their authority as opinion leaders and 

information coproducers (Dinh et al., 2023; Balaban et al., 2024During crises, there is the opportunity for 

powerful users to shape public opinion, which highlights the need for brands to track real-time conversation 

and strategically position themselves in the digital space (Soltani et al., 2023; Balabanova et al., 2023; Risius & 

Beck, 2015). 

 

These findings notwithstanding, there are still gaps in literature. A large part of the literature regards a B2C 

environment, however in many cases it does not consider longitudinal effects and non Western-markets and the 

usage of emerging technologies such as AI-created content. However, platform-specific affordances, cross- 

platform strategy, and social-cultural and technological environment are all necessary factors to be considered, 

which, we expect, will be addressed in future research. The review also generates a solid basis for theoretical 

and practical development within the domain of digital brand storytelling, particularly in the social media 

context. 

Finally, the highlights the critical roles of visual storytelling, influencer partnerships, and user engagement, 

while also emphasizing the importance of authenticity, strategic content design, and co-creation. These insights 

are invaluable for brand managers and digital marketers looking to navigate the ever-evolving social media 

landscape. 

VII. THEORETICAL AND PRACTICAL CONTRIBUTIONS 

 

From a theory perspective, this review aids in the maturation of the literature on digital brand storytelling by 

providing an organized integration of empirical research that investigates the interdependence between social 
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media characteristics, a user-oriented approach to narrative building, and digital image construction. By 

thematically aggregating findings and especially paying attention to the affordances of platforms such as 

Instagram, it enhances knowledge of how partner brand narratives are no longer uni-linear, but in-time counter- 

constructed valued exchanges by and with the social exchanges unfolding dynamically. The study also advances 

theoretical conversation on narrative transportation, visual branding, influencer believability, and value co- 

creation in digital systems that utilise known gaps in the local models of brand communication. On a practical 

level, the review provides actionable insights for marketers, communication strategists, and brand managers 

facing the complexities of digital media in our society. It lays out best practices for improving audience 

engagement by leveraging authentic storytelling, visual consistency, and strategic use of influencers. Just as 

important, the synthesis inspires the consideration of user-generated content and social listening as proponents 

that induce thinking in a sense of community and build lasting trust over time with audiences. 

Practically, the review provides implementation pathways towards marketing, communication strategy and 

brand management decisions, in a dynamic digital media environment. It lists a best practice with a storytelling 

approach for improving audience engagement, visual consistency, and influencer strategy. The synthesis also 

reminds us of the power of turning to the wisdom of others and usergenerated content and social listening as 

means of both stimulating community-building entanglems and trust and the development or maintenance of 

trust in a longer time horizon. 

VIII. LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH 

 

Although the present narrative review draws broad inferences about current influences of social media on 

brand narratives, many relevant issues remain somewhat unexplored, hence providing a future research agenda. 

Wwhat is justified from a mirroring Instagram’s lopsided (compared to other social media) use by brands in 

terms of the platform’s visual-centric design, as well as wide popularity, could further limit the findings' 

relevance. Future research should aim to conduct comparative analyses of new platforms, each of which comes 

with unique formats of content, engagement mechanisms, and affordances for community-building. Moreover, 

the review’s focus on open-access, English-language literature from certain fields of academia could 

unintentionally overlook cross-disciplinary or region-specific insights, reducing the worldwide significance of 

the deductions made. 

Also, the utilization of artificial intelligence (AI) and new technologies in brand storytelling is another area 

with a lack of comparative studies. While AI has been increasingly applied in content creation, recommendation 

algorithms, and personalized user interaction, its impact on narrative formation has received comparatively 

little attention. Future inquiry could address ways AI-adjacent tools—from generative models to predictive 

analytics—are and will transform the storytelling landscape, both in narrative form and reception, in automated 

brand contexts. 
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