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Abstract - The research explored the importance 
of brand story towards Indonesia’s Gen Z and how it 
affected buying decisions and perception towards the 
brand. It explored if creating a brand story is a central 
element in creating and differentiating Indonesian 
fashion brands that becomes a beneficial tool for 
both business owner and its customer. The research 
was conducted through an exploratory descriptive 
approach by using survey on Indonesian collectivist 
society—those who behave communally based on 
in-group norms including the 84 Gen Z—as well as 
archival research on two similar fashion brands, and 
interviews on one customer and one brand owner. The 
research findings point out that brand stories take a 
positive effect on a customer’s perception towards a 
brand and their purchase decision. While brand stories 
do have an influence in shaping the image of a brand 
as well as becoming a factor in a customer’s purchase 
decision process, other brand attributes such as 
packaging, social media content, and logos also plays 
an important role in a shaping brand image, as well as 
the customer’s final purchase decision. Furthermore, 
the opinions of a key opinion leader about a brand or 
product greatly matters in this society and that people 
are more willing to purchase a product if it has already 
been positively reviewed by a key opinion leader.

Keywords: brand story, Gen Z, brand perception, 
purchase intention, brand image construction

I. INTRODUCTION

Today, Generation Z – or those who was born 
from 1995 onwards – are coming of age and as they 

mature they will make and spend money, as a result 
they become the perfect target for businesses. In 2020, 
Indonesia was populated by 74,93 million Gen Z 
making up to 27,94% of the country’s total population 
(Rakhmah, 2020) and are dubbed as the internet savvy 
for their active use of internet and technology. This 
generation loves immediacy without having to wait 
for long period that shows in their ability to multi-
task (Sriprom et al., 2019; Asyifa, 2021). Although it 
seems that they do not like to work in a team but with 
their dependency on internet especially social media, 
they tend to follow the influences around them, such as 
on their consumption, purchase intention or preferred 
brands (Fitriana et al., 2020).

Throughout history, stories have aided humans 
in understanding and perceiving the world (Escalas, 
2004). Fog et al. (2010) propose that storytelling can 
be used as a tool for brand creation and its concept, 
and today, storytelling is becoming a popular element 
to adapt in marketing. Leading fashion companies and 
other disciplines have already started implementing 
storytelling in their marketing schemes. Well-told 
stories about brands have the potential to influence 
a customer’s feelings, cognitions, and behavioral 
responses, which are evoked by brand-related stimuli 
that are part of the brand’s environment, identity, 
messages, and environment (Lundqvist et al., 2012), 
which all ultimately affect the customer’s overall 
brand experience and later would link to positive brand 
image and customer attachment (Kim & Chao, 2019).

The past decade has brought ready-to-wear 
fashion brands to the forefront of the Indonesian 
fashion scene. Local designers have shifted their focus 
to creating products that are able to be mass-produced 
(e.g. basics), which has led to an increased number 
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of local brands throughout the country that creates a 
tough competitiveness and differentiation dilemma in 
fashion industry in general. Therefore, the question 
of how to differentiate brands from one another has 
become even more challenging for marketers, which 
has resulted in them using the power of stories to 
communicate and form an emotional connection with 
consumers and their markets (Huang, 2010; Hong 
& Cho, 2016; Lindsay-Warren & Ringler, 2021). 
Conveying ideas and concepts through stories could 
be an effective way for consumers to make sense of a 
certain brand (Escalas, 2004) that leads to customers’ 
intention in spreading their experiences with the 
brand and its information (Kang et al., 2020). A brand 
story might also enhance the relationship between a 
customer and the brand (Tsai, 2020) since it possesses 
a utilitarian function and a symbolic meaning that may 
connect and resonate with the customer’s feelings 
and emotions (Herskovitz & Crystal, 2010; Pereira, 
2019). A brand story that is built around a distinctive 
personality can evoke an emotive response from the 
customers (target market), which can form the core 
foundation of any strong successful brand across 
different categories—this happens because when a 
customer is buying a product/service from a brand, 
they are not only buying the tangibles and its functional 
benefits, instead they also look for an emotional benefit 
(Veloutsou & Delgado-Ballester, 2018).

Speaking about culture and behavior in 
Indonesia, previous studies have revealed that a 
collectivist society is at the core of the Indonesian 
social structure (Maulana et al., 2019). Indonesian 
culture revolves around loyalty, conservatism, 
affiliation, and togetherness; as expressed in the term 
“Gotong Royong” -communal work- and “Bhinneka 
Tunggal Ika” -unity in diversity- (Slikkerveer, 2019; 
Nugroho, 2018). Throughout history, Indonesians 
have been known to be communal people (Suwignyo, 
2019), beginning in villagers creating close-knit 
communities, to now communities (work-place friend 
groups, extended families, etc.) maintaining and 
valuing harmony above all else.

Collectivist cultures consist of individuals that 
are interdependent with their in-groups, build their 
behaviour on the basis of in-group norms and behave 
communally (Orji, 2016). Furthermore, as they feel 
involved with the in-groups, they tend to give priorities 
more to the goals of their in-groups – family, friends, 
co-workers – and feel normative pressures to conform 
those goals (Burholt et al., 2018), which may result in 
them straying away from trying new styles of clothing, 
makeup, hairstyles, and more. This event shows that 
they are avid followers of trends and prefer to use 
things that has been pre-approved by their in-group or 
the key opinion leader of that group.

When it comes to retail, collectivist societies are 
more likely to prioritize the needs and wants of a certain 
group (usually their in-group) over their individual 
desires, that the beliefs and opinions of a leader greatly 
influences and reflect people in collectivist societies. 
This manifest can be seen in the form of social media 

influencers using their influence to promote products 
and services from a company, which usually results in 
a portion of their followers purchasing the promoted 
item and at the same time creating a more favorable 
brand image (Nurhandayani et al., 2019). Through 
the influencer’s storytelling as the brand’s people or 
endorser, customers can construct a more detailed 
image or understanding towards the promoted brands 
– its products and service – in a relatable manner 
(Glucksman, 2017), which would then improve or 
worsen the brand personality and image (depending 
on how the influencer delivers the review of a certain 
product or service) (Tong et al., 2018).

In the concept of storytelling, stories are used 
as means of transferring emotions, experience, points 
of view or information, and atmospheres (Tsai, 2020) 
in such a way that the listener learns, understands, or 
experience something through listening. In general, 
stories are more interesting and able to capture the 
audience’s attention which results in them being more 
attentive and involved in comparison to someone 
stating facts (Chen & Seng, 2016). In addition to telling 
stories (Roxo, 2020), humans also process information 
in the form of stories since it helps individuals to 
make sense a situation, organise an event, evaluate 
and cope with emotions. Stories are believed to help 
people form identities and help them connect to the 
outside world in a comprehensive manner (Huang, 
2010) and storytelling is further proven to help aiding 
people in making sense of the world and strengthening 
emotional connections (Herskovitz & Crystal, 2010).

Since people are accustomed to understanding 
the world, their surroundings, and who they are as 
individuals functioning as a member of a society 
through stories, it eventually became a marketing 
method that is widely used today (Huang, 2010). It 
becomes a vital element in advertising, communication, 
branding, and its strategy management for various 
disciplines (Delgado-Ballester & Fernández-Sabiote, 
2016; Dimitrova, 2021). A brand story is a narrative 
construction that communicates the visions, benefits, 
values, development and innovation, and the birth 
of a brand (Solja, Liljander, & Söderlund, 2018). It 
gives consumers a chance to associate brand stories 
with their personal stories or experiences and to 
connect with the brand favourably (Carnevale et al., 
2018) resulting in self-brand connections on a more 
personal level (Huang, 2010). Stories are widely used 
to explain goals, evaluate the actions to achieve the 
goal and to interpret the outcomes of it (Lee, 2020). 
A brand can use the same method to explain the 
establishment of motivations and objectives (He et al., 
2016) whilst evaluating actions, and planning future 
actions to achieve the goals in the form of a brand story. 
Moreover, stories help in aiding the self-introduction 
of a brand (Pan & Chen, 2019) and describing the 
products’ function (He et al., 2016).

Customers are constantly seeking for 
experiences that are attractive to their emotions, 
which stories help creating such experiences (Fog et 
al., 2010). Stories make brands look more interesting 
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that results in customers become brand ambassadors 
who actively share their experiences with their 
close relatives. When a brand is communicated in a 
narrative format, customers would react to the brand 
less critically and minimize negative thoughts about 
the brand in comparison to the time when they find 
the brand in common advertisements (Escalas, 2004). 
Arguably these days, a brand’s physical product 
or service no longer serves as a differentiator in the 
midst of sameness competition. Instead, the difference 
lies in the story and the content of the story which 
includes the vision, mission, culture, history, which 
in turn would churn out the purpose and relevance 
of the brand to its audience. Sustaining competitive 
advantage has become increasingly important in 
this era, and corporate brands can no longer “just 
stand there” they must be out in the world standing 
for something and somehow stories are able to aid 
a competitive differentiation (Hofman-Kohlmeyer, 
2017; Dimitrova, 2021).

Naturally, humans crave for authenticity 
(Cinelli & LeBoeuf, 2020) and are likely to doubt 
whether the information that they received is authentic 
or not. Stories are considered as “true” if it includes 
meaningful values and purposes that aligns with 
people’s real-life experiences. In contrast, a story 
would be inauthentic if it does not align with their 
life experiences or when it seems like the truth is 
distorted or hidden (Huang, 2010). The authenticity of 
a brand story matters greatly as it may aid a customer 
in further understanding the brand. However, it is 
important to note that brands should not stray too far 
from authenticity (i.e., operating the business that is 
nowhere near their claims) since there is a chance that 
a brand might be called out for their inauthenticity and 
dishonesty, which could lead to boycott or mistrust, 
especially in the era of social media, where information 
are easily exchanged between people.

Stories that are told through a first-person 
narrator who tells their own stories and reveal 
personal experiences are more believable than a story 
told by a third-person narrator. This is due to phrases 
containing the word “I” or “we” would resemble our 
daily communication, therefore they are more likely to 
be perceived as authentic inducing favourability and 
trust that will result in a stronger brand image (Huang, 
2010; Ryu et al., 2019). The narrator in a story has to 
be able to get a customer involved in a story in order 
to precipitate emotional or behavioral response—this 
is often demonstrated when an influencer or a public 
figure is promoting a certain product or service through 
their social media platforms.

The plot of the overall brand story is an essential 
part of storytelling since it is the tool that organizes 
a story from beginning to end (Pan & Chen, 2019). 
Having a plot will help customers navigate through 
the story, which would result in them grasping a 
better understanding of the brand and its attributes. 
In branding, the structure of a plot usually begins 
with a clear background information about the brand, 
followed by the introduction of the conflict, then onto 

reaching the climax of the story discussing problem 
and ends with a resolution or solution to the conflict 
(Fog et al., 2010). They become a guide for brand to 
create a compelling story in return for a positive brand 
image; that it must be understandable, spreadable, 
and influential. All in all, a successful and clear brand 
story reflects the brand’s ability to capture the hearts 
and minds of its customers and its willingness to give 
its customers a say or a sense of belongingness within 
the brand (Chen & Seng, 2016).

Mabkhot, Shaari, and Salleh (2017) suggest 
that brands are perceived by the customer in the 
form of brand image. Brand image can be defined as 
perceptions of a brand that is reflective of the brand’s 
associations in the minds of a customer. Additionally, 
the concept of a brand image encapsulates the idea that 
customers look from brands not only for their physical 
functions and attributes, but also the meanings and 
emotions associated with the brand (Išoraitė, 2018). 
Essentially, a brand image is a set of beliefs held by 
a customer about a specific brand—it also tells the 
customer where the brand is positioned within the 
market, and helps them differentiate brands from one 
another. Thus, the construction of a brand image lies 
solely from the customer’s perspective.

A customer can construct a perceived image of 
a certain brand only when the brand in question has 
a specific brand identity that is easily reached by the 
customer, thus, a brand will have to first figure out 
its identity, deliver that through a story, and let the 
customer construct an image of a brand. The identity 
of a brand usually consists of things that are visually 
noticeable, such as logo, symbol, or even colour 
(Ross, 2020; Tarver, 2020), as they enable customers 
to identify one brand from another. Having a brand 
identity will help the brand differentiate itself from 
others, whilst also creating strong brand awareness 
that leads to credibility and trust among customers.

Kapferer (1996) develops a diagram that 
would help brands and customer identify its identity 
to construct an image. The brand identity prism is a 
diagram that illustrates the information between the 
correlation of the brand’s identity (how the brand 
wants to be perceived) and the brand’s image (how the 
brand is perceived by the customer). 

The diagram consists of a hexagon, in which 
each side represents an essential element of brand 
identity as identified by Kapferer (1996). As seen on 
Figure 1, the top two elements represent the picture of 
the sender, which would be the brand, whereas the two 
bottom represents the picture of the recipient, which 
would be the customer that observes or interacts with 
the brand. The left side contains external elements, 
whereas the right holds internal elements (Kapferer, 
1996).

Figure 1 shows an example on how the brand 
identity prism with its six elements is used, and in 
this case, Patagonia will be the example. Patagonia is 
an outdoor clothing brand that specialises in creating 
durable fabrics and garments in an environmentally 
friendly way. The physique represents the physical 
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characteristics of the brand and is argued by Kapferer 
(1996) as being the basis of a brand. Second, the 
personality is the character of a certain brand, this 
segment is where the brand is personified by a 
customer, the process is similar to calling a person 
blunt or sustainable. Third, the culture represents the 
principles and values that the brand stands for, which 
in this case would be reducing environmental footprint 
in the supply chain process. Fourth, the relationship 
represents the relationship that the brand creates with 
its customers. In other words, this segment is based on 
how brands influence their own customers. Fifth, the 
reflection represents how a customer reflects with the 
brand, which is different than how customers perceive 
the brand, this stage talks more about the customers 
who use the brand, instead of the brand. Finally, 
the self-image segment represents how a customer 
perceives themselves while or by using the brand 
(Kapferer, 1996).

The content that a brand puts out for the public 
to see will be the things that help them construct a 
brand image. Moreover, it becomes more critical 
during consumer purchase decision, in terms of brand 
awareness and its recognizability where consumers 
have to choose a brand over other competing brands 
(Chen, 2017; Novansa & Ali, 2017; Ansary & Hashim, 
2018). The fact that brand images are created by the 
customer, the company must create a portrayal of the 
desired brand image through creating a comprehensive 
brand identity to evoke the customer into constructing 
a brand image.

Customers seem to easily permeate with brands 
with personality traits (Aaker et al., 2004). It is defined 
as the set of human personality traits or characteristics 
associated with a given brand (Aaker, 1997). These 
characteristics includes gender, age, socioeconomic 
class, as well as classic human personality traits, 
which are warmth, concern, and sentimentality 

(Aaker, 1996). Earlier studies have suggested that 
an individual has greater preference for the brand 
when there is a greater congruity between the human 
characteristics that describe an individual’s ideal self 
and those that describe the brand. 

Mark and Pearson (2001) propose that the 12 
archetypes are divided into four categories based off of: 
1) stability and control, 2) belonging and enjoyment, 3) 
independence and fulfilment, and 4) risk and mystery. 
Through a marketing standpoint, archetypes are used to 
interact with a customer’s deepest motivations and give 
meanings to the products and brands associated with 
their unconscious desires. It is argued that designing 
a brand story based on archetypes enables a customer 
to form connecting to the brand in a conscious and 
subconscious level; in fact, up to 95% of consumer 
buying decisions are subconscious (Gross, 2017). 
Archetypal brand is able to connote trust between 
the customer and the brand through providing shared 
meanings and values across different cultures—they 
also act as a tool to generate emotional connection 
with the customers in a psychologically compelling 
way that results in user-brand relationship (Sebastian 
et al., 2017). Emotional branding, attachment and 
commitment, would eventually create strong brand 
relationships that reflect on the customers’ loyalty.

The attributes, features, and traits of a brand 
are then delivered to the customers through the brand 
story. Stories act as a carrier of meanings of a brand 
to a customer, and the meanings inside the stories 
can resonate within the customer’s experiences, and 
memories (Huang, 2010). Finding the right story 
to portray to customers can also be found through 
identifying an archetype, since archetypes are 
able to resonate and connote trust with customers. 
Through storytelling, the narrator (brand) can deliver 
information about the brand’s identity, which would 
aid the customer to personify the brand and construct 

Figure 1 Patagonia’s Brand Identity Prism
(source: Authors, 2020)
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an image for the brand. It should be noted that an 
interesting and successful brand story is arguably 
built around a distinctive character or personality. 
It results in evoking an emotive response from the 
customers, which would form the core foundations of 
a successful brand across different product categories 
and industries.

Brand stories in fact enable the brand and 
customer to add symbolic meaning behind the product 
and the brand (Lundqvist et al., 2012). In addition to 
that, stories embrace the values of a brand in ways that 
traditional marketing cannot – having a brand story 
enables the brand to communicate values, spiritual, 
and emotional connection of the brand or organisation 
to target groups (Keskin et al., 2016), leading to an 
increase in customer loyalty and a positive brand 
image (Lundqvist et al., 2012; Hwang, 2017).

Behind every purchase, a customer goes through 
a process in which they determine whether the product 
is worth buying. In relation to that, values are believed 
to influence the behaviours of individuals and provide 
a powerful explanation on customer behaviour (Eibel-
Spanyi & Hofmeister-Toth, 2013). Bullen (2019) 
clarify that the brand that one puts out would reflect 
much more than the product they are selling; a brand’s 
core value shows a customer what the company 
believes in which might enhance the authenticity of the 
brand. In addition to that, Gen Z customers are more 
likely to ask or search about a brand’s values which 
greatly affect their purchasing decisions. Indonesian 
Gen Z are brand-conscious, and they seek for brands 
with uniqueness and personality that could set them 
apart (Kim et al., 2020). In fact, 63% of consumers 
in 35 countries said that they are more likely to buy 
products from companies that reflect their own values 
and will avoid companies that do not (Barton et al., 
2018). 

In correlation with brand image, the value 
of a brand also has the potential to build a positive 
brand image, since stories can relate to a customer’s 
personal experiences, the brand’s core values have the 
ability to enhance the overall customer experience. 
Inherently, the core values of a brand acts as a guide to 
figuring out the brand’s story contents and narrative, 
its actions, visions, as well as its identities. The core 
value of a brand is a direct reflection of who the brand 
really is, thus, before constructing a particular story, it 

is best to figure out the core values of a brand to know 
and successfully deliver the brand’s essence, identity, 
and visions to the customers. It is further formulated 
in Figure 2.

In a culture that values collectivism where 
people are more likely to be influenced than to 
influence, the research aims to explore if creating 
a brand story is a central element in creating and 
differentiating Indonesian fashion brands. It looks into 
the extent to which brand stories influence purchase 
decisions and their impact on brand image, identity, 
and value from the perspective of Gen Z customers 
in Indonesia. Inherently, the overall research objective 
of the research is to look into the importance of brand 
story towards the nation’s young adults and how it 
affects their buying decisions and their perception 
towards the brand, since a brand story could become a 
beneficial tool for business owner to help them stand 
out in the current sameness competition.

II. METHODS

The data are gathered through an exploratory 
descriptive approach by using multi method with the 
application of online survey and archival research 
towards members of a collectivist society as well as 
Gen Z Indonesians. Samples are chosen purposively 
based on the non-probability sampling techniques. 

A total of 84 respondents aged 15-25 are 
gathered for the descriptive analysis through online 
questionnaire that was spread across the nation to give 
an accurate representation of the brand stories’ effects 
towards ordinary young adults in Indonesia. The data 
collection method revolves around two similar local 
brands; Public Culture (Brand 1) and Thanksinsomnia 
(Brand 2) — with the aim to dig deeper insights on 
how the presence or absence of a brand story would 
affect customers’ perception of the brand.

Archival research is focused on two similar 
brands: Calla (Brand A) and Sejauh Mata Memandang 
(Brand B) — comparing how the availability of brand 
story on both brands affecting the brand performance. 
This looks into several criteria: 1) follower count, 
2) promotion method, 3) customer interactions, 4) 
accessibility, and 5) story. The two brands are chosen 
since both brands are offering a quite similar style and 

Figure 2 Research Framework
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similar numbers of followers on their social media yet 
one presents a story with clear vision and missions and 
the other one relies on visuals without a brand story.

Along with the data collected from the 
survey, all data are further validated by the online 
interviews. The interview is done to look into a 
deeper comprehension from the perspectives of both 
a customer and a brand owner on the effects of brand 
stories. Both are recruited as samples because they 
both have experienced with ‘brand’. The brand owner 
and the customer who is also a marketer in a company 
give a first-hand experience and the real data towards 
the importance of a brand story. The interviews are 
done separately and virtually to avoid bias and keep 
the privacy of the two interviewees. Similar types of 
questions are asked with some following questions to 
dig their point of view on the matter.

III. RESULTS AND DISCUSSIONS

The survey finds that 93% of the respondents 
are attracted to the brand with an extensive brand 
story attached to it (Brand 2), which is when they are 
shown the two brands side by side. The outliers point 
out that Brand 1 stands out more and they are more 
focused on its aesthetics of the brand instead of who or 
what the brand is. The 39% out of the 84 respondents 
said they want to buy from Brand 1 (brand with 
minimal background description). The result is a total 
contrast when they are asked about Brand 2. 85% of 
respondents answer the Brand 2’s story tells something 
interesting about the brand that is relatable and makes 
them attracted to buy from the brand.

Figure 3 Survey

Figure 4 shows that customers are more likely 
to choose the brand with story containing value than 
brand with an ambiguous background. Customers 
are more able to construct the desired portrayal of a 
brand when the brand establishes an identity delivered 
through a story, which tells them something interesting 
about the brand. The agreement of values between 

the customer and the brand in fact leads to customers 
favouring the brand more.

Figure 4 Survey:
Which Brand Stands Out The Most?

Figure 5 Archival Research

Archival research is done on two brands; one 
with and one without a brand story. Both brands are 
successful (in terms of sales, marketing, and fame) and 
customers are still actively purchasing their products. 
Despite having unclear brand story, Brand A manages 
to collect sales and awareness through influencer 
endorsements and further line back to the collectivism 
culture in Indonesia that is potent. On the other hand, 
Brand B promotes through celebrities and makes their 
products look and feel more high-end rather than 
relatable. Yet, they are still able to captivate customers 
through their missions, visions, and aesthetic. It is 
believed that even though brand story is important to 
have, other factors like identity and aesthetic would 
also be important factors to include in the creation of 
a successful brand.

Through the interview, it is found that both 
brand owner and customer agree that Indonesian 
brands tend to be similar to one another and tend to 
prioritise style or aesthetics over value, beliefs or 
background. Besides, Indonesia’s collectivism culture 
still plays a major role in Indonesian fashion industry 
and overall influencing the purchase behaviour.

Having clear intangible attributes like story as 
part of brand identity indeed will benefit both brand 
owner and customer in navigating the brand. It serves 
as brand’s navigator in which it makes it easier for 
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customers to understand the identity of company and 
decide whether it is the right one for them. In this 
sense, it could become a competitive advantage in the 
same environment of fashion brands. The brand owner 
believes that the story will tell more about the brand 
as compared to factors like aesthetics or packaging. It 
helps steering the brand into the wanted direction upon 
brand launching and makes it easier for customers to 
personify the brand. People want to showcase who 
they are and are more likely to gravitate towards a 
brand with a clear brand story — in this way, brands 
are there to support the visions of their ideal self.

“People are more likely to purchase from brands that 
represent themselves. You want to feel good about 

buying stuff.”
 – Customer

“Having a brand story and a clear identity automatically 
personifies your brand, it gives your brand a little bit 

of flavor, relatability, and authenticity.” 
– Brand Owner

Today, there are still numerous brands in 
Indonesia with little to no brand story and rely solely 
on visuals and influencers, yet they are still successful 
and manage to have high demand in the market. 
This brought an attention to the fact that Indonesia’s 
collectivism culture does play a role. Furthermore, 
tangible attributes of a brand play just as much an 
important role in branding like identity and value. 
Customers could in fact personify, relate, and structure 
an image of a brand through visuals and other tangible 
aspects as well. However, Gen Z and late millennials 
are believed to have started paying attention to the 
brand and the brands’ beliefs, so eventually there is 
a change in the purchase decision factors and how 
customers shop in general.

IV. CONCLUSIONS

Stories are one of the tools that allow customers 
to receive an experience that is appealing to their 
emotions and dreams. A brand’s core value acts as 
building blocks for the construction of the brand 
identity, which are then delivered to customers 
through brand stories in the hope that customers will 
assign the brand a personality that will lead them to 
construct either a positive or negative brand image. 
All factors intertwine with each other and eventually 
leads to customers’ final purchase decision. Starting 
how key opinion leaders use their storytelling as a 
method to how stories are developed from core values 
that results in the construction of identity, followed by 
the story carrying the brand’s core values and identity 
to its customers for them to assign personalities and 
form an image of the brand.

The research shows that customers would 
differentiate brands from one another through visual 
aspects and content. For some brands, visual aspects 

might be their points of differentiators but for some 
others, content (story or value) is used as a method 
for differentiating in this sameness yet competitive 
market. Brand stories do take effect on the customers’ 
perception of a brand and their purchase intention. 
While brand stories may be a significant factor in 
those two aspects, other factors such as visual imagery 
and aesthetics also takes role in shaping an image as 
well as purchase intention. It is noted that while some 
people may be affected to the presence or absence of 
brand stories, some people simply do not care about 
those factors, and prioritize tangible attributes (visual 
aspects, packaging) over intangible ones (values, 
background beliefs). Furthermore, it adds information 
that visual attributes, hype, and key opinion leader 
(KOL) promotion all chime in to affect the brand’s 
overall recognition, perception, and eventually the 
customer’s final purchase decision.

Creating unique brand stories in a collectivist 
society is to an extent important, but we also have to 
remember that brand stories cannot carry the brand 
alone. We would still need appealing visual attribute 
and correct market positioning and planning for a 
brand to be able to stand out from competitors and 
sustain themselves long-term. With that knowledge, 
brand owners or managers should not rely greatly on 
brand stories alone to generate revenue and become 
successful. There are still a limited amount of studies 
that prove the efficacy of brand stories within a brand 
in collectivist societies, let alone Indonesia. Even if 
brand stories influence revenue, visual attributes and 
a positive endorsement from a key opinion leader 
would greatly matter in this country. For a brand to be 
successful, they must find a balance between the three 
factors.

As of current, the sample sizes for the three 
methodologies are still relatively small and limited. 
Having a bigger scope of study may give future 
research a more objective and accurate answers. The 
research might be beneficial to apply to different age 
group, brands, and different industry to further test 
the importance of brand story. Additionally, it might 
also benefit to look into the link between brand story 
and other visual attributes as how the two would help 
in brand image and identity creation in the midst of 
sameness competition. 

 

REFERENCES

Aaker, D.A. (1996). Building Strong Brands. Free Press, 
London.

Aaker, J. (1997). Dimensions of brand personality. Journal 
of Marketing Research, 34(3), 347-356.

Aaker, J., Fournier, S. & Brasel, S. A. (2004). When good 
brands do bad. Journal of Consumer Research, 31(1), 
1-16. https://psycnet.apa.org/doi/10.1086/383419 

Ansary, A. & Hashim, N. M. H. N. (2018) Brand image and 
equity: The mediating role of brand equity drivers 
and moderating effects of product type and word of 
mouth. Review of Managerial Science, 12(4), 969-



In 
Pres

s

150 The Winners, Vol. 23 No. 2 September 2022, 143-152

1002. https://doi.org/10.1007/s11846-017-0235-2
Asyifa, D. I. (2021). Exploring Indonesian Gen Z digital 

reading issues. In UICELL Conference Proceeding, 
pp. 10-18.

Barton, R., Ishikawa, M., Quiring, K., & Theofilou, B. 
(2018). To Affinity and Beyond: From Me to We, The 
Rise of The Purpose-led Brand (Rep.). https://www.
accenture.com/_acnmedia/Thought-Leadership-
Assets/PDF/Accenture-CompetitiveAgility-GCPR-
POV.pdf#zoom=50 

Bullen, E. (2019). 11 of the best brand story examples. 
(2019, 25 June). Medium. https://medium.com/
nicely-said/11-of-the-best-brand-story-examples-
af098e4ea911

Burholt, V., Dobbs, C., & Victor, C. (2018). Social 
support networks of older migrants in England and 
Wales: The role of collectivist culture. Ageing & 
Society, 38(7), 1453-1477. https://doi.org/10.1017/
S0144686X17000034 

Carnevale, M, Yucel-Aybat, O & Kachersky, L. (2018). 
Meaningful stories and attitudes toward the brand: 
The moderating role of consumers' implicit mindsets. 
Journal of Consumer Behaviour, 17(1), e78-e79. 
https://doi.org/10.1002/cb.1687 

Chen, L. Y. & Seng, L. C. (2016). The influence of 
brand story in building a positive brand image. 
International Journal of Economics, Commerce, and 
Management, 4(10), 686-695. 

Chen, Y. C. (2017). The relationships between brand 
association, trust, commitment, and satisfaction of 
higher education institutions. International Journal 
of Educational Management, 31(7), 973-985. https://
doi.org/10.1108/IJEM-10-2016-0212 

Cinelli, M. D. & LeBoeuf, R. A. (2020). Keeping it real: 
How perceived brand authenticity affects product 
perceptions. Journal of Consumer Psychology, 
30(1), 40-59. https://doi.org/10.1002/jcpy.1123 

Delgado-Ballester, E. & Fernández-Sabiote, E. (2016). 
Once upon a brand: Storytelling practices by Spanish 
brands. Spanish Journal of Marketing-ESIC, 20(2), 
115-131. https://doi.org/10.1016/j.sjme.2016.06.001 

Dimitrova, T. (2021). Giving birth to the brand story of a 
tourist brand–the Know How. World Wide Journal of 
Multidisciplinary Research and Development, 7(2), 
59-64. 

Eibel-Spanyi, K. & Hofmeister-Toth, A. (2013). The 
impact of values on consumer behaviour. 
International Journal of Economics and Business 
Research, 5(4), 400-419. https://doi.org/10.1504/
IJEBR.2013.054255 

Escalas, J. E. (2004). Imagine yourself in the product: 
Mental simulation, narrative transportation, and 
persuasion. Journal of Advertising, 33(2). 37-48. 
https://doi.org/10.1080/00913367.2004.10639163.

Fitriana, R., Amrullah, A., & Suryani, I. (2020). The impact 
of beauty bloggers’ online review towards shopping 
tour interest of cosmetic products in Jakarta. TRJ 
Tourism Research Journal, 4(1), 12-24. https://doi.
org/10.30647/trj.v4i1.67 

Fog, K., Budtz, C., Munch, P., & Blanchette, S. (2010). 
Branding through storytelling. Storytelling. 15-27. 

https://doi/org/10.1007/978-3-540-88349-4_1
Glucksman, M. (2017). The rise of social media influencer 

marketing on lifestyle branding: A case study 
of Lucie Fink. Elon Journal of Undergraduate 
Research in Communications, 8(2), 77-87. 

Gross, J. (2017). The subconscious implications of 
marketing. (2017, 19 Dec). Forbes. https://www.
forbes.com/sites/forbesagencycouncil/2017/12/19/
t h e - s u b c o n s c i o u s - i m p l i c a t i o n s - o f -
marketing/?sh=2ea04bc02d8a

He H., Zhu W., Gouran D., & Kolo O. (2016). Moral 
identity centrality and cause-related marketing: The 
moderating effects of brand social responsibility 
image and emotional brand attachment. European 
Journal of Marketing, 50(1/2), 236-259.

Herskovitz, S., & Crystal, M. (2010). The essential 
brand persona: storytelling and branding. Journal 
of Business Strategy, 31(3), 21-28. https://doi.
org/10.1108/02756661011036673

Hofman-Kohlmeyer, M. (2017). The role of storytelling in 
building a brand. Zeszyty Naukowe Wyższej Szkoły 
Humanitas. Zarządzanie, 18(3), 131-145. https://doi.
org/10.5604/01.3001.0010.6494

Hong, S. Y. & Cho, S. H. (2016). The effect of brand 
storytelling based on the subject of story. The Journal 
of the Korea Contents Association, 16(7), 112-121. 
https://doi.org/10.5392/JKCA.2016.16.07.112 

Huang, W. (2010). Brand story and perceived brand 
image: Evidence from Taiwan. Journal of Family 
and Economic Issues, 31(3), 307-317. https://doi.
org/10.1007/s10834-010-9203-6 

Hwang, S. (2017). Storytelling in branding: The difference 
in brand archetypes between Western and Asian tech 
brands [Master's thesis, Aalto University]. 

Išoraitė, M. (2018). Brand image development. Ecoforum 
Journal, 7(1).

Kang, J. A., Hong, S., & Hubbard, G. T. (2020). The role 
of storytelling in advertising: Consumer emotion, 
narrative engagement level, and word‐of‐mouth 
intention. Journal of Consumer Behaviour, 19(1), 
47-56. https://doi.org/10.1002/cb.1793 

Kapferer, J. N. (1996). Stealing brand equity: Measuring 
perceptual confusion between national brands and 
‘copycat’ own-label products (No. hal-00784108).

Keskin, H., Akgun, A. E., Zehir, C., & Ayar, H. (2016). 
Tales of cities: City branding through storytelling. 
Journal of Global Strategic Management, 10(1), 31-
41. https://doi.org/10.20460/JGSM.20161022384 

Kim, R. B. & Chao, Y. (2019). Effects of brand experience, 
brand image and brand trust on brand building 
process: The case of Chinese millennial generation 
consumers. Journal of International Studies, 
12(3), 9-21. http://dx.doi.org/10.14254/2071-
8330.2019/12-3/1

Kim, A., McInerney, P., Smith, T., & Yamakawa, N. (2020) 
What makes Asia-Pacific’s Generation Z different? 
(2020, 29 June). McKinsey. https://www.mckinsey.
com/business-functions/marketing-and-sales/our-
insights/what-makes-asia-pacifics-generation-z-
different 

Lee, H. (2020). Telling stories and sharing cultures for 



In 
Pres

s

151The Importance of Brand .... (Grasheli Kusuma Andhini; Fauzia Qurani Andanawarih)

constructing identity and solidarity: A case of 
informal communication at a workplace. Narrative 
Inquiry, 30(1), 80-103. https://doi.org/10.1075/
ni.18046.lee

Lindsey-Warren, T. M. & Ringler, C. (2021). Empowered 
storytelling: An examination of empowerment in 
storytelling and its impact on millennials. Journal of 
Cultural Marketing Strategy, 5(2), 103-128.

Lundqvist, A., Liljander, V., Gummerus, J., & Riel, A. V. 
(2012). The impact of storytelling on the consumer 
brand experience: The case of a firm-originated 
story. Journal of Brand Management, 20(4), 283-
297. https://doi.org/10.1057/bm.2012.15 

Mabkhot, H. A., Shaari, H., & Salleh, S. M. (2017). The 
influence of brand image and brand personality 
on brand loyalty, mediating by brand trust: An 
empirical study. Jurnal Pengurusan (UKM Journal 
of Management), 50.

Mark, M., & Pearson, C. (2001). Building Extraordinary 
Brands through the Power of Archetypes. New York: 
McGraw Hill.

Maulana, H., Khawaja, N., & Obst, P. (2019). Development 
and validation of the Indonesian well‐being scale. 
Asian Journal of Social Psychology, 22(3), 268-280. 
https://doi.org/10.1111/ajsp.12366 

Nugroho, R. H. (2018). Peranan Pancasila dan Bhineka 
Tunggal Ika dalam menanggulangi politik identitas. 
Prosiding Senaspolhi, 1(1).

Nurhandayani, A., Syarief, R., & Najib, M. (2019). The 
impact of social media influencer and brand images 
to purchase intention. Jurnal Aplikasi Manajemen, 
17(4), 650-600. https://doi.org/10.21776/
ub.jam.2019.017.04.09

Novansa, H. & Ali, H. (2017). Purchase decision model: 
Analysis of brand image, brand awareness and price 
(Case study SMECO Indonesia SME products). 
Saudi Journal of Humanities and Social Sciences, 
2(8), 621-632. https://doi.org/10.21276/sjhss 

Orji, R. (2016). Persuasion and Culture: Individualism-
Collectivism and Susceptibility to Influence 
Strategies. In PPT@ PERSUASIVE (pp. 30-39).

Pan, L. Y. & Chen, K. H. (2019). A study on the effect of 
storytelling marketing on brand image, perceived 
quality, and purchase intention in ecotourism. 
Ekoloji, 28(107), 705-712.

Pereira, G. (2019). Brand storytelling: A three-dimensional 
perspective. Journal of Brand Strategy, 8(2), 146-
159.

Rakhmah, D. N. (2021) Gen Z Dominan, Apa Maknamya 
bagi Pendidikan Kita? (2021, 4 Feb). Pusat Standar 
dan Kebijakan Pendidikan. https://puslitjakdikbud.
kemdikbud.go.id/produk/artikel/detail/3133/gen-z-
dominan-apa-maknanya-bagi-pendidikan-kita

Ross, F. (2020). A perspective on the application of 
Kapferer's Brand Identity Prism in the branding 
process of hearing aid retail companies. Journal of 
Management and Marketing Review, 5(3), 141-146. 
https://doi.org/10.35609/jmmr.2020.5.3(2) 

Roxo, F. (2020). Transmedia storytelling as a potential 
employer branding strategy. U. Porto Journal 
of Engineering, 6(1), 66-77. https://doi.
org/10.24840/2183-6493_006.001_0007 

Ryu, K., Lehto, X. Y., Gordon, S. E., & Fu, X. (2019). Effect 
of a brand story structure on narrative transportation 
and perceived brand image of luxury hotels. Tourism 
Management, 71, 348-363. https://doi.org/10.1016/j.
tourman.2018.10.021 

Sebastian, T., Yammiyavar, P. G., & Jones, S. (2017). 
Transforming brand archetype using package 
graphics: An empirical study. International Journal 
of Engineering Science and Technology (IJEST), 
9(09S).

Slikkerveer, L. J. (2019). Gotong royong: An indigenous 
institution of communality and mutual assistance 
in Indonesia. Integrated Community-Managed 
Development. 307-320. https://doi.org/10.1007/978-
3-030-05423-6_14
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