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Abstract 

This study explores the intersection of Artificial Intelligence (AI) and digital storytelling in marketing. By focusing on how 

AI-driven techniques can enhance emotional attachment and influence consumer behavior. With the rapid advancement of AI, its 

integration into marketing strategies has become crucial. Particularly for personalizing consumer experiences and enhancing 

brand narratives. This study investigated the role of AI in creating emotionally engaging narratives, a largely unexplored area in 

marketing and advertising. The study is motivated by the need to understand the dynamics between AI-driven techniques and 

emotional attachment in digital marketing. The paper hypothesizes a significant relationship between consumers‘ emotional 

attachment to brands and purchasing behavior. A mixed-methods research approach was employed by combining a survey with 

interviews to test this hypothesis. This study assesses how emotional attachment, influenced by AI and storytelling, affects 

consumer purchasing decisions and brand loyalty in online shopping. It also evaluates the effectiveness of AI-driven storytelling 

techniques in digital marketing campaigns from the perspective of online consumers. Preliminary findings suggest more than 

98% recall of story-based branding. More than 67% believe storytelling and emotional attachment may impact purchasing 

decisions. More than 89% of people recall a brand based on a particular story. While emotional attachment significantly 

influences consumer purchasing behavior, other factors also play a crucial role. This study reveals that AI‘s role in marketing is 

valued, but the essence of storytelling should remain grounded in human experiences. 
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1. Introduction 

The rapid advancement of AI in digital marketing repre-

sents a transformative shift in how businesses engage with 

their audiences [1]. As AI technologies evolve, they bring new 

capabilities to marketing strategies, particularly in personal-

izing consumer experiences and enhancing narratives [2]. 

This evolution is due to an increasingly competitive digital 

marketplace, where consumer attention is an essential com-

modity [3]. In this context, traditional marketing approaches 

are undergoing reevaluation, with a growing emphasis on 

creating genuine connections with consumers [4-6]. It has 

become evident that storytelling is essential to selling a 

product, as is the quality, brand value, pricing, placement, and 

other significant factors [7]. As AI covers many aspects of 

digital automation [8], integrating it into digital storytelling 

http://www.sciencepg.com/journal/ajcst
http://www.sciencepg.com/journal/303/archive/3030704
http://www.sciencepg.com/


American Journal of Computer Science and Technology http://www.sciencepg.com/journal/ajcst 

 

157 

may be a pivotal strategy. It promises to redefine the bound-

aries of consumer engagement. Moreover, offering a unique 

understanding of consumer behavior and preferences. How-

ever, this integration also raises critical questions about the 

balance between technology and the human essence of sto-

rytelling—and AI's role in maintaining or enhancing the 

emotional impact of brand narratives. 

The motivation emerges from the need to explore the dy-

namics between AI-driven techniques and emotional attach-

ment. Although AI's capabilities in data analytics and predic-

tive modeling offer unprecedented opportunities for targeted 

and efficient marketing [8], there is an ongoing debate re-

garding the effectiveness of AI in capturing the subtleties of 

human emotions and experiences that are central to compel-

ling storytelling [9-11]. AI has been widely studied in mar-

keting and advertising, but its ability to create emotionally 

engaging narratives remains largely unexplored. This inter-

section offers a promising area for improving online selling 

tactics. AI‘s sophisticated understanding of human emotions 

could lead to more compelling brand stories and increase 

audience interaction. This could boost online sales by im-

proving customer engagement, loyalty, and trust. Investigat-

ing AI‘s role in emotionally driven storytelling and consum-

er-brand dynamics could provide insights for enhancing 

online sales and repeat purchases. 

Much research has been conducted on using AI in digital 

marketing [12]. However, the lack of models that combine AI 

with emotional storytelling to strengthen relationships with 

consumers suggests a need for. Developing these frameworks 

could offer critical insights for online sellers, enabling more 

effective use of AI storytelling. Empirical studies on the im-

pact of AI-driven, emotionally resonant storytelling on online 

sales are scarce, especially across different industries, cultures, 

and demographics. Such studies could deepen our under-

standing of inform-tailored strategies for diverse markets. To 

the best of our knowledge, this is the first study to explore the 

viability of AI-based storytelling. Exploring AI in emotion-

ally charged storytelling presents significant opportunities to 

optimize online sales and strengthen consumer-brand con-

nections. This study aims to explore these complexities, as-

sessing how emotional attachment is influenced by AI. 

Moreover, it impacts consumer purchase behavior and 

brand loyalty. It addresses the crucial task of evaluating the 

perceived effectiveness of AI-enhanced storytelling from the 

consumer‘s perspective and investigates the potential of AI in 

augmenting emotional attachment-driven branding. To 

achieve this, the following research objectives were estab-

lished: 

1. Assess how emotional attachment, influenced by story-

telling and AI-driven techniques, influences consumer 

purchase decisions and brand loyalty in online shopping. 

2. Evaluate the perceived effectiveness of storytelling and 

AI-driven storytelling techniques in digital marketing 

campaigns from the perspective of online consumers. 

3. Investigate consumer perceptions‘ role in enhancing 

emotional attachment-driven branding and online selling 

performance. 

This study seeks to contribute valuable insights to the 

discourse on digital marketing strategies by achieving these 

objectives. It offers a unique understanding of how AI and 

storytelling can be utilized to foster deeper, more mean-

ingful connections with consumers. To achieve these ob-

jectives, the following research questions were posed: 

1. To what extent does emotional attachment, influenced 

by storytelling and AI-driven techniques, affect con-

sumer purchase behavior and brand loyalty in online 

shopping? 

2. What is the perceived effectiveness of storytelling and 

AI-driven storytelling in marketing campaigns, as ob-

served by online consumers? 

3. How do consumers perceive the role of AI in enhancing 

emotional attachment-driven branding and online selling 

performance? 

Hypothesis: There is a significant relationship between 

consumers‘ emotional attachment to brands (influenced by 

storytelling and AI-driven marketing techniques) and their 

purchasing behavior (frequency of impulsive purchases and 

inclination towards brands to which they are emotionally 

attached). 

The rest of the paper is organized as follows: Section 2 

provides a literature review, Section 3 explains the research 

methodology, and Section 4 explains the qualitative and 

quantitative analysis results. Section 5 discusses and analyzes 

the proposed research questions. Finally, Section 6 concludes 

the paper and discusses future work. 

2. Literature Review 

Advertising has drastically shifted from traditional methods 

to digital platforms in the internet era. Grover and Teng [13] 

first noted this transformation, driven by the rapid rise of 

e-commerce and increased investment in digital advertising, 

reshaping the business environment. Router [14] further 

emphasizes the significant impact of digital marketing, ac-

centuated by the ubiquity of mobile devices and the Internet, 

revolutionizing consumer-brand interactions and purchasing 

behaviors. Wirtz et al. [15] highlight that businesses must 

adapt to these changes by establishing a robust online pres-

ence and employing effective digital marketing strategies to 

engage consumers. This shift has led to a considerable up-

swing in online selling, as evidenced by Radda et al. [16], 

underscoring the profound changes in business operations and 

consumer engagement caused by digital advancements. 

The financial implications of this digital shift are substan-

tial. Hollebeek and Macky [17] report that worldwide online 

retail transactions reached approximately five trillion US 

dollars in 2019, with expectations to surge beyond seven 

trillion by 2025, reflecting evolving consumer behaviors and 

the digitization of economic activities. As Wang [18] indi-

cated, academic focus has also shifted, with the United States 
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experiencing record-breaking growth in digital advertising, 

surpassing traditional methods. Hasan and Kamalanabhan [19] 

further projected that global digital advertising expenditure 

will continue to increase, reaching approximately 836 billion 

dollars by 2026. Lasrado et al. [20] attribute this transition to 

the evolution of business-client interactions and the econom-

ics of communication, where digital media offers 

cost-efficiency and broader reach. The future of online selling 

appears promising, with advancements in AI, machine learn-

ing, and big data analytics expected to enhance customer 

experiences and streamline processes, indicating the ongoing 

importance of innovation in digital marketing [21]. 

The influence of AI on various aspects of life is becoming 

evident. Its transformative impact on society, including en-

hancing efficiencies for individuals and organizations, is 

unparalleled [1]. In marketing, AI subsets such as machine 

learning, deep learning, and neural networks have become 

crucial in solving complex challenges [22]. Popkova and 

Gulzat [23] predicted that these profound societal transfor-

mations due to AI and related technologies will only intensify. 

AI algorithms enable machines to mimic human intelligence 

in decision-making and pattern recognition, which are crucial 

in sectors such as advertising [22]. Campbell et al. [24] high-

light the role of AI in optimizing advertising strategies by 

understanding consumer behavior. This necessitates a thor-

ough analysis of the consumer journey to gain insight into 

digital advertising experiences. 

Campbell et al. [24] discuss the acknowledgment by in-

dustry experts and academicians of AI‘s pivotal role in vari-

ous advertising aspects, including process, operation, design, 

production, and execution. AI also influences every digital 

marketing stage, including programmatic advertising. Mar-

keters and advertisers use AI and machine learning to analyze 

consumer data for targeted engagement, aggregating infor-

mation from various sources [25]. The rise of intelligent ad-

vertising, such as interactive and programmatic advertising, is 

credited with advancements in big data, cloud computing, and 

algorithms. 

Storytelling during branding is significant. Stories have 

been central to human experience and offer a framework for 

understanding the world [6]. Korzh and Estima [26] dis-

cussed storytelling‘s power to inspire loyalty and reshape 

neural pathways. Storytelling in branding involves creating 

emotional connections as consumers relate to brands, like 

their relationships with people. Teraiya et al. [4] posit that 

solid brand-consumer relationships are built when consum-

ers connect to a brand personally. Hasan and Kamalanabhan 

[19] suggested using archetypes in storytelling to resonate 

with consumers, tapping into their collective unconscious. 

Compelling brand storytelling is more than history or fea-

tures; it is about evoking emotions, building relationships, 

and enhancing brand equity [4]. The core principles of brand 

narratives include authenticity, emotional stimulation, re-

latability, and simplicity for audience engagement and brand 

alignment [26]. 

The integration of storytelling into the AI-driven retail field 

offers a significant opportunity for brands. Sung et al. [27] 

discussed how personalized narratives around products and 

services can foster deeper customer engagement and emo-

tional connections. The capability of AI to process vast data 

sets provides deep insights into consumer behavior, prefer-

ences, and emotional responses, which is essential for effec-

tive brand communication [24]. Haleem et al. [7] suggested 

that AI can create narratives tailored to individual consumers, 

enhancing brand engagement and connection. Roggeveen and 

Rosengren [28] explained how AI can generate personalized 

stories that echo individual experiences and emotions by 

understanding linguistic variations and emotional uniqueness, 

drawing on insights from past interactions, social media en-

gagement, and online behavior. 

Despite significant advancements in AI and its growing 

application in digital marketing, there remains a notable gap 

in the existing research regarding the specific use of AI for 

generating personalized brand stories tailored to individual 

consumer preferences. Current literature predominantly fo-

cuses on the broader aspects of AI in marketing, such as 

customer data analysis, predictive modeling, and automation 

of marketing processes. However, the potential of AI in 

crafting unique, personalized brand narratives that directly 

engage individual consumers has not been extensively ex-

plored. 

This gap is particularly evident in the context of AI story-

telling. While traditional storytelling in marketing has been 

well-documented, the innovative use of AI to enhance story-

telling by creating deeply personalized and emotionally res-

onant narratives for each customer is relatively uncharted 

territory. Existing studies have not thoroughly examined how 

AI algorithms can be leveraged to interpret individual con-

sumer behaviors and preferences and subsequently use this 

information to construct compelling, individualized brand 

stories. This presents a significant research opportunity to 

explore how AI-driven storytelling can impact consumer 

engagement and brand loyalty in a more nuanced and indi-

vidualized manner. Such an investigation is crucial, especially 

as brands seek to differentiate themselves in a highly com-

petitive digital marketplace by establishing a more personal 

and emotional connection with their customers. 

3. Materials and Methods 

The methodology employed in this study embraces both 

quantitative and qualitative techniques, which offers a com-

prehensive understanding of the integration of AI in digital 

marketing and storytelling. This section elucidates the meth-

ods adopted to ensure the robustness and credibility of re-

search outcomes. Combining a survey of 146 respondents and 

detailed interviews with five industry leaders presents a mul-

tifaceted perspective. 
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3.1. Research Approach and Design 

This study adopted a mixed-methods approach that inte-

grates quantitative and qualitative methodologies. The quan-

titative component is realized through a structured survey. It 

aims to gather comprehensive data from a broad demographic 

to understand general trends and perceptions in AI and digital 

marketing. Complementarily, the qualitative aspect, con-

ducted via in-depth interviews with industry experts, sought 

to extract detailed insights and experiential knowledge, 

providing depth to the study. This approach facilitates a mul-

tifaceted examination of the role of AI in digital marketing, 

allowing an expansive and unique understanding of the sub-

ject. 

The research design encompassed both descriptive and 

exploratory elements. The descriptive aspect focuses on de-

lineating the existing field of AI in digital marketing. This 

approach captures empirical evidence of prevailing industry 

practices and perceptions. The exploratory dimension, em-

bodied in the interviews, investigated complex issues related 

to integrating AI and storytelling in marketing. This design 

seeks to uncover the domain‘s challenges, strategies, and 

potential future directions. The construction of the survey 

instrument was informed by an exhaustive review of pertinent 

literature, ensuring the relevance and neutrality of the ques-

tions. The interview protocol encouraged open-ended re-

sponses, enabling participants to provide comprehensive 

insights. 

3.2. Research Context, Sampling, and Data 

Collection 

This research is contextualized within organizations ac-

tively engaged in digital marketing and pioneering AI inte-

gration. A stratified random sampling technique ensured a 

representative and diverse sample of the target population. 

The survey was administered online, using digital platforms 

for broad accessibility. By contrast, the interviews were 

conducted face-to-face, which was conducive to obtaining 

in-depth qualitative data. Quantitative data from the survey 

were processed and analyzed using SPSS, applying statistical 

techniques such as descriptive statistics, correlation analysis, 

and regression to identify significant patterns and relation-

ships. Qualitative data from the interviews were subjected to a 

comprehensive thematic analysis involving a systematic 

coding process to identify key themes and insights. 

3.3. Regression and Co-Correlation Analysis 

A structured survey was conducted with 200 individuals, 

yielding a response rate of 73%. This questionnaire was de-

signed to understand the depths of participants‘ emotional 

connections with brands, their interactions with AI-driven 

content, and their understanding of storytelling within the 

digital marketing space. In our regression analysis of the 

survey data, we explored the relationship between consumers‘ 

emotional attachment to brands and their impulsive online 

purchasing behavior. To achieve this, we carefully selected 

the relevant columns from the dataset that directly corre-

sponded to the research objective. Specifically, we utilized the 

column ―To what extent do you feel emotionally attached to 

certain brands?‖ as an independent variable. This column, 

representing the degree of emotional attachment, was chosen 

for its potential influence on consumer‘s purchasing decisions. 

Responses in this column were quantified on a scale from 0 

(not at all attached) to 4 (highly attached), providing a unique 

measure of emotional attachment. We selected ―Have you 

made impulsive online purchases because of an emotional 

connection to a brand/product?‖ for the dependent variable. 

This binary response column (Yes or No) directly addresses 

the outcome of interest – whether an emotional connection to 

a brand leads to impulsive purchasing behavior. By mapping 

‗Yes‘ to 1 and ‗No‘ to 0, we transformed these responses into a 

format suitable for regression analysis. 

This regression analysis aimed to test the hypothesis that a 

higher emotional attachment to a brand is associated with an 

increased likelihood of making impulsive online purchases. 

This hypothesis aligns with prevailing marketing theories that 

suggest a strong emotional bond with a brand can signifi-

cantly influence consumer behavior. By employing a logistic 

regression model, we sought to quantify this relationship and 

provide empirical evidence to support or refute our hypothesis. 

The results of this analysis are intended to offer deeper in-

sights into the dynamics of emotional attachment in consum-

er-brand relationships within the digital marketplace. 

3.4. Semi-Structured Interview 

This study conducted semi-structured interviews with five 

seasoned professionals at the forefront of integrating AI in 

digital marketing. These experts, affiliated with leading or-

ganizations in the industry, were selected to provide in-depth, 

practical insights into AI‘s challenges, successful strategies, 

and future outlook in digital storytelling. The interviews were 

transcribed and subjected to a comprehensive thematic anal-

ysis, enabling the extraction of recurring themes and patterns. 

Key areas of focus included: 

1. Integrating AI with digital storytelling, identifying best 

practices, and harmonizing technological capabilities 

with narrative effectiveness. 

2. Operational challenges in embedding AI into marketing 

narratives, including strategic and technical hurdles. 

3. Case studies highlight successes and failures in applying 

AI in marketing, providing valuable lessons and identi-

fying areas for further exploration. 

Data from both the quantitative (analyzed using SPSS) and 

qualitative (derived from interviews) segments were triangu-

lated to ensure the robustness and credibility of the research 

findings. This triangulation approach validates the findings 

from multiple perspectives, enhancing the reliability and 
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depth of the conclusions and recommendations drawn. Ethical 

considerations were rigorously observed throughout the study, 

with ethical clearance obtained from the university‘s ethics 

committee, affirming the commitment to maintaining high 

research integrity standards. 

3.5. Ethical Considerations 

Participants in the survey and interviews were thoroughly 

informed about the research objectives, ensuring informed 

and voluntary participation. Confidentiality and anonymity 

were strictly upheld, guaranteeing no personally identifiable 

information would be disclosed. All data was securely stored 

and accessible only to authorized personnel. Furthermore, the 

survey and interview instruments were transparently pre-

sented to all participants, ensuring clarity and eliminating any 

potential for misunderstanding or deception. 

This methodological framework, encompassing empirical 

data from surveys and experiential insights from interviews, 

aims to provide a detailed and nuanced understanding of the 

interplay between AI, storytelling, and emotional attachment 

in digital marketing. Preliminary data examination was un-

dertaken to identify and address any inconsistencies, ensuring 

a solid foundation for further analysis. Reliability was a key 

focus, with Cronbach‘s alpha coefficient used to ascertain the 

internal consistency of the survey and inter-coder reliability 

employed for qualitative data to ensure consistency across 

different coders. Additionally, convergent validity was eval-

uated to confirm the theoretical correlations between related 

constructs, further validating the measures used in the re-

search. 

4. Analysis of Results 

4.1. Quantitative Analysis 

The chart elucidates the demographic breakdown of the sur-

vey respondents concerning gender and annual household in-

come. In the gender distribution, 70.55% of the respondents are 

male, while 29.45% are female. This proportion presents a 

comprehensive view of the gender representation within the 

survey sample. Regarding the annual household income of the 

respondents, the distribution is as follows: 38.36% prefer not to 

disclose their income, 35.62% have an income below $10,000, 

15.75% fall within the $10,000-$50,000 range, 8.22% are in the 

$50,000-$100,000 bracket and a minority of 2.05% report an 

income above $100,000. This data provides an insightful per-

spective into the economic diversity of the survey participants, an 

important aspect to consider when interpreting their responses 

about AI and emotional attachment in digital marketing. 

 
Figure 1. Domestic information analysis using SPSS. 

The frequency of online shopping among survey respond-

ents is delineated into five distinct categories, each repre-

sented by a specific percentage of the participant group. The 

largest segment, encompassing 63.01% of respondents, indi-

cates a ‗Rarely‘ frequency, suggesting infrequent engagement 

with online shopping platforms. In contrast, 30.14% of par-

ticipants engage in online shopping monthly, highlighting a 

consistent but not frequent interaction with e-commerce. A 

smaller proportion of the survey population, 3.42%, shops 

online weekly, reflecting a more regular usage of online 

shopping services. Interestingly, a minimal 0.68% of re-

spondents report daily online shopping activities, indicating a 

persistent engagement with digital retail platforms. Finally, 

2.74% of participants fall into the ‗Never‘ category, suggest-

ing no participation in online shopping. 
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Figure 2. The frequency of online shopping. 

The bar chart delineating preferred online shopping platforms 

among survey respondents reveals a distinct distribution of 

platform preferences. The platform ‗Daraz‘ is the most favored, 

chosen by 62.33% of respondents, underscoring its dominant 

position in online shopping. ‗Instagram‘ follows with a signifi-

cant preference rate of 26.71%, indicating its substantial role in 

e-commerce. ‗Facebook‘ and ‗Amazon‘ are preferred by smaller 

population segments, accounting for 3.42% and 1.37%, respec-

tively, reflecting their more niche roles in digital shopping. No-

tably, ‗Official Website‘ consolidates various brand and com-

pany-specific online platforms, which is preferred by 4.11% of 

participants, highlighting a preference for direct brand engage-

ment. Additionally, a minor 0.68% of respondents indicated they 

did not use any online shopping platform. 

 
Figure 3. Preferred online shopping platforms. 

The data highlights the diversified nature of online shop-

ping preferences. While direct brand or retail websites over-

whelmingly dominate, social media platforms like Instagram 

and Facebook also hold significant sway, emphasizing the 

importance of engaging visual content and narratives. The 

presence of platform combinations (e.g., Amazon, Alibaba, 

Daraz) underscores that a segment of online shoppers is 

platform-agnostic and probably driven more by product, price, 

or brand narrative than platform loyalty. Brands leveraging AI 

and storytelling must recognize these diverse shopping habits 

and tailor their strategies across platforms for maximum reach 

and impact. 
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Figure 4. Emotional attachment with brands. 

The data indicates a continuum of emotional attachment 

levels to brands among respondents. The majority oscillate 

between slight to moderate attachment, suggesting room for 

improvement in branding strategies. The lack of respondents 

in the ―extremely attached‖ category underscores the chal-

lenge brands face in creating profound emotional bonds. Im-

plementing AI can help personalize experiences while com-

pelling storytelling can resonate deeper with consumers‘ 

emotions. These tools, when used effectively, have the po-

tential to shift more individuals from the ―slightly attached‖ to 

―moderately‖ or even ―very attached‖ categories. 

 
Figure 5. A brand never invoked an emotional response. 

The bar chart illustrates respondents‘ ability to recall a 

specific brand or product that evokes a strong emotional re-

sponse. Most survey participants (98.63%) indicate they can 

recall such a brand or product, signifying a notable emotional 

connection with specific brands. In contrast, only 1.37% of 

respondents report an inability to recall a brand or product that 

elicits a strong emotional response. 
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Figure 6. Word cloud of brands that invoked an emotional response. 

Two key themes emerge in analyzing the emotional re-

sponses to specific brands or products: personal resonance 

and experiential satisfaction. Personal resonance encom-

passes individuals‘ deep connections with brands or products 

that align with their identity, values, or lifestyle. This at-

tachment often stems from long-term loyalty, sentimentality, 

or a brand‘s integral role in an individual‘s life. For instance, 

respondents might recall a cherished family heirloom from a 

particular brand, a product that aligns with their environ-

mental values, or a brand that represents a crucial aspect of 

their hobbies or interests. Such emotional attachments are not 

just about the product itself but the personal stories, values, 

and identities they represent. 

Experiential satisfaction, on the other hand, highlights the 

role of quality, innovation, and customer experience in forg-

ing emotional bonds. Brands that consistently deliver 

high-quality products or services exhibit groundbreaking 

innovation or exceptional customer service, which evoke 

strong positive emotions among consumers. This aspect of 

attachment is rooted in the satisfaction and trust developed 

through reliable product performance, memorable customer 

service experiences, or the brand‘s significant impact on the 

consumer‘s lifestyle or the broader industry. In essence, these 

emotional attachments reflect the appreciation for the tangible 

benefits these brands bring into their lives, whether through 

enhancing daily convenience, providing unique solutions, or 

enriching experiences. 

The analysis of consumer responses regarding the notice of 

personalized content while shopping online reveals that a 

majority, 81.51%, have observed personalized elements like 

product recommendations and customized ads. A smaller 

segment of 13.70% remains uncertain (‗Maybe‘), indicating 

ambiguity in recognizing such content. Only 4.79% of re-

spondents report not noticing personalized content, suggest-

ing a lack of exposure or awareness. This data underscores the 

prevalent and noticeable impact of customized marketing 

strategies on the digital shopping experience for most con-

sumers. 

 
Figure 7. Information regarding brand loyalties. 

In the survey, 50.68% of respondents believe that the com-

bination of AI and storytelling can enhance emotional attach-

ment-driven branding and online selling performance, indicat-

ing a majority view that these technologies can positively im-

pact marketing strategies. However, a substantial 32.88% re-

main unsure (‗Maybe‘), reflecting some uncertainty or lack of 

familiarity with these concepts in the context of online shop-

ping. Meanwhile, 16.44% do not see a significant role for AI 

and storytelling in enhancing branding and selling performance. 

This spread of opinions highlights a general optimism about the 

potential of AI and storytelling in marketing, tempered by a 

notable degree of skepticism and uncertainty. 
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Figure 8. Domestic Information of the survey participants. 

 
Figure 9. Storytelling impact on purchases. 

In the survey analysis, 38.36% of respondents are unde-

cided (‗Maybe‘) on the impact of storytelling in 

ads/marketing on purchase behavior, while 32.19% negate 

and 29.45% affirm its influence. Regarding AI-driven story-

telling encounters in marketing, 39.73% have not encountered 

it, 30.82% have, and 29.45% are unsure. As for its emotional 

impact, a majority (57.53%) report no noticeable effect, 

21.23% are uncertain, 17.12% experience an enhanced con-

nection, and a minimal 4.11% feel a decreased connection. 

These findings reflect a diverse consumer perception of sto-

rytelling and AI‘s role in shaping purchasing decisions and 

emotional brand engagement. 

In the survey, 47.95% of respondents believe that brand 

storytelling can establish an emotional connection with con-

sumers, yet 37.67% remain undecided, and 14.38% disagree. 

Regarding impulsive purchases influenced by emotional 

connections, 56.85% deny such behavior, 26.03% 

acknowledge it, and 17.12% are uncertain. Regarding brand 

loyalty, 44.52% are more inclined to purchase from brands 

they are emotionally attached to, 27.40% feel this way, but 

28.08% do not share the same inclination. These results 

highlight the diverse impacts of emotional connections on 

consumer purchasing behavior, reflecting varying degrees of 

influence from skepticism to strong brand loyalty. 

4.2. Qualitative Analysis 

Regression Analysis 

Ordinary Least Squares (OLS) regression analysis reveals 

insightful relationships between emotional attachment to 
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brands and impulsive online purchasing behaviors. The 

model‘s R-squared value of 0.197 indicates that about 19.7% 

of the variability in impulsive purchasing behavior is ex-

plained by the degree of emotional attachment. While this 

shows a notable influence, it also suggests that other factors 

not captured in the model might play a role in such purchasing 

decisions. The constant coefficient of 0.1399 indicates a 

baseline probability of impulsive purchasing when emotional 

attachment is absent. More significantly, the coefficient for 

emotional attachment, at 0.2219, is positive and statistically 

significant (p < 0.001). This finding implies a direct and pos-

itive correlation between emotional attachment and impulsive 

purchase behavior; as emotional attachment increases, so does 

the likelihood of impulsive purchases. 

 
Figure 10. The impact of AI storytelling ion emotional attachment, purchases, and encounters. 

 
Figure 11. Regression analysis results for the proposed hypothesis. 

The F-statistic of 29.23, with a very low probability (Prob 

(F-statistic) = 3.37e-07), strongly supports the model‘s overall 

significance. This indicates that the relationship between 

emotional attachment and impulsive purchasing is not due to 

random chance. Other diagnostic values, such as the Dur-

bin-Watson statistic of 2.108, suggest no significant autocor-

relation in the residuals, indicating that the model‘s error 

terms are independent. The Omnibus and Jarque-Bera tests 

and Skew and Kurtosis values provide information on the 

normality of residuals. This analysis suggests a deviation 

from normality, a common occurrence in real-world data that 

should be considered when interpreting the results. 
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Figure 12. Results of Regression analysis. 

The regression analysis points to a meaningful relationship 

between emotional attachment and impulsive purchasing 

behavior, with emotional attachment significantly predicting 

the likelihood of such behavior among consumers. This rela-

tionship is crucial for understanding how emotional factors 

drive consumer purchasing decisions in the digital market-

place. However, other unaccounted variables and the devia-

tion from residual normality underline the complexity of 

consumer behavior and the need for a comprehensive ap-

proach to analyzing it. 

The graph depicts a positive and curvilinear relationship be-

tween the level of emotional attachment and the probability of 

making an impulsive purchase. The likelihood of impulsive pur-

chases increases with a higher emotional attachment to a brand. 

The shaded area represents the 95% confidence interval, indicating 

the range within which we can be confident that the true relation-

ship lies. Notably, the slope of the curve becomes steeper as the 

level of emotional attachment grows, suggesting that the effect on 

impulsive purchasing behavior is more pronounced at higher lev-

els of emotional attachment. This visualization effectively sup-

ports the regression analysis findings, where emotional attachment 

significantly predicts impulsive purchasing behavior. It affirms the 

hypothesis that stronger emotional bonds with brands can lead to 

more impulsive buying decisions online. 

Correlation Analysis 

The correlation analysis between the variables‘ Emotional 

Attachment‘ and ‗AI-based Storytelling Impact‘ yields a 

Pearson correlation coefficient of approximately 0.20. This 

positive correlation indicates a slight linear relationship be-

tween the two variables; as one increases, there is a tendency 

for the other to increase. The heatmap visualization confirms 

this relationship, with the color intensity representing the 

strength of the correlation. A coefficient of 0.20, while posi-

tive, is relatively weak, suggesting that other factors may also 

significantly influence these variables. 

 
Figure 13. Correlation analysis of Storytelling emotional attachment. 

Thematic Analysis of Semi-Structured Interviews 

Diverse experts from the industry were handpicked for the 

interviews, providing a rich spectrum of perspectives that 

represent various schools of thought regarding the role of AI 

in digital storytelling. The selection intentionally encom-

passed professionals enthusiastic about AI, skeptics rooted in 

traditionalism, and those in the middle who are curious but 

have yet to understand AI‘s potential fully. 
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The thematic analysis sheds light on the nuanced interplay 

between AI and digital storytelling within modern marketing. 

It reveals a distinct trend towards customizing narratives, 

leveraging AI to tailor content to individual consumer pref-

erences, thereby challenging the traditional one-size-fits-all 

approach. A prevailing view among industry professionals is 

the enduring value of AI-based storytelling that resonates with 

human experiences and emotions, which technological ad-

vancements should not compromise. While the analytical 

capabilities of AI are recognized for offering valuable con-

sumer insights, there is a consensus that the core of story-

telling should remain inherently human-centric. 

Operational challenges in integrating AI into marketing 

narratives extend beyond technological implementation. They 

encompass the need for a shift in organizational mindset, 

structure, and processes. Concerns have been articulated re-

garding the potential for branding to lose its human essence to 

mechanistic algorithms, reflecting a broader industry skepti-

cism towards AI as a disruptive force rather than a strategic 

tool. This skepticism often stems from a gap between general 

awareness of AI and a deep understanding of its practical 

applications, which can lead to implementation missteps. 

 
Figure 14. Word cloud of used words in the interviews from mar-

keting executives. 

Real-world case studies have demonstrated that brands 

combining AI analytics with creative storytelling can achieve 

heightened consumer engagement, retention, and sales. How-

ever, overreliance on AI has led to instances of brand narratives 

losing their authenticity, resulting in dissonant and ineffective 

campaigns. The industry appears intrigued by AI‘s potential yet 

is still navigating towards an optimal balance. Success stories 

often feature brands that take measured risks in harmonizing 

traditional storytelling with technological innovation, yielding 

substantial benefits. The digital marketing field is currently 

characterized by flux, with AI increasingly influencing how 

brand narratives are constructed and conveyed. The industry 

faces the challenge of maintaining the soulful essence of brand 

stories amidst the burgeoning influence of AI. As synthesized 

from expert insights, the path forward lies not in choosing 

between tradition and technology but in striking a delicate 

balance between the two. This balance promises crafting more 

resonant stories, creating impactful campaigns, and fostering 

more robust brand consumers. 

5. Discussion 

The paper‘s discussion section addresses the research 

questions and hypothesis, considering the insights from the 

data analysis. The first research objective sought to assess the 

impact of emotional attachment, influenced by storytelling 

and AI-driven techniques, on consumer purchasing decisions 

and brand loyalty. The regression analysis revealed a positive 

correlation between emotional attachment and impulsive 

purchasing behavior. This finding suggests that consumers 

will likely exhibit increased impulsive buying behavior as 

they become more emotionally attached to a brand. This 

outcome aligns with the hypothesis, supporting that emotional 

attachment, potentially augmented by storytelling and AI, 

significantly influences purchasing behavior. However, the 

R-squared value from the regression analysis indicates that 

emotional attachment accounts for approximately 19.7% of 

the variance in impulsive purchasing behavior, suggesting that 

other factors also play a crucial role in this dynamic. 

The second research objective focused on evaluating the 

effectiveness of storytelling and AI-driven techniques in dig-

ital marketing from the consumer perspective. Survey results 

showed a general recognition of the importance of blending 

AI with storytelling, particularly emphasizing the human 

essence in storytelling. While AI was acknowledged for its 

role in enhancing customization and providing insights, there 

was a consensus on the need for storytelling to remain 

grounded in human experiences. This finding addresses the 

second research question, indicating that while AI‘s role in 

marketing is valued, the core of storytelling, resonating with 

human emotions, is still considered paramount. 

The third research objective investigated consumer per-

ceptions of AI in enhancing branding and online selling per-

formance. The survey responses indicated a mixed reaction, 

with some participants considering AI a valuable tool in 

crafting emotionally resonant narratives. In contrast, others 

expressed concerns about losing the human touch in brand 

storytelling. The thematic analysis further supported this, 

highlighting both the potential and the challenges of inte-

grating AI into marketing narratives. This provides insight 

into the third research question, suggesting that while AI is a 

promising digital marketing tool, its integration must be bal-

anced carefully with human-centric storytelling approaches. 
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The findings of this study offer a comprehensive under-

standing of the interplay between emotional attachment, sto-

rytelling, and AI in influencing consumer behavior and brand 

loyalty. While emotional attachment emerges as a significant 

factor in impulsive purchasing decisions, the role of AI and 

storytelling in marketing requires a delicate balance between 

technological capabilities and maintaining the human essence 

of narratives. The hypothesis is partially supported, under-

scoring consumer behavior‘s complex and multifaceted na-

ture in digital marketing. 

6. Conclusion 

The conclusion is integrative, combining the many threads 

discussed throughout the research. This study aimed to exam-

ine the interface between AI and storytelling in digital mar-

keting, teasing apart their collaborations, challenges, and the 

transformative potential they collectively can achieve. At the 

core of effective digital marketing lies the human touch. Even 

in the age of data and algorithms, the emotional connection 

remains the driving force. This study reaffirmed the pivotal role 

of emotional attachment in steering consumer behavior, influ-

encing brand perception, and tangible metrics like online sell-

ing performance. AI, while immensely powerful, is not a magic 

bullet. Its integration into storytelling augments the process, 

offering data-driven insights and the possibility of hy-

per-personalized narratives. However, it also introduces com-

plexity. Issues of transparency, ethics, over-personalization, and 

cultural sensitivity must be deftly navigated. Storytelling, an 

age-old craft, meets the cutting-edge realm of AI. The future of 

digital marketing does not lie in choosing one over the other but 

in orchestrating a harmonious blend. Traditional storytelling 

grounds narratives in authenticity, while AI facilitates rele-

vance and personal resonance. While the current research has 

unearthed numerous insights regarding AI and storytelling 

within the digital marketing field, the symbiosis of these do-

mains has just begun. In the future, we aim to develop an 

AI-based tool to generate customized product-based stories to 

engage customers and drive sales. 
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