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            Abstract
          
        

        
          The present study aimed to determine how brands should represent themselves through communication on social media. Toward this end, the researchers proposed a brand identity analysis tool based on Kapferer's Brand Identity Prism model to identify how the relationships between brand identity elements vary across sociocultural content types. In addition, digital platforms feature hierarchical relationships across multimodal contexts; therefore, brands should evolve their brand visual representation methods to identify how they interact with consumers through storytelling strategies on social media. The study results show that fundamental changes in current brand-centric communication, primarily driven by platform and media environments, have been identified and could inform how to conduct more effective brand-centered strategies. Therefore, brands should consider how they represent their identities on social media and how to effectively interact with generations M and Z as they emerge as the primary target markets for many brands.

        

        
          
            초록
          
        

        
          본 연구는 브랜드가 소셜 미디어를 통해 자신을 어떻게 표현해야 하는지를 규명하기 위해 수행되었다. 이를 위해 연구자들은 Kapferer의 브랜드 아이덴티티 프리즘(Brand Identity Prism) 모델을 기반으로 한 브랜드 아이덴티티 분석 도구를 제안하고, 사회문화적 콘텐츠 유형에 따라 브랜드 아이덴티티 요소 간의 관계가 어떻게 달라지는지를 분석하고자 하였다. 또한 디지털 플랫폼의 멀티모달 맥락 간에는 위계적 관계가 존재하므로, 브랜드는 소셜 미디어의 스토리텔링 전략을 통해 소비자와의 상호작용 방식을 규명하기 위해 브랜드 시각화 방식 역시 진화시켜야 한다. 연구 결과는 브랜드 중심 커뮤니케이션에서 플랫폼 및 매체 변화에 따라 브랜드 시각화에 있어 근본적인 변화가 나타났음을 보여주었다. 이는 보다 효과적인 브랜드 커뮤니케이션 전략 수립에 기여할 수 있음을 시사한다. 따라서 브랜드는 소셜 미디어 상에서 자사의 아이덴티티를 어떻게 표현할 것인지, 그리고 주요 타깃층으로 부상하고 있는 MZ세대와 어떻게 효과적으로 상호작용할 것인지를 면밀히 고려할 필요가 있다.

        

      

      
        Keywords: 
Brand Communication, Brand Identity, Multi-modal Context, Representation Method, Social Media
키워드: 브랜드 커뮤니케이션, 브랜드 아이덴티티, 멀티모달 맥락, 표현 방법, 소셜 미디어

      

    

    

  
    
      I. Introduction
      In The Product and the Brand, Burleigh B. Gardner and Sidney J. Levy use the concept of added value to define the difference between products and brands, explaining that brand value is the image created by combining intangible assets, such as a company's image, crucial symbols, or personality, with the company's physical identity. These concepts include not only products' physical characteristics but also their social and psychological attributes, which are the feelings, ideas, and attitudes that consumers have about brands of products[1]. Thus, it is important for brands to create brand images. Brand images can be developed through communication via various media, such as print, television, radio, the internet, and cultural activities, and these images influence purchasing decisions[2]. In the past, brand communication was a passive way to analyze and reflect market changes. Since then, it has become a long-term brand strategy for driving market changes and building connections with consumers. Recently, digital media has become the most common way through which brands communicate with consumers. This conclusion can be inferred from studies that have shown that the amount of brand-related information communicated through social media is positively correlated with the level of interaction between brands and consumers, as well as with brand awareness, evaluation, and attitude[3].

      Despite the recent interest in experiential brand communication design, a definite analysis of how brand perceptions vary by platform characteristics and research on how to strategically represent brand identities on social media is needed. The present study examined how a brand's multi-modal context representation method affects its brand perception and image on the social media platform Instagram. It also proposed and used a brand identity analysis tool that utilized the distinction between emotional and informational appeals[4] based on the Brand Identity Prism. Therefore, the study's results show how brands express themselves on social media through the Brand Identity Prism. The study drew on prior research on the influence of social media on consumer perceptions[5], how brands interact with consumers regarding trending issues[6], and how communication is used to construct meaning in multi-modal contexts[7].

    

    

  
    
      Ⅱ. Literature Review
      
        2-1 Social Media
        With the emergence of global platforms and new business models, innovative digital technologies are making corporate assets more durable and flexible and changing how companies survive[8]. In recent years, scholars have highlighted the importance of social media-based brand communities among virtual consumer environments, such as blogs, websites, and digital commerce platforms[9]. Social media has increased the interactivity of brand communication by providing a platform where consumers can experience and instantly share different types of content, such as photos, text, and video, with and between brands and other consumers[10]. These platforms provide more opportunities for brands to attract and work closely with loyal consumers, offer fast, broad, and low-cost access to consumers, and enable efficient communication [11]. Brands use social media to share consumers' personal information, offers, consumer opinions, and product designs and to communicate[5]. In other words, brands can use social media to quickly identify interested consumers and provide them with the opportunity to digitally interact with and influence the brands themselves, creating deep connections and resonance with consumers.

        The generational shift in the consumer market has increased the importance of digital platforms for brands. Millennials (Generation M), defined as those born after the 1980s, and their successors Generation Z, defined as those born after the mid-1990s, will make up 45% of the consumer market in 2025, changing the market that was previously dominated by older generations[12]. With rapidly changing lifestyles, consumption patterns, and emotions, Generation M and Z consumers engage in consumption that emphasizes personal happiness and individuality by purchasing products associated with specific brand experiences, values, and messages, rather than for the inherent qualities of the products themselves[13]. From a marketing perspective, consumers on social media produce and distribute information to educate each other about products, brands, services, and related issues. They obtain a significant amount of brand information through digital media, and this has a significant effect on their purchase decisions. Therefore, social media communication has become one of the most effective ways for brands to engage with them[14]. Therefore, brands use digital communication to maintain their values while embracing the culture of their new target audience-now central to the consumer market-and to respond to the growing power of consumers enabled by digital advancements. Brands need to recognize this generation and adapt their strategies to the new digital environment to maintain and strengthen their equity.

        More than 4.88 billion people use social media. Notably, the growth of social media remains robust despite its already reaching over 60% of the global population. Social media use tends to be concentrated among younger people, with 84% of 18 to 29-year-olds and 81% of 30 to 49-year-olds actively engaging with at least one social media platform. In addition, about 90% of social media users follow at least one brand, and about 76% have purchased something they saw on social media[15]. These statistics illustrate not only the central role of consumers in the social media ecosystem but also the platform's ability to connect people globally. According to the Digital July 2023 Global Statistics Report[16], published in partnership with We Are Social and Meltwater, the top five social media platforms, excluding messenger-based platforms, are Facebook, YouTube, Instagram, TikTok, and Twitter (currently rebranded as X). Also, according to the Infinite Dial Report published in Edison Research[17], of the top five social media platforms mentioned above, Facebook is the most widely used in the US, but Facebook continues to lose users in the 12 to 34-year-old age group. On the other hand, Instagram and TikTok are growing in usage among this age group, with Instagram leading by 62.2% for brand and product information.

        
          1) Brand Communication on Social Media
          Brands expose themselves to consumers through communication to increase their awareness and recall [18], which leads to product purchases and improves brand image, thereby increasing consumer trust [2]. Brands communicate with consumers to represent their products' quality and value beyond their products' intrinsic characteristics[19].

          Brand communication is either one-way, indirect communication or two-way, direct communication. The purpose of one-way communication is to increase brand awareness through print, TV, and radio communication and enhance brand attitudes to influence purchasing decisions[2]. Two-way communication, such as that which takes place through social media, allows brands and consumers to interact and directly impacts consumers' purchase decisions. Traditional brand communication still plays an essential role in shaping brand images, so companies can increase the synergy between direct and indirect communication by delivering personalized responses to consumers and engaging in brand communication on social media[20].

          Social media enables new ways of communicating, favors consumer relationships, and encourages consumers to share different aspects of stories[21]. Brands can advertise their products and promotions through social media by continuously communicating information, ideas, and attitudes, interacting with consumers to build relationships with them in ways not limited by time or space, and influencing consumer trust, purchase intentions, and preferences. Also, consumers have come to expect rich and varied brand experiences, which have become opportunities to connect individual consumers with the broader online community[22]. Messages that come from trusted sources are more likely to be internalized. Thus, social media is valuable in that it can show how many users are part of a product's network express preferences. In the case of Instagram, brands can see how many people are following their account and liking its content[23]. As such, brand communities on social media have become essential for promoting brands to consumers and are increasingly responsible for managing relationships between brands and consumers[10].

          The foundation of social media content is visual. However, visuals on social media are usually embedded in a multi-modal context, often accompanied by verbal content [24]. Image-text data can be used to scale up visual and vision-language representation according to multi-modal context[25]; the juxtaposition of pictorial and textual information might lead to increased identification and implementation in a way that extends to sound information[26]. A typical concept of multimedia containing multi-modal context on social media includes verbal, pictorial, and sound information [27]. The study categorized the characteristics of social media into three types: verbal information-such as words, sentences, or short passages that are presented visually; visual information-either static or dynamic, such as illustrations, photographs, diagrams, or movies; and expanded audio information-such as music, narration, or voice. These various forms of information are seamlessly integrated; only brand content that is well expressed according to specific principles and concepts appropriate to each medium can be effective. Thus, digital-centric brand communication has shifted from traditional, print-centered methods to the digital environment, which has brought about many changes in the forms of information. It requires a brand identity representation method that can be organically adapted to various platforms[28].

        

        
          2) Representation Method on Social Media
          Message appeals are ways in which senders attempt to persuade recipients to accept certain claims or conclusions. Advertising research typically distinguishes between emotional and informational appeals. Emotional appeals are designed to appeal to emotions using moods, music, and other emotion-evoking elements. In contrast, informational appeals are designed to appeal to cognition using objective information about a brand's attributes or benefits. Emotional arousal increases social contagion, and emotional stories are more likely to be shared, so emotional appeals can significantly impact brand evaluations and purchase intentions [4]. On the other hand, information about a product's objective and functional characteristics can increase brand knowledge and thus is inferred to have a favorable advertising effect. Therefore, in this study, it was hypothesized that social media advertising effects differ depending on how the message appeals. Singh and Sonnenburg mention that stories can help build awareness, comprehension, empathy, recognition, and recall and provide meaning to the brand [29].

          Storytelling on social media also allows brands and products to be presented either prominently or subtly. Prominent placement is when the product or brand is presented on more than two-thirds of the screen, while subtle placement is when the product or brand is not prominent and is in the background, making the product placement in the ad ambiguous [30]. Building on previous research, this study analyzed the effects of presenting brand content with message appeals [4] and digital storytelling characteristics [29] directly and indirectly in multimodal contexts incorporating verbal and visual elements, which extend to audio information [27]. See Table 1.

          
            Table 1. 
				
            

            
              Representation methods on social media
            
            

          

          
            
              
                	
                	Direct representation
                	Indirect representation
              

            
            
              	Message Appeals [4]
              	- Informational appeals
- Objective expressions and descriptions
- Describing the attributes or benefits of the product or activity
              	- Emotional appeals
- Utilizing emotion or mood
- Tone and manner of the product or activity
- Emotional benefits of product use
            

            
              	Brand Placement [29]
              	- Prominent placement
              	- Subtle placementt
            

            
              	Communication Method [2],[18]
              	- One-way communication
- Brand-driven guidance of consumers' brand image formation
              	- Two-way communication
- Creating a brand image through consumer experience and empathy
            

          

          

        

      

      
        2-2 The Link beetween Brand Identity and Image
        According to communication theory, brand identities are produced by brands, while brand images are received by consumers[31]. Companies establish distinct brand identities with unique features that enable consumers to identify them and communicate functional, rational, and tangible—or symbolic, emotional, and intangible—characteristics associated with the brand through various media, all of which cause consumers to generate brand images[19]. Brands can convey both their core, essential identity and new peripheral attributes through their identities. As brands constantly change, brand identity management strategies should evolve based on communication and socio-cultural understanding[31].

        The Brand Identity Prism is a brand management model of communication between a sender and a receiver. It takes a socio-cultural perspective of brands in which concepts work together, making it helpful for managing the balance between the needs for identity sameness and diversity. The Brand Identity Prism divides the components of brand identity into six dimensions: physique, personality, relationship, culture, reflection, and self-image.

        These dimensions explain how various factors are interrelated. It also explores consumer psychological feedback by including both external and internal dimensions related to the brand and the consumer [32]. The brand style is composed of culture, personality, and self-image, which reflect how brands communicate and what imagery they use. Brand themes are composed of physique, relationship, and reflection, which convey concepts, product positioning, and the promises associated with that positioning [31].

        Brands must evolve in a specific direction, so brand managers must understand what drives the brand and why it exists. More importantly, as brands grow over time, their essential attributes must remain unchanged. However, brands that fail to change at all over time may degenerate and lose market value as consumers’ lifestyles and consumption patterns evolve [31]. Therefore, brands need to realize their brand aesthetics through a delicate balance between consistency and adaptation—preserving brand value through sameness while embracing diversity in response to change [33]. Brands must identify fundamental changes in their communication environments and create value for consumers to strengthen the linkage between brand identity and image.

      

    

    

  
    
      Ⅲ. Research Method
      As digital technology develops and the consumer base shifts to the new generation, brand communication strategies have been changing to build relationships with them. For brands to strategically utilize social media, they must represent their identities through content that is consistent with their core values but adapted to new contexts. Brands can present their identities for consumers' brand perceptions and images using the Brand Identity Prism model, which approaches brand identities from different perspectives. They should decide how prominently to position the products according to the content when telling stories about them.

      This study assumed that the brand outcomes of social media communication were influenced by both content features and brand identity management strategies that became immediately apparent during customer interactions. It aimed to identify factors contributing to brand identity acceptance using a brand identity analysis tool applied to branded content on Instagram, and to examine the impact of brand experience on brand image on social media, as illustrated in Fig. 1. Instagram was selected as the focal platform, as it is currently the most widely used digital platform for brand communication[34] and continues to attract a growing number of Generation M and Z users[17].

      
        
        

        Fig. 1. 
				
        

        
          The link between brand identity and image on social media (adapted from Kapferer[31])
        
        

        

      

      The study was conducted as follows. First, based on theory, a brand identity analysis tool that reflected the characteristics of digital platforms was proposed.

      Second, the tool was used to analyze Instagram content. The main elements of the Brand Identity Prism in relation to content were statistically examined using SPSS v.29.0, and the reciprocity of communication between brands and consumers was analyzed using MANOVA. Third, in-depth interviews were conducted with designers who had managed brand communication to examine how brand identity was represented in Instagram content and to verify the main elements of the Brand Identity Prism identified in the second stage of the study.

      It also categorized the characteristics of brand identity representation methods on social media and their effects on brand image using thematic analysis. Fourth, the results of each of the preceding three stages were synthesized to explain how brand identity influences brand image and to identify the characteristics of brand identity representation on digital platforms.

      
        3-1 Brand Identity Analysis Tool
        Carmen Balan examined Nike's Instagram content and found that branded content impacts message delivery and engagement. He counted the number of likes, views, and comments for each post and categorized them as reflecting one of seven themes: arts and sports, aspirational values, branded products, sports and style/fashion, sports competitions, athletes in action, and user experience[35].

        Based on the results of this research, the study categorized the contents into three topics: “Products and Styles,“ which focus on products; “Sports People,” which concentrate on people; and “Aspirational Values,” which express essence. First, the mutual projection of the six elements of the Brand Identity Prism, which distinguished consumers' perceptions of a brand's product quality, was categorized according to these three content types. Then, the methods of content representation were analyzed as either direct or indirect. The case study was interpreted based on Table 2, and the meaning of brand identity was defined to explain brand communication strategies on social media. Table 2 presents an integrated framework grounded in the brand pyramid and the Brand Identity Prism[31], and combines message appeals[4], brand placement in content storytelling[29], and the characteristics of one-way[18] and two-way[2] brand communication. These concepts were categorized into direct and indirect expression types to support a more structured interpretation.

        
          Table 2. 
				
          

          
            Meaning of brand identity
          
          

        

        
          
            
              	Brand Identity Prism
              	Expressive methods
              	Substance
            

          
          
            	Brand style
            	Personality
            	Direct
            	Brand personality and characteristics
          

          
            	Indirect
            	Visualization of brand personality and character via audio, tone and manner, visuals, music, narration, etc.
          

          
            	Culture
            	Direct
            	Essential values, heritage, originality
          

          
            	Indirect
            	Cultural trends, social value
          

          
            	Self-image
            	Direct
            	Product attributes offered by the brand, information related to brand value activities
          

          
            	Indirect
            	Features of products as projected by consumers, experiences related to value-based activities
          

          
            	Brand themes
            	Physique
            	Direct
            	Visualized symbolic brand and product attributes, objective description of benefits
          

          
            	Indirect
            	Subtle imagery that symbolically communicates brand identity
          

          
            	Relationship
            	Direct
            	Consumer behaviors toward the brand
          

          
            	Indirect
            	Core values derived from the brand-consumer relationship
          

          
            	Reflection
            	Direct
            	Brand representation through aspirational figures (e.g., influencers, personas)
          

          
            	Indirect
            	Consumer behavior, experience, and value derived from brand usage
          

        

        

      

      
        3-2 Case study
        Of the top five most popular social media platforms, Instagram is the most widely used for brand and product information, accounting for 62.2% of such usage[16], and it continues to attract a growing number of Generation M and Z users at the center of digital communication[17]. Furthermore, Instagram provides users with a simple, fun, and creative way to capture, edit, and share photos, videos, and messages. Therefore, the content of brand communication through Instagram was analyzed in the study.

        The brands examined in the study were Nike (ranked 9th) and Adidas (ranked 42nd), which are among the top 100 brands according to the “Best Global Brands 2023” ranking based on brand equity value. This index is developed by the global consulting group Interbrand (https://interbrand.com/best-brands/), which also considers brands that engage in various digital marketing activities. This annual brand ranking selects the best-performing global brands across a range of industries and provides a transparent population of brands from which to draw a valid sample[36]. Researchers chose Nike and Adidas because they compete in the same product category, emphasize visual representation of their brand characteristics, and engage in communication that also reflects their social, cultural, and environmental values.

        To examine how brands are expressing their identity in Instagram-based brand communications, researchers collected 225 Nike posts and 132 Adidas posts made between January 1 and August 31, 2023, from each brand’s most prominent official accounts: @nike, which has 304M followers; @adidas, which has 27.8M followers; and @adidaswomen, which has 3.1M followers. The brand identity analysis tool developed for the study was used to analyze the posted content based on multimodal contexts in order to identify their Brand Identity Prism. The number of likes each post received was also collected to assess the effect of interactive communication between brands and consumers.

      

      
        3-3 In-Depth Interview
        The case studies explored how brands' digital communication was centered on the element of the Brand Identity Prism upon the content type of storytelling. In-depth interviews were conducted to validate the case study results. As the prime target of brands, Generation M and Z designers are not only brand senders but also primary Instagram brand image recipients on Instagram. Therefore, interviewees were categorized by generation. See Table 3. Interviewees were first provided with Nike and Adidas Instagram content about Products and Styles, Sports People, and Aspirational Values. Second, they were asked about their perceptions of the content's Brand Identity Prism elements. Third, they were asked about how they thought brand designers should express their brands' identities and characteristics on Instagram. The interviews were semi-structured and in-depth. The interviews took about 60 minutes on average, were conducted either face-to-face or virtually according to the interviewee's situation, and were recorded and transcribed with the interviewees' consent.

        
          Table 3. 
				
          

          
            Demographic characteristics of the interview
          
          

        

        
          
            
              	
              	Age (years)
              	Work experience (years)
            

          
          
            	Older Generation
            	A
            	47
            	17
          

          
            	B
            	45
            	22
          

          
            	C
            	47
            	24
          

          
            	Generation M
            	D
            	39
            	18
          

          
            	E
            	40
            	18
          

          
            	F
            	35
            	11
          

          
            	Generation Z
            	G
            	29
            	5
          

          
            	H
            	30
            	5
          

          
            	I
            	28
            	4
          

        

        

      

    

    

  
    
      Ⅳ. Results
      
        4-1 Case Study
        Nike's Brand Identity Prism analysis results by content type on Instagram are shown in Table 4. The numbers highlighted in bold in Table 4 indicate the content types that accounted for the greatest volume, comprised a significant proportion of the applied message strategies, and received the highest user likes.

        
          Table 4. 
				
          

          
            Results of brand identity analysis tool - NIKE
          
          

        

        
          
            
              	Brand Identity
              	Products & Styles
              	Sports People
              	Aspirational Value
            

          
          
            	Volume
            	
              38.7 %
            
            	
              38.7 %
            
            	22.6 %
          

          
            	Brand Identity Prism
 (Ave.)
            	Brand style
            	Personality
            	.57
            	.30
            	.47
          

          
            	Culture
            	.43
            	.53
            	.96
          

          
            	Self-image
            	.53
            	.59
            	.67
          

          
            	Brand themes
            	Physique
            	.26
            	.59
            	.55
          

          
            	Relationship
            	.59
            	.87
            	.33
          

          
            	Reflection
            	.95
            	.44
            	.49
          

          
            	Message appeals
            	 Emotional
            	
              63.2 %
            
            	
              80.0 %
            
            	
              96.1 %
            
          

          
            	 Informational
            	36.8 %
            	20.0 %
            	3.9 %
          

          
            	 Like (Ave.)
            	
              175,385
            
            	142,497
            	101,818
          

        

        

        Products and Styles content accounted for 38.7% of all content, and “Physique” was the strongest element, with a value of 0.96 on a scale of 0 to 1. Sports People content also accounted for 38.7%, and “Reflection” was the strongest at 0.87. Aspirational Value content accounted for 22.6%, and “Culture” was the strongest at 0.96. Overall, emotional appeals were more prevalent than informational appeals in a high percentage of Nike's Instagram content. Products and Styles content accounted for 36.8% of informational appeals, and Aspirational Values content accounted for 96.1% of emotional appeals. The number of likes showed that the Products and Styles element was the most popular, suggesting that users preferred brand product content.

        Adidas's Brand Identity Prism analysis results by content type on Instagram are shown in Table 5. The numbers highlighted in bold in Table 5 indicate the content types that accounted for the greatest volume, comprised a significant proportion of the applied message strategies, and received the highest user likes.

        
          Table 5. 
				
          

          
            Results of brand identity analysis tool – Adidas
          
          

        

        
          
            
              	Brand Identity
              	Products & Styles
              	Sports People
              	Aspirational Value
            

          
          
            	Volume
            	31.1 %
            	
              41.7 %
            
            	27.2 %
          

          
            	Brand Identity Prism
 (Ave.)
            	Brand style
            	Personality
            	.49
            	.38
            	.31
          

          
            	Culture
            	.54
            	.38
            	.94
          

          
            	Self-image
            	.41
            	.29
            	.50
          

          
            	Brand themes
            	Physique
            	.15
            	.51
            	.69
          

          
            	Relationship
            	.56
            	.67
            	.28
          

          
            	Reflection
            	.93
            	.67
            	.28
          

          
            	Message appeals
            	 Emotional
            	
              77.5 %
            
            	
              87.3 %
            
            	
              94.4 %
            
          

          
            	 Informational
            	22.5 %
            	13.7 %
            	.56 %
          

          
            	 Like (Ave.)
            	125,671
            	
              147,135
            
            	22,762
          

        

        

        Products and Styles content accounted for 31.1% of all content, and “Physique” was the strongest element, with a value of 0.93. Sports People content accounted for 41.7% of all content, which shows that people-centered content was more common for Adidas than Nike, and both “Reflection” and “Physique” had values of 0.67. Aspirational Value content accounted for 27.2% of all content, and “Culture” was the strongest at 0.94. Overall, emotional appeals were more prevalent than informational appeals in a high percentage of Adidas's Instagram posts. Products and Styles content accounted for 22.5% of informational appeals, while Aspirational Values content accounted for 94.4% of emotional appeals. Sports People content received the most likes, indicating that users preferred content featuring celebrities.

        A MANOVA was conducted to examine the effects of brand and content type on user interaction, as measured by the number of likes and comments. As shown in Table 6, the results revealed a significant main effect of brand on the number of comments (p<.05), indicating that user commenting behavior varied depending on the brand. However, no significant main effects were found for content type, nor were there any significant interaction effects between brand and content for either likes or comments (p>.05).

        
          Table 6. 
				
          

          
            User interactivity outcomes by brand and content type
          
          

        

        
          
            
              	Source
              	Dependent Variable
              	Sum of Squares
              	df
              	Mean Square
              	
                F
              
              	
                p
              
            

          
          
            	Brand
            	like
            	1.2699E+11
            	1
            	1.2699E+11
            	1.17
            	.280
          

          
            	comments
            	16996489.5
            	1
            	16996489.5
            	6.408*
            	.012
          

          
            	Contents
            	like
            	4.1683E+11
            	2
            	2.0842E+11
            	1.92
            	.148
          

          
            	comments
            	2444411.44
            	2
            	1222205.72
            	.461
            	.631
          

          
            	brand * contents
            	like
            	9.1842E+10
            	2
            	4.5921E+10
            	.423
            	.655
          

          
            	comments
            	4774484.82
            	2
            	2387242.41
            	.900
            	.408
          

        

        
          
            *p<.05, **p<.01, ***p<.001
          

        

        

        Fig. 2 illustrates the estimated marginal means of comments by content type and brand. Overall, the number of comments was higher for Nike across most content types, with the greatest difference observed for “Product & Style” content. In contrast, Adidas received more comments for “Sports People” content. These results align with the MANOVA findings, which indicated a significant main effect of brand on comments (p<.05), while the interaction effect between brand and content type was not statistically significant (p>.05).

        
          
          

          Fig. 2. 
				
          

          
            Interaction of brand and content type in relation to comments
          
          

          

        

      

      
        4-2 In-Depth Interview
        Following the completion of the thematic analysis of eight items—message appeals and Brand Identity Prism—432 responses extracted from Nike and Adidas content, inter-coder reliability among the nine participants was assessed using Perreault and Leigh’s Ir coefficient[37], which indicated a strong level of agreement (Ir=.782), exceeding the recommended threshold of 0.7. The interview results, analyzed using the brand identity analysis tool, were generally consistent with the findings of the case study. The results for Nike and Adidas were compared with the average values derived from the Brand Identity Prism analysis in the case study, as well as with the interview data, as illustrated in Fig. 3.

        
          
          

          Fig. 3. 
				
          

          
            Comparison of brand identity prism results from case studies and interviews - Nike (left) and Adidas (right) 
          
          

          

        

        In Products and Styles content, “Physique” was the strongest element with a value. “Personality” also had a high value of 0.89. This is a higher value than in the case study. In Sports People content, “Reflection” was the strongest element, with a score of 0.89, and “Relationship” also had a high score of 0.78. In Aspirational Values content, “Culture” was the strongest element, with a score of 0.78; “Self-image” and “Relationship” elements had the same values based on interviews but not in the case study. The message appeals results of the interviews were partly inconsistent with those of the case study. The message appeals of Products and Styles content showed that 88.9% were directly presented and objectively informational. However, there was an overall dominance of emotional needs that used emotions or moods—78% for Sports People, which focuses on people, and 55.6% for Aspirational Values, which focuses on values.

        Adidas's results of the average analysis of the Brand Identity Prism from the case study and the interviews are compared, as shown in Fig. 3. In Products and Styles content, “Physique” was 0.89, the strongest element with a value the same as the case study results. “Personality” was also 0.89, the strongest element, but this is a higher value than in the case study. In Sports People content, “Reflection” was the strongest element, scoring 0.89. Notably, “Physique” was higher at 0.78 compared to the Nike brand. The Aspirational Values content also shows “Culture” as the strongest element with a value of 0.78, but “Relationship” shows the same value. This is a phenomenon similar to the results of the case study.

        The result of the average analysis of the message appeals of the interviews was partly inconsistent with the case study. The message appeals of Products and Styles content showed that 66.7% were directly presented as objective information. However, there is an overall dominance of emotional needs that use emotions or moods, with 78% for Sports People, which focuses on people, and 77.8% for Aspirational Values, which focuses on values. The study believed that the results of the message appeals analysis might differ between the case studies and the interviews. This is because the case studies were analyzed using all collected data, whereas the interviews were based on selected posts that best reflected the characteristics of each content type: “Products and Styles,” which emphasized the product; “Sports People,” which focused on individuals; and “Aspirational Values,” which conveyed the abstract brand essence. The thematic analysis results are presented in Table 7.

        
          Table 7. 
				
          

          
            Thematic analysis of in-depth interview results
          
          

        

        
          
            
              	
              	Substance
            

          
          
            	Characteristics of the message appeals on social media
            	Curiosity about video and photography comes first, and then understanding storytelling through the mixture of text, music, and voice
          

          
            	Need to form lifestyle-oriented message delivery
For natural communication, the brand and products are metaphorically represented
          

          
            	Representing the brand image permeates the behaviors and lifestyles of influencers
          

          
            	Important to form a mutual relationship with consumers
          

          
            	Brand awareness
            	Requires constant imprinting of iconic brand identity elements
          

          
            	Ambiguous representation of iconic brand identity elements in storytelling
          

          
            	Properly organizing information about essential values realization and the brand or its products increases brand awareness
          

          
            	Sameness of the brand
            	Iconic elements to maintain heritage and originality
          

          
            	Maintain the brand's tone and manner of visual representation
          

          
            	Brand Style-Culture, Personality, Self-image
          

          
            	Diversity of the brand
            	Providing excitement - brand experiences, products, promotions, timely or topical activities, etc.
          

          
            	Need to form a brand theme or stylistic core in terms of shared emotional values
          

          
            	Brand themes - Physique, Relationship, Reflection
          

          
            	The Link between Brand Identity and Image
            	Combination of brand attributes with heritage, culture, and influencers to shape brand image
          

          
            	Empathy with the social values expressed by the brand contributes to brand image
          

          
            	Providing information on products and services helps shape the brand image through communication and experiences centered on core values
          

        

        

        With the exception of the brand identity analysis tool, the interview transcripts were categorized using thematic analysis. Thematic analysis can inductively summarize, highlight, and interpret key features of participants' experiences and perceptions and determine the social context from the data [38]. It can also highlight the social, cultural, and structural contexts that influence people's experiences. It is a qualitative analysis method that can be used to develop knowledge through interactions between researchers and research participants [39]. This knowledge is socially meaningful, so thematic analysis was considered appropriate for the study.

      

    

    

  
    
      Ⅴ. Discussion
      Based on Kapferer’s Brand Identity Prism—a widely used framework for structuring consumer perceptions of brand image—this study analyzed the impact of storytelling as a content expression method on brand recognition and image on social media. The details are as follows.

      First, the growing diversity of brand content—fueled by the continual evolution of digital platforms—requires more intentional strategies to communicate brand vision effectively. The Brand Identity Prism offers a structured framework for aligning content types with strategic identity expression. In this study, social media content was categorized into three major themes: product-related, people-related, and value-related. Each theme emphasized distinct elements of the Brand Identity Prism. Product-focused content was largely tied to the ‘Physique’ dimension, conveying product attributes while evoking emotional resonance through refreshed brand portrayals. People-related content, particularly featuring celebrities or influencers, engaged the ‘Reflection’ dimension by portraying ideal brand recipients. Value-oriented content activated the ‘Culture’ dimension, emphasizing heritage and social alignment. Collectively, the stylistic dimensions—‘Culture,’ ‘Personality,’ and ‘Self-image’—communicated brand consistency, while the thematic dimensions—‘Physique,’ ‘Relationship,’ and ‘Reflection’—highlighted brand diversity. These findings demonstrate that activating different dimensions across content types enables brands to convey both consistency and flexibility. emotional and expressive components made it especially suitable for capturing the dynamic and multimodal nature of brand storytelling on social media platforms.

      Second, the results presented in Fig. 2 confirm that user engagement through comments varied significantly by brand across content types. Nike consistently received more comments, especially for “Product & Style” content, indicating strong consumer response to product-centric storytelling. In contrast, Adidas recorded higher engagement for “Sports People” content, suggesting stronger alignment with human-centered narratives such as athletes or endorsements. Data from Table 4 shows that Nike’s product-related content represented the largest share (38.7%), receiving over five times more comments than other categories. Table 5 reveals that people-related content accounted for 41.7% of Adidas’s posts and generated the highest number of comments. These patterns align with the MANOVA results in Table 6, which confirmed a statistically significant main effect of brand on comment volume (p<.05). These findings emphasize that when brand identity and content type are connected, they have a decisive influence on user interaction.

      Third, in terms of message delivery efficiency, storytelling on Instagram operates within a distinctly multimodal environment. Users prioritize visual elements-both static and dynamic-over text or audio, highlighting the need for brands to lead with impactful visual strategies. Participant F observed, “Text is optional information on Instagram.” Participant C emphasized the importance of an impactful first screen: “The visual representation on the first screen needs to be impactful so that I will want to see the other images and read the text to learn more.” While visuals capture attention, Participant E stressed the importance of complementary text: “Even if the image is accurate, it can be misleading without verbal information.” These findings indicate that effective storytelling on Instagram requires a layered communication strategy—visual content that draws users in and verbal elements that contextualize and deepen engagement.

      Fourth, by positioning brand identity as a central component of communication, brands can better adapt to evolving technological and cultural media landscapes. Consistently utilizing iconic symbolic elements—such as brand names, logos, and colors—ensures immediate recognition and enhances user engagement. Participant D stated, “If the brand is not recognizable, no matter how much value you create, it will not resonate.” Participant B noted, “It’s surprising, but I also feel the brand has confidence when I see a lot of posts that don’t emphasize the brand’s symbols and are more focused on messaging. But that’s only because iconic brand identities have become recognizable over a long period of time.” Participant E added, “If you just see the swoosh [Nike logo] for even 0.00001 seconds, there’s no one who doesn’t know it’s Nike.” These insights reinforce the importance of making brand symbols instantly recognizable within storytelling contexts.

      Finally, social media fosters brand image through interactive, sustained communication. Consumers increasingly identify with brands that reflect their lifestyle and values. The study confirmed that the “Relationship” and “Culture” dimensions are central to user-brand resonance in value-based content. Social media’s participatory nature facilitates emotional connection and supports the development of enduring brand relationships [40]. Participant A emphasized, “It’s important for consumers to understand whether it’s something the brand truly aspires to.” Participant B noted, “Social media helped me see the brand’s stance on universality, diversity, and inclusion.” Participant I noted, “If the brand’s message aligns with my values, I will consume it.” These insights affirm that consumers not only consume but co-create brand meaning. Social media, therefore, serves as a participatory platform for relational branding—deepening emotional bonds and enhancing brand image.

    

    

  
    
      Ⅵ. Conclusion
      This study demonstrates that structured brand identity visualization—framed through Kapferer’s Brand Identity Prism—is a critical factor influencing user engagement on social media. Different types of branded content activate distinct identity dimensions, shaping user perception and interaction. The strategic use of symbolic brand elements, combined with emotionally resonant storytelling, plays a significant role in fostering brand awareness and image formation. These findings suggest the need to adjust brand identity expression to align with the affordances of digital platforms and evolving user expectations.

      While traditional brand identity research has focused on the foundational role of symbolic visual elements in shaping consumer perception [41], this study extends the scope by applying Kapferer’s model [31] to new media contexts. The Brand Identity Prism’s inclusion of emotional and expressive dimensions makes it especially suited to capturing the multimodal nature of brand storytelling on social media. Furthermore, this study highlights the growing importance of consumer participation and voluntary dissemination in brand-consumer interactions. Thus, brands must adopt platform-specific communication strategies that balance the consistency and flexibility of identity expression while responding to technological change and cultural context.

      These results yield several practical implications for brand design and communication. First, brands should prioritize visually compelling content that reflects core brand characteristics and resonates emotionally with users. Second, maintaining consistency in key symbolic elements—such as logos, color, and visual tone—is essential for reinforcing brand recognition across various media. Finally, the lifestyle presented by a brand on social media can strengthen interaction with consumers. It should be recognized as a platform for fostering long-term emotional relationships and conveying ideal values.

      This study was limited as it only analyzed to two brands within the same product category and did not account for the neutrality of message appeals. Future research should investigate a broader range of brands and content types to assess how identity expression scales across industries. Additionally, comparative analyses across various social media platforms beyond Instagram—such as TikTok, YouTube, or Threads—could provide further insights into platform-specific strategies. Finally, insights into how message strategy, interactivity, or changes in brand identity elements influence long-term brand image may yield valuable insights.
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