








The Role of Digital Storytelling in Building Brand Loyalty: A Case Study of ASOS (UK E-commerce Brand)
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[bookmark: _Toc213401894]1. Introduction
[bookmark: _Toc213401895]1.1 Research Background
In the contemporary digital landscape, customers are progressively drawn to brands that connect with them on a deeper emotional level. Storytelling strategy shifts the focus from transactional interactions to meaningful relationships, where customers feel a personal connection with brands. According to Tiiri (2024 p.6), “storytelling has the potential to enrich these touchpoints by creating memorable and emotionally engaging experiences”. Brands boost emotional engagement and loyalty by aligning narratives with customers' aspirations and values through storytelling strategy. 
ASOS is a leading UK-based e-commerce brand that sells over 36,000 labelled and own beauty and fashion products like clothing, perfume, accessories, footwear, and beauty products. This brand invested £106.7 million in its marketing campaigns (Ziginov, 2021). ASOS invested money and time in making quality content to make strong relationships with customers. ASOS builds stories around inclusivity, diversity, and self-expression (ASOS, 2025). The hashtag “#AsSeenOnMe” encourages customers to share their photos with ASOS products on social media (Twirl, 2024). This user-generated content helps this fast fashion brand to build trust and authenticity among customers. 
[bookmark: _Toc213401896]1.2 Research rationale
Research related to the role of storytelling on brand loyalty of ASOS is significant because brand loyalty in today’s competitive environment is increased by emotional engagement rather than product quality and price. ASOS has 2.9 billion GBP and 19.5 million active customers worldwide (Statista Research Department, 2025). This is one of the leading e-commerce companies of the UK and this is selected as the UK e-commerce market is expected to increase from $363.0 million in 2023 to $927.9 million by 2030 (Grand View Research, 2025).
[image: ]
Figure 1.2.1: The UK e-commerce market
(Source: Grand View Research, 2025)
In recent years, customers have been constantly looking for multiple brands through social media platforms like Facebook, Instagram, YouTube, and many others. These social media platforms are used for storytelling by the E-commerce company ASOS. It has been reported that 55% of e-shoppers buy fashion or accessories through Facebook, 44% by TikTok and 47% by Instagram in the UK (Searles, 2024). So, it expects that this selected UK based e-commerce company will get success in building customer engagement by storytelling through social media platforms. 
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Figure 1.2.2: Social media platforms shopped by e-shoppers for their accessories in the UK
(Source: Searles, 2024)
E-commerce sales is strongly related to storytelling strategies as this makes emotional connections with customers by building trust and driving purchases (Kemp et al. 2021). Retail e-commerce sales worldwide increased from 4206 billion U.S. dollars in 2020 to 6542 billion U.S. dollars in 2023 (Statista Research Department, 2025). So, it states that this topic related to retail e-commerce market and online marketing is fruitful to find out relevant information about the impacts of storytelling strategy on brand loyalty. 
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Figure 1.2.3: Retail-ecommerce sales in worldwide
(Source: Statista Research Department, 2025)
[bookmark: _Toc213401897]1.3 Problem statement
Lack of authenticity in storytelling leads to damage to brand reputation (Singh, Kumar, and Lal, 2025). Oversaturation of content, difficulty in measuring impacts and ethical sensitivity are the key problems in maintaining storytelling strategy. 
Despite the growing significance of storytelling within digital marketing, there is limited academic understanding of how storytelling basically encourages brand loyalty in the e-commerce sector. Although ASOS invests in digital narratives, it is unclear which aspects of its storytelling mostly drive emotional connection and repeat customer behaviour.
[bookmark: _Toc213401898]1.4 Research aim and objectives
Aim: To analyse how ASOS uses digital storytelling through its social media and online platforms to strengthen customer loyalty and engagement.
Objectives: 
· To evaluate how ASOS applies digital storytelling strategies across its online and social media platforms to connect with consumers and communicate brand values. 
· To examine the effectiveness of ASOS’s digital storytelling in influencing customer emotional connection, perception, and brand trust for the identification of opportunities and challenges faced by the firm in the UK e-commerce sector. 
· To explore the relationship between storytelling techniques of ASOS and the development of its brand loyalty among the target audience.
[bookmark: _Toc213401899]1.5 Research questions
· How are digital storytelling strategies of ASOS across its social media and online platforms to connect with consumers and communicate brand values?
· What are the impacts of ASOS’s digital storytelling on customer emotional connection, perception, brand trust etc and what opportunities and challenges faced by the firm in developing customer loyalty in the UK e-commerce sector?
· What is the relationship between ASOS’s storytelling techniques and the development of its brand loyalty among the target audience?
[bookmark: _Toc213401900]1.6 Justification of the study
This research is justified because it examines the importance of digital storytelling in strengthening brand loyalty in the competitive e-commerce fashion industry. ASOS is a perfect case study as it is a global online fast-fashion and beauty retailer which is known for its inclusive and creative storytelling (ASOS, 2025). This brand uses storytelling strategy to make an emotional connection with its customers and balance between performance metrics and brand loyalty. Understanding how storytelling encourages consumer loyalty gives valuable insights for marketers seeking to build brand-consumer relationships. This research study contributes to academic literature by combining perspectives from consumer behaviour, digital marketing, and brand communication, offering a deep knowledge of modern branding strategies in digital contexts.
[bookmark: _Toc213401901]1.7 Limitation
The primary limitation of this research is the following secondary qualitative data that depends on pre-existing data like online campaigns, reports, and existing articles. Lack of first-hand consumer perspectives make a limit in this research. Moreover, results based on a single case study may not be completely generalisable to other brands, though they give a strong foundation for further comparative research. 
[bookmark: _Toc213401902]2. Literature Review
[bookmark: _Toc213401903]2.1 Identification of key literature to establish gaps
According to Abdelhady (2023), digital storytelling is a fruitful digital marketing strategy that endures customer relationships. Mandung (2025), noted that storytelling is an effective marketing tool that not only presents product information but also creates relatable and immersive narratives that resonate with customers' emotions, values, and aspirations. Storytelling advertising makes a potential impact on shaping a positive perception of service quality and products compared to physical advertising. According to the view of Tiiri (2024 p.20), “storytelling enables brands to go beyond product features and connect with consumers on a personal and emotional level, addressing their aspirations, beliefs, and identities”. Storytelling fosters a sense of engagement, connection, and loyalty of customers. Case study strategies are widely used in many marketing and consumer-behaviour studies to explore the brand communication comprehensively within the real world contexts. Case study designs can also help the researcher to examine the practices of storytelling in a brand setting, giving them a deeper understanding of the patterns of emotional engagement (Ahmed et al, 2024). This plan enhances the knowledge on formation of brand loyalty.
Brand storytelling is an effective approach that attracts customers' attention. Rachman et al. (2024, p.356) “brands are now expected to not only tell their own stories but also to facilitate contributions from consumers, creating a more authentic and relevant collaborative narrative”. Technologies like Big Data analysis and artificial intelligence (AI) are the key foundations of brand storytelling. Although storytelling provides several opportunities, changing digital trends, fierce competition and online reputation risks are some risks of storytelling strategy. Social media platforms play an important role in spreading brand stories. In the digital age, brand loyalty is identified as a valuable asset as loyal customers are engaged with repeat purchases, give constitutive feedback and recommend brands to others (Mandung, 2025). The research on digital stories tends to use the secondary qualitative data, including social media posts, campaign reports, and communication with the consumer, to compare them based on the theme and determines recurring themes (Jacub 2025). This methodology practice focuses on the role of pattern story telling in influencing brand loyalty in digital environments.
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Figure 2.1.1: Growing number of online shoppers
(Source:  Huang, YOU, and Zhou, 2022)
ASOS highlights influencers and real customers, telling stories that celebrate individuality. This strategy creates an emotional bond between this fast fashion brand and its customers. This encourages consumers to see themselves represented in the brand. ASOS uses social media platforms to present their stories and attracts customers, mostly the younger customers. It has been found that online shoppers increased from 2.06 billion in 2020 to 2.14 billion in 2021 (Huang, YOU, and Zhou, 2022).  ASOS sells over 850 brands and ships to 196 countries. As per the Brandz ranking of 2021, ASOS ranked 10th in apparel (Huang, YOU, and Zhou, 2022). This e-commerce brand also use online marketing strategy like storytelling to engage with larger range of customers. 
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Figure 2.1.2: ASOS ranked under top ten apparel brands
(Source: Huang, YOU, and Zhou, 2022)
Idrees, Vignali and Gill, S., 2020) noted that via #AsSeenOnMe seen on hashtags, customers actively share their photos and styling ideas on social media. This hashtag presents the individual image of brands. Retailers also observe traffic and engage with customers through their social media. A range of digital stories researchers use interpretivist philosophy to interpret consumer perceptions by making sense subjectively, focusing on experiences instead of numerical generalisation. Interpretivism favours the interpretation of stories, feelings, and brand connotations of e-commerce (Limna et al., 2025). This philosophical premise illustrates a methodological loophole in the way emotional engagement is investigated in online brand storytelling.
[bookmark: _Toc213401904]2.2 Theoretical underpinnings
Narrative transportation theory: 
According to Mandung (2025), narrative transportation theory states that when customers become engaged in a story, they experience suspension of disbelief, which enables them to relate to the brand on a deeper level. Emotional engagement through story is effectively recognised as a key driver of loyalty because customers feel a personal connection and trust with brands. Based on this theory concept, customers are likely to advocate for brands which give emotionally satisfying experiences. So, it understands that emotional connections create a strong and positive brand perception among customers. 
Consumer-brand relationship theory:
As per the consumer-brand relationship theory, positive relationships with brands cause brand acceptance and Word-of-mouth (WOM) (Wallace et al. 2022). Storytelling strategy creates a strong emotional connection between customers and brands, and this strong bond contributes to an increasing rate of brand loyalty and customers. ASOS uses storytelling strategy to create stronger emotional bonds with its customers that strengthen its brand loyalty and customer engagement. The available sources on the topic of digital storytelling often use the inductive research methodology in which patterns can be formed based on consumer-created stories and brand narratives rather than a predefined hypothesis (West et al, 2022). Such strategy is in line with qualitative analysis and emphasizes the development of emotional themes in the context of storytelling based marketing environments.
[bookmark: _Toc213401905]3. Methodology
[bookmark: _Toc213401906]3.1 Methods of data collection
Data are collected from mostly two basic methods, such as primary and secondary methods. Primary data collection occurs through surveys, interviews, observations, and other (Mazhar et al. 2021). On the other hand, secondary method data are collected from articles, journeys, and relevant online sources. In this research, the secondary data collection method will be followed to present the impacts of the digital storytelling strategy of ASOS on its brand loyalty and customer engagement. Already published articles, journals, and books that are available in Google Scholar will be used as secondary sources in this research. Company reports of ASOS, newspapers, and other authentic online sources will also be used to gather relevant information about the research. The secondary data collection method is a more cost-saving, time-efficient, and bias-free method compared to the primary data collection method. 
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Figure 3.1.1: Research Onion
(Source: Abdelhakim, 2021)
[bookmark: _Toc213401907]3.2 Methods of data analysis
Data are analysed through two key methods, such as quantitative and qualitative methods. The quantitative method presents numerical data by including statistics and graphs (Alturki, 2021). On the other hand, qualitative methods showcase non-numerical data based on secondary sources. In this research study, the qualitative method will be applied in this research to analyse the collected data related to ASOS storytelling strategies. Thematic analysis will be followed as a secondary qualitative method to present detailed information about the role of storytelling strategy on brand loyalty based on ASOS case study. 
A secondary qualitative research method is selected as this permits in-depth analysis of existing data, such as social media content, interviews, and brand reports of ASOS. This method saves time, cost, and resources during data collection and data analysis compared to the primary quantitative analysis method (Cheong et al. 2023). A secondary qualitative method will help to identify themes, patterns, and meanings behind ASOS’s storytelling strategies and their impact on brand loyalty.
[bookmark: _Toc213401908]3.3 Ethical considerations
In the case of secondary qualitative research, all secondary sources should be credible and properly cited. Data will be drawn from ethically approved and publicly available sources during this research. Protecting the privacy and confidentiality of original participants is an effective way to maintain research ethics (HWANG, 2023). Misinterpretation of qualitative data must be avoided to control accuracy and integrity in this research. 
[bookmark: _Toc213401909]3.4 Limitations
Lack of primary quantitative data collection and representation is one of the limitations in this research. Only qualitative research analysis is selected, so the lack of numerical data and statistical presentation creates a gap in this research. 
[bookmark: _Toc213401910]4. Expected findings
[bookmark: _Toc213401911]4.1 Key expected findings based on theory, literature, and methods
As per the narrative transportation theory, brand relationship theory, and relevant literature, it is understood that ASOS’s digital storytelling effectively enhances emotional engagement and brand loyalty. The research findings will reveal that inclusive and authentic storytelling like ASOS’s focus on sustainability, diversity, and real customer experiences, makes a sense of belonging and trust among consumers. ASOS potentially builds emotional connections which move beyond simple product promotion to make a meaningful brand–consumer relationships. As per literature review, it pointed out that although storytelling creates many opportunities, fierce competition, changing digital trends, online reputation risks are some challenges of storytelling strategy. It expects that the opportunities and challenges of storytelling strategy on brand loyalty will be effectively analysed in detail through a secondary qualitative method.  
[bookmark: _Toc213401912]4.2 Potential implications of the findings
The research study could give valuable insights for both marketers and academics. These research findings will strengthen the link between emotional transportation, brand loyalty, and storytelling by offering a deeper understanding of digital consumer psychology. The findings help brands to design “story-driven marketing strategies” that foster loyalty via emotional resonance rather than price competition. This research may influence ASOS and similar e-commerce brands to invest in inclusive, sustainable, and consumer-led storytelling while controlling authenticity across digital platforms. 
[bookmark: _Toc213401913]

5. Timeframe
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Figure 5.1: Timeframe for research
(Source: Self-developed)
[bookmark: _Toc213401914]6. Conclusion
As per the above discussion, it is concluded that digital storytelling takes a key role in increasing brand loyalty through building emotional connections between consumers and brands. ASOS strengthens its customer engagement by sharing stories related to inclusivity and authenticity. This fast fashion retailer brand uses a storytelling strategy on social media platforms. This brand promotes #AsSeenOnMe to foster their customer engagement and brand loyalty.  Based on narrative transportation theory and consumer–brand relationship theory, when consumers become emotionally connected to a brand’s story, they develop a sense of advocacy that extends beyond transactional interactions.
Secondary thematic analysis will be followed to showcase data related to the impacts of ASOS storytelling on their brand loyalty. ASOS can strengthen its competitiveness by crafting genuine, relatable narratives related to customer values such as sustainability, diversity, and individuality. It concludes that digital storytelling is a significant marketing tactic to build an enduring brand–consumer relationship. 
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