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Abstract

The global water scarcity crisis remains a pressing challenge that requires not only technical interventions but also widespread
behavioral changes. Effective communication strategies, such as brand storytelling, have gained prominence for their ability
to emotionally and cognitively engage audiences in sustainability efforts. Simultaneously, Generative Artificial Intelligence
(GenAl) is transforming digital communication by enabling businesses to craft personalized and scalable narratives. This
evolving landscape opens new opportunities to enhance consumer engagement in environmental initiatives. This study aims
to investigate the impact of brand storytelling on consumer engagement in water conservation programs, with a specific focus
on the moderating role of GenAl in this relationship. It seeks to compare consumer responses to traditional brand storytelling
versus GenAl-enhanced narratives in terms of engagement, emotional involvement, perceived authenticity, and behavioral
intent. Primary data were collected through an online survey comprising structured Likert-scale questions, administered via
online forms. Participants were equally divided between the two advertisement groups. Data analysis employed independent
samples t-tests, moderation analysis using Hayes' PROCESS macro, and reliability testing through Cronbach's Alpha.
Descriptive statistics supported the analytical framework. Preliminary expectations suggest that GenAl-enhanced storytelling
will significantly outperform traditional methods, leading to higher levels of customer engagement, emotional connection,
perceived authenticity, and intent to participate in water conservation behaviors. The research adheres to all ethical standards,
including informed consent and participant anonymity. This study contributes to understanding the synergistic potential of
brand storytelling and Al-driven personalization in promoting digital marketing effectiveness and environmental
communication. The findings are expected to inform lawmakers, environmental organizations, and marketers in designing
more impactful sustainability campaigns and fostering greater public participation in conservation initiatives through digital
technologies.
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1. Introduction

As the global water shortage deepens, effective communication is essential to change public behavior. Traditional water
conservation campaigns fail to reach diverse audiences or adapt to the fast-changing digital context due to static themes and
broad strategies.

Generative Al can change how companies create and share ideas. Al allows companies to tell personalized stories that
resonate with consumers. Artificial intelligence can create customized content for specific issues, making water conservation
campaigns more effective. Studies show that great stories require customization. The Data & Marketing Association estimates
that 76% of customers are disappointed when targeted interactions fail, and 71% expect them. Generative artificial
intelligence creates audience-specific stories using consumer data [1].

Predictive storytelling benefits from Al's huge data analysis. Companies may anticipate customer requirements and
trends to tell fresh, relevant stories. This research shows that generative Al increases water conservation campaign narrative
relevance, emotional resonance, and audience engagement. We study case studies and research to determine how artificial
intelligence-driven storytelling might improve environmental initiatives and provide firms with new methods to interact with
consumers and encourage action.

Blended Storytelling Framework uses story marketing and generative Al. Firms can create creative, interesting, and
emotionally compelling material for various audiences using this strategy. Structure customizes messages and experiences to
customer interests and behaviors, building brand loyalty and trust [2].

The framework starts with sustainable growth marketing goals. These aims promote socially and ecologically responsible
material manufacturing for marketing effects. Goal-oriented marketing benefits society and companies. Organizations may
target certain clientele through audience segmentation. Businesses may build emotional connections by satisfying various
consumers' wants, beliefs, and habits. Gen Al real-time adaptation ensures authenticity and engagement.

Good channel choice improves marketing. Knowing platform dynamics, Instagram images, intriguing emails, etc.,
ensures the correct message reaches the right audience. Feedback and interaction analysis help marketers improve campaign
content. Finally, ethics govern this process. Clear, ethical Al use increases customer trust, brand loyalty, and reputation.
Maintaining trust requires addressing data privacy and Al bias [3].

Companies may influence clients with ethical, eco-friendly ads using the Blended Storytelling Framework. This strategy
helps practitioners and researchers navigate the shifting digital marketing environment, where personalized stories and Al
increase short-term engagement and long-term revenue.

1.1. Problem Statement

Brand storytelling is known to increase consumer engagement, but adding GenAl to narrative development presents both
opportunities and challenges. The emotional and cognitive links created by traditional storytelling may be reinforced or
reduced by Al-driven personalization. There is currently no scientific study on how customers judge the authenticity and
utility of Al-created environmental stories. This discrepancy highlights the need to study GenAl's moderating role in brand
narrative and customer participation, notably in water conservation.

1.2. Purpose and Objectives
This study examines how brand story affects customer participation with water conservation programs and how
generative artificial intelligence moderates this relationship. The research's specific targets are:
i To evaluate the effectiveness of traditional brand storytelling techniques in promoting consumer engagement in
water conservation efforts.
ii. To assess the influence of GenAl-enhanced storytelling on consumer engagement compared to traditional methods.
iii. To examine whether the use of GenAl moderates the relationship between brand storytelling and consumer
engagement.
iv. To analyze consumer perceptions of authenticity, emotional connection, and trust in Al-generated narratives.
V. To provide practical insights for marketers, environmental organizations, and policymakers on optimizing digital
communication strategies for sustainability campaigns using emerging Al technologies.

2. Literature Review

To include customers and change behavior, environmental initiatives must be well communicated. Sustainability projects
depend on an awareness of how brand storytelling and developing technologies like Generative Artificial Intelligence
(GenAl) alter digital narratives. Examined in this literature study are brand stories in environmental communication, GenAl
in digital marketing, and Al's moderating impact on authenticity and customer trust.
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2.1. Brand Storytelling and Consumer Engagement in Environmental Campaigns

Brand storytelling is the process by which companies emotionally and intellectually connect with consumers. Stories
help us personalize environmental sustainability issues like water scarcity. The difficulties start to become more meaningful
and doable. Emotionally poignant tales have been shown in several studies to change customer perceptions, raise awareness,
and inspire environmental action. The correct narrative in water conservation campaigns links the cause to personal and
societal identity, therefore motivating environmentally friendly behavior [4].

2.2. The Emergence of Generative Al in Digital Marketing

Generative artificial intelligence allows tailored and scalable storytelling across digital platforms, changing content
production. Al models like GPT and DALL-E can create real-time audience-specific text, images, and videos. Al-driven
customization may improve marketing message relevancy, conversion rates, and user engagement. In cause-driven initiatives
like environmental sustainability, Al-generated narratives have highlighted authenticity and dependability concerns. GenAl
customizes and optimizes [5].

2.3. The Moderating Role of Al: Balancing Personalization and Authenticity

Al-driven personalization may enhance engagement by offering more relevant and emotionally resonant messaging, but
it may also decrease perceived authenticity, which is crucial for building trust. Since true storytelling requires actual
emotional connections and explicit purposes, viewers may believe that computer-generated content undermines the narrative.
GenAl's moderating role in brand storytelling raises critical questions, such as: Does artificial intelligence make sustainability
stories more engaging and emotive, or does it make customers more skeptical? Al-enhanced advertising requires trust,
emotional authenticity, and human action to maintain client engagement, according to studies [6].

2.4. Research Gap

Table 1
Research gap in the industry.
Study Area Study Title / Source Year Reference | Key Findings Limitations Identified
Storytelling for Storytelling
Sustainability: A enhances cognitive .
L . . Lacks experimental
Definition and Its Fischer, et | and emotional - : .
L 2020 .| validation in digital
Implications for al. [7] engagement in
. S contexts.
Education and sustainability
Communication issues.
The Impact of Positive Emotl_onal .
. Wang, et | narratives increase | Based on  small-scale
Brand Emotional Appeals on the | 2022 - -
. . - al. [8] likelihood of green | qualitative data.
Storytelling in | Green Purchase Behavior .
: consumer behavior.
Environmental - ——
: Narratives simplify
Campaigns . -
Storytelling in Science 2012 Dahlstrom | complex issues _a_nd L_m_nted focus on modern
and Ho [9] | make sustainability | digital tools.
relatable.
Narrative
Narrative Processing: persuasion is | Research predates Al and
o Escalas L .
Building Consumer | 2008 [10] stronger when | digital storytelling
Connections to Brands consumers identify | evolution.
with the story.
Generative Artificial
Intelllggnc.e . In Kshetri, et C_;enAI boosts r_eal- Lacks focus on emotional
Marketing: Applications, | 2024 time personalized .
2" al. [11] . trust in Al-created content.
Opportunities, and marketing.
Challenges
Al improves
. . Past, present and_future of Marvi, et | efficiency and | Does not explore ethical or
Generative Alin | Al in  marketing and | 2024 : . . )
S al. [12] targeting in | trust dimensions.
Digital knowledge management Keti
Marketing — marketing.
Siri, Siri, in my hand:
Who’s the fairest in the Kaplan
land? On the andp GenAl allows | Effects on  consumer
interpretations, 2019 . scalable  branded | perception remain
. . Haenlein -
illustrations, and content generation. | underexplored.
Lo [13]
implications of artificial
intelligence
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Personalized Al

A strategic framework for . Overlooks environmental
e O . X content drives -
artificial intelligence in | 2021 Rust [14] ; messaging and  cause-
- higher engagement .
marketing rates related marketing.
The Al-authorship effect:
Understanding
authenticity, moral Kirk and Authenticity Focused  on product
disgust, and consumer | 2025 L impacts trust in Al- | marketing, not  social
Givi [15] .
responses to Al- generated messages. | issues.
generated marketing
communications
Artificial Intelligence and
Communication: A Guzman Human-like Al | . . . .
. . L Limited exploration in
Authenticity and Human—l\_/lac_hlne 2019 and Lewis messaging improves | o oo ntal contexts
- Communication [16] relatability. '
Trust in Al
o Research Agenda
Communication — -
Artificial intelligence and
L Transparency
communication: A .
- . enhances consumer | Emotional resonance of Al
Human—Machine 2020 Lewis [17] . .
L trust in Al | content not studied.
Communication research Messages
agenda ges.
St_eel_ng .W'thOUt knowing: Crawford Algorithmic
Limitations of  the . .
. : and transparency Lacks empirical evaluation
transparency ideal and its | 2018 . . . . .
. . Ananny impacts  audience | in campaign settings.
application to algorithmic
. [18] trust.
accountability
Enwronment_al threat Hartmann, Emotionally _ Emotional  fatigue  not
appeals in green | 2025 charged messaging
. et al. [5] . : accounted for.
advertising drives green actions.
Why the Old Rules of Digital storytelling
Differentiation Are enhances Study does not include Al
Failing, and What To Do 2025 Rose [19] engagement and | integration.
Consumer Instead loyalty.
Engagement in | Prospect Theory: An Tversk Emotional framing | Pre-digital  era;  lacks
Sustainability Analysis of Decision | 1979 [20] y shapes behavioral | relevance to Al-driven
Campaigns under Risk decision-making. media.
Story-driven
Brand Performances in content  improves | Lacks focus on new Al
. - 2012 . .
Social Media Singh and | campaign tools.
Sonnenbur | memorability.
_ g [21]
Restoration of polluted Localized
waters by .
- . storytelling L . .
phytoremediation using Souza, et | : Limited digital media
. - 2013 improves -
Myriophyllum aquaticum al. [22] . application.
- conservation
Communication | (Vell.) Verdc., articination
for Water | Haloragaceae P P '
Conservation Using the Theory of
Elr?:(;Jeg eBEhaVIO\rNatg; 2017 Chaudhary Eweer::ana}uzei?lcreases Focus on traditional, not
9 ,etal. [23] ging Al-driven platforms.

Conservation
Extension Clients

among

behavior change.

3. Methodology

This study uses a quantitative experimental design to examine how brand storytelling affects water conservation.
Generative Al moderates this research. Participants see GenAl-enhanced and regular advertising. An online poll measures
their ad interaction. For data collection, 170 persons are randomly assigned to one of two groups. T-tests, moderation
analysis, and Cronbach's Alpha are used to analyze data and assess statistics' reliability. Ethics are followed throughout the
process to protect participant identity and informed consent [24].
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3.1. Data Collection and Analysis

This research examines how brand narrative affects customer participation in water conservation activities, with a focus
on the moderating role of Generative Artificial Intelligence. This research uses quantitative experimental methods. One style
of advertisement leverages brand narrative, while the other uses Al. Participants are given two types of advertisements in a
comparative experimental design.

3.1.1. Data Collection
An online Google Forms survey with structured Likert-scale questions (1-5 scale) will collect primary data. The poll
measures emotional involvement, awareness, perceived Al efficacy, behavioral intent, visual appeal, ad originality, trust in
Al-generated content, social impact, and perception. The research will include 170 individuals, 85 of whom will be randomly
allocated to each experimental group:
a. Traditional Ad Group: Participants will be shown advertisements created using conventional brand storytelling
methods.
b. GenAl-Enhanced Ad Group: Participants will view advertisements enhanced with personalized, Al-driven
narratives and visuals.
After viewing the respective advertisements, participants will complete the engagement survey, providing the data required
for analysis.

3.1.2. Sampling Strategy

A convenience sampling technique will recruit participants using internet platforms, social media networks, and
sustainability organizations. Power analysis determines the sample size to ensure statistical reliability. Randomly assigning
participants to one of the two groups will guarantee that they are exposed to numerous commercials objectively.

3.1.3. Data Analysis

Data collected from the surveys will be analyzed using the following statistical methods:

a. Independent Samples T-test: To compare engagement levels between the two groups (Traditional vs. GenAl-
enhanced advertisements).

b. Moderation Analysis: Utilizing Hayes' PROCESS macro to assess how GenAl moderates the relationship between
brand storytelling and consumer engagement.

c. Descriptive Statistics: Including mean, standard deviation, and frequency distributions to summarize the survey data.

d. Reliability Analysis: Cronbach’s Alpha will be computed to determine the internal consistency and reliability of the
survey instrument.

3.1.4. Ethical Considerations

Informed consent from all participants will ensure their voluntary engagement in the study. Participants will be assured
that their responses will remain anonymous. The study follows ethical research requirements since the survey approach does
not gather personally identifying information. Human research ethics will be strictly followed throughout the study.

4. Data Analysis and Interpretation

A t-test with independent samples was used to compare participant responses to Al-generated (GenAl) and traditional
ads across eight variables. Table 2 summarizes descriptive data and inferential test findings.
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Table 2.
Comparison of GenAl and Traditional Advertising Across Key Constructs (Mean + SD, t-tests, p-values, and Effect Sizes).
GenAl (M= | Traditional p- .
Construct t-value Cohen’sd | Interpretation
SD) (M = SD) value P

No significant difference (p >
Awareness 3.24+1.29 3.45+1.38 -1.02 0.310 0.16 0.05); both perform similarly
in creating awareness.

Traditional ads significantly
3.22+1.50 3.76+1.42 -2.45 0.015 0.37 more effective (p < 0.05);
moderate effect size.

Perceived
Effectiveness

Emotional Traditional ads significantly

Engagement 3.19+1.48 3.65+1.43 -2.11 0.036 0.32 more emotionally engaging (p
< 0.05); moderate effect size.

Behavioral 3.02 + 156 311+ 155 -0.39 0.699 0.06 No significant difference (p >

Intent 0.05).

Aesthetic Traditional _ads signifi(_:antly

Appeal 3.04£152 3.58+£1.50 -2.42 0.017 0.36 more aesthetically appealing (p

< 0.05); moderate effect size.

Marginal  trend  favouring
Ad Creativity 3.55+1.58 3.91+1.49 -1.71 0.089 0.24 traditional ads (p = 0.089); not
statistically significant.

No significant difference in

Trust in Content 3.31+1.58 348+ 155 -0.76 0.450 0.11 trust (p > 0.05),

No significant difference in

Social Influence | 3.26 +1.48 3.31+155 -0.22 0.828 0.03 social influence (p > 0.05).

As a result of the comparative research on GenAl-enhanced and standard brand storytelling advertising, deep insights
about consumer engagement structures have been revealed. According to the findings, there is no statistically significant
difference between the two forms of commercials in terms of awareness (p = 0.310) and behavioral intent (p = 0.699). This
indicates that both types of advertisements are equally successful in generating initial recognition and intent associated with
water conservation activities.

For several dimensions, such as perceived efficacy, emotional engagement, and visual appeal, it was shown that
conventional commercials performed considerably better than GenAl-enhanced advertisements (p < 0.05). Furthermore, the
effect sizes from Cohen's d ranged from 0.32 to 0.37, indicating that the former had a modest impact. A conclusion that can
be drawn from this is that conventional narratives continue to be more effective in terms of producing emotional resonance,
perceived marketing success, and visual attractiveness.

There was a minor preference for conventional advertisements in terms of ad originality (p = 0.089); however, this
preference was not statistically significant. This result suggests that there may be a notion that human-crafted narratives are
still thought to be somewhat more unique or inventive in comparison to material generated by artificial intelligence.

It was shown that there were no significant differences between the usage of GenAl and conventional approaches in
terms of confidence in content and social influence (p > 0.05). This suggests that the use of GenAl does not yet weaken
consumer trust or perceived social endorsement.

Traditional brand storytelling now has an edge in terms of emotional depth and audience resonance, despite the fact that
GenAl makes it easier to create content that is both efficient and scalable. For the purpose of maximizing campaign
participation in water conservation initiatives, this highlights the vital necessity to combine technological efficiency with
human creativity in order to achieve maximum effectiveness.
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Figure 1.

Comparison of GenAl vs Traditional Ads Across Key Constructs (M £ SD).

This graph presents a comparative evaluation of Generative Al (GenAl) and traditional advertisements across seven
psychological and behavioral constructs. The data, collected on a 5-point Likert scale, reveal key differences in audience
perceptions. Traditional ads significantly outperformed GenAl ads in perceived effectiveness, emotional engagement, and
aesthetic appeal, indicating a stronger connection with viewers and more polished content. Moderate effect sizes in these
areas suggest meaningful practical differences. Conversely, constructs like awareness, behavioral intent, trust in content, and
social influence showed no statistically significant differences, implying that GenAl ads can compete in foundational
engagement metrics. Interestingly, ad creativity showed a marginal trend favoring traditional formats, though not statistically
significant. These findings suggest that while GenAl offers promise in scalable content creation, traditional methods still
excel in emotional and aesthetic resonance. This highlights the need for a strategic blending of Al and human creativity in
future advertising efforts.

5. Results and Discussion
5.1. Results

A comparative experimental study was conducted to investigate the influence of GenAl-enhanced brand storytelling
commercials in comparison to regular brand storytelling advertisements on a variety of consumer engagement characteristics
that are associated with water conservation efforts. A summary of the most important discoveries is as follows:

i Awareness: There was no significant difference between GenAl (M = 3.24, SD = 1.29) and traditional
advertisements (M = 3.45, SD = 1.38), t(118) = -1.02, p = 0.310. The low Cohen’s d (0.16) suggests a negligible
effect size, indicating that both approaches are equally capable of creating basic awareness among audiences.

ii. Perceived Effectiveness: Traditional advertisements (M = 3.76, SD = 1.42) scored significantly higher than GenAl
advertisements (M = 3.22, SD = 1.50), t(118) = -2.45, p = 0.015, with a moderate effect size (d = 0.37). Traditional
storytelling is thus perceived as more effective in conveying conservation messages.

iii. Emotional Engagement: Traditional ads (M = 3.65, SD = 1.43) also elicited significantly greater emotional
engagement compared to GenAl-enhanced ads (M = 3.19, SD = 1.48), t(118) = -2.11, p = 0.036 (d = 0.32).

iv. Behavioral Intent: No significant difference was found between the two groups, t(118) =-0.39, p = 0.699, suggesting
that neither approach was superior in motivating intended conservation behaviors.

V. Aesthetic Appeal: Traditional advertisements (M = 3.58, SD = 1.50) were rated significantly more aesthetically
appealing than GenAl ads (M = 3.04, SD = 1.52), t(118) = -2.42, p = 0.017, with a moderate effect size (d = 0.36).

vi.  Ad Creativity: A marginal trend favoring traditional storytelling was observed (p = 0.089); however, it did not reach
statistical significance. This indicates a slight preference for traditionally crafted narratives in terms of creativity
perception.

vii. Trust in Content and Social Influence: Both variables showed no statistically significant differences (p > 0.05),
implying comparable levels of trustworthiness and perceived peer endorsement between GenAl and traditional
formats.

5.2. Discussion

It seems from the findings that conventional brand storytelling continues to have a qualitative advantage in important
emotional and aesthetic aspects, despite the fact that generative artificial intelligence is a potent tool for content development.
The tales that are generated by human ingenuity, as opposed to those that are developed through automated procedures,
continue to be associated by consumers with superior efficacy, emotional connection, and visual pleasure.

3397



International Journal of Innovative Research and Scientific Studies, 8(3) 2025, pages: 3391-3402

This is consistent with previous research that highlighted the significance of emotional resonance and authenticity in the
process of persuasion via communication. The traditional method of storytelling, which is based on human experiences, uses
cultural archetypes and emotional triggers in a more natural way than the information created by artificial intelligence, which
may nevertheless lack subtle emotional depth despite the fact that it is capable of personalizing [25].

A number of interesting findings were discovered, including the absence of substantial variations in awareness,
behavioral intent, trust, and social impact. A conclusion that can be drawn from this is that while artificial intelligence
material may compete with conventional means in terms of establishing early exposure and apparent legitimacy, it has
difficulty delivering emotional depth and artistic sophistication that truly engages people.

Some favor traditional advertising creativity over artificial intelligence, which can develop many versions quickly. This
choice emphasizes that creativity is about narrative originality, meaningful connections, and quantity [26].

Data show that a diversified communication strategy is needed. Marketing and environmental organizations should
employ GenAl for scalable customization and efficiency, but they should also use human supervision to provide
environmental advertising authenticity, emotional depth, and creative complexity.

The study adds to the corpus of knowledge regarding how Al may augment human-driven storytelling but not replace it.
This is particularly true for programs that promote environmental responsibility [27].

6. Suggested Framework to the Industry

GenAl and traditional storytelling create interesting, relevant content for a broad variety of customer groups. Brands
may impact behavior with sustainable development marketing goals. GenAl generates personalized photographs and stories,
while audience segmentation keeps them relevant. Strategic channel selection optimizes content across platforms, while
interaction monitoring and feedback enhance content. Ethics and transparency in Al usage boost brand loyalty and
engagement.

6.1. Campaign Objective Definition

Advertising goals align with the brand and development. Setting environmental or community empowerment objectives
should change behavior. Marketers can track their progress and achieve outcomes with this transparency. These goals must
mirror the brand's values, such as social good or sustainability, to connect with the target audience. Businesses may stay
focused and achieve significant goals while aligning with global goals by setting realistic objectives [28].

6.2. Audience Segmentation

Segmenting a large audience by demographics, behavior, or values. Segmentation tailors mixed storytelling to distinct
customer groups. It makes the tale relevant, exciting, and important for each group, whether it's an urgent call to action for
eco-conscious customers or an inspiring message for underprivileged groups. Brand consistency is essential since segmented
information must match the company's aims, such as social responsibility or conservation. Businesses can increase
engagement and activity by segmenting audiences [29].

6.3. Content Generation with GenAl

Marketers may create dynamic, personalized, and visually rich stories with GenAl technology. Real-time content
production using artificial intelligence might provide customized visuals, text, and video based on user preferences. Real-
time capabilities ensure that content remains compelling and relevant, increasing consumer engagement. GenAl can also
automatically format content for the publishing platform. This applies to social media, video, and graphical material. This
boosts content relevance and consumer engagement [30].

6.4. Channel Selection

Customer involvement requires strategic campaign media selection. Every platform, social media, email, blogs, and
forums, has unique user behavior. Knowing these distinctions helps marketers find the optimal outlets for their messages.
Instagram and TikTok are good for brief, visual material, but blogs and email campaigns require more. The easiest method
to convey a message in a video, infographic, or text is to customize the structure for each medium. This increases viewer
engagement [31].

6.5. Engagement Monitoring & Feedback Collection

Tracking engagement is essential for marketing performance. Likes, shares, comments, and engagement may show
consumer interests. Organizations may forecast customer behavior, such as purchasing or forming a habit, using behavioral
intent surveys. Direct surveys and social media feedback may improve marketing efforts. User and artificial intelligence
analytics may provide deeper consumer sentiment data, helping firms connect with their audience [32].

6.6. Campaign Deployment & Feedback Collection

After the campaign starts, vital indicators must be watched for success. The article's likes, shares, comments, and polls
may indicate audience engagement. Al-powered analytics may reveal customers' emotional connection to a brand and
recommend message modifications. Feedback allows firms to alter the campaign to fulfill objectives and boost consumer
engagement [33].
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6.7. Engagement Optimization and Ethical Safeguarding

Campaign optimization adapts to engagement and feedback data. This improves marketers' narratives and customer
engagement. This is done using data analysis. Ethics ensure responsible and transparent Al usage, maintaining client
confidence. Privacy, data security, and discrimination must be addressed to develop customer trust in Al. Ethical Al use helps
companies comply with regulations and develop trust for long-term involvement [34].

Blended
Storytelling

Approach

Enhanced Consumer
Engagement

Figure 2.
Blended Storytelling Approach & Enhanced Consumer Engagement.

6.8. A Suggested Framework for the Industry

The mixed storytelling approach blends conventional and digital storytelling to create an engaging, immersive, and
audience-connecting tale. This method utilizes human narrative, emotional appeal, and Al to create a unique and engaging
experience. Combining approaches improves brand engagement and customer interactions. A personal and emotional
connection to content boosts consumer engagement. The more relevant and customized the narrative, the more people
interact, share, and connect with the brand. Writing stories that match consumers' beliefs and interests increases brand loyalty,
involvement, and confidence.

7. Contribution of Knowledge
7.1. To Industry

Mixed storytelling boosts digital marketing and consumer engagement. It helps companies design more effective and
focused campaigns to enhance brand loyalty and customer connections. GenAl may be used with conventional storytelling
to create emotive, personalized customer narratives. Meaningful experiences can influence consumer behavior, especially
regarding social responsibility and sustainability. Focusing on audience segmentation helps firms tailor content to distinct
customer categories, ensuring that many receive the message. Businesses should anticipate increased brand recall, customer
engagement, and campaign success. Ethics in Al helps organizations appear trustworthy and responsible to customers, which
enhances their reputation in a competitive market [35].

7.2. To Academicians

The integrated storytelling paradigm changes academics' views on technology, consumer behavior, and digital
marketing. This report contributes to the expanding body of research on Al and product customer engagement. Academics
may research GenAl's impact on story and content. The approach emphasizes Al's ethical use, highlighting its ethical
implications for marketing and customer relations. By using this framework, students may get a realistic and current grasp
of digital marketing, business Al, and consumer behavior. It also enables research on blended storytelling's emotional and
behavioral impact on customers across demographics [36].
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7.3. To Practitioners

Professionals in marketing might design reasonable campaigns with integrated narratives. Al allows marketing
organizations to create dynamic, consumer-oriented material. Standardized on the platform are client data-driven interactions
and real-time campaign enhancement feedback monitoring. It also implies how to provide the target audience with various
kinds of data. Ethical use of artificial intelligence might boost consumer confidence and prevent bias against data privacy.
This improves campaign performance and customer loyalty by enabling a more profound and sustainable connection between
marketers and consumers [37].

8. Conclusion

At last, the Blended Storytelling Framework generates a distinctive and all-encompassing marketing plan using
Generative Al and a narrative approach. Companies can provide customized, engaging, and emotive content for different
audiences. This paradigm improves customer interaction and brand trust. Messages and experiences are customized using
client preferences.

Important goals of campaigns for this framework include establishing actual, sustainable development objectives that
might improve marketing. Advertising should amuse and encourage social and environmental consciousness. This goal-
oriented approach helps both the business and society to make marketing meaningful.

Audience segmentation assists companies in message adaptation. By analyzing their needs, attitudes, and actions,
companies may customize material for different groups. strengthens emotional ties. Real-time customizing of GenAl offers
brand-relevant material.

This approach calls for a judicious choice of marketing channels. Knowing platform dynamics helps one enhance
material. Good Instagram pictures and provocative emails are essential. Monitoring and feedback help campaigns improve.
Marketers change their approach depending on customer comments. Content for campaigns is always fresh and intriguing.

At last, preserve ethics. The concept supports honest and suitable Al application for client confidence. For long-term
consumers and ethical companies, data privacy and artificial intelligence prejudices are moral issues.

The simplified version of the Blended Storytelling Framework allows businesses to use ethical and environmentally
sustainable marketing to affect customer behavior. This accelerates the evolution of digital marketing for academics and
industry experts. Artificial intelligence and storytelling alter audience interactions to increase both long-term profitability
and temporary involvement.

References

[1] M. F. Abu Bakar, W. Wu, D. Proverbs, and E. Mavritsaki, "Effective communication for water resilient communities: A
conceptual framework," Water, vol. 13, no. 20, p. 2880, 2021. https://doi.org/https://doi.org/10.3390/w13202880

[2] P. A. Okeleke, D. Ajiga, S. O. Folorunsho, and C. Ezeigweneme, "Predictive analytics for market trends using Al: A study in

consumer behavior,” International Journal of Engineering Research Updates, vol. 7, no. 1, pp. 36-49, 2024.
https://doi.org/https://doi.org/10.53430/ijeru.2024.7.1.0032

[3] P. Deshmukh and H. Tare, "Green marketing and corporate social responsibility: A review of business practices,"
Multidisciplinary Reviews, vol. 7, no. 3, pp. 2024059-2024059, 2024. https://doi.org/https://doi.org/10.31893/multirev.2024059

[4] C. Da Costa, 3 reasons why brand storytelling is the future of marketing. New York: Forbes, 2019.

[5] P. Hartmann, V. Apaolaza, C. D’souza, J. M. Barrutia, and C. Echebarria, "Environmental threat appeals in green advertising:

The role of fear arousal and coping efficacy,” International Journal of Advertising, vol. 33, no. 4, pp. 741-765, 2014.
https://doi.org/https://doi.org/10.2501/1JA-33-4-741-765

[6] C. H. Gkintoni, "Leveraging Al in e-learning: Personalized learning and adaptive assessment through cognitive
neuropsychology—A systematic analysis,” Electronics, vol. 13, no. 18, p. 3762, 2024.
https://doi.org/10.3390/electronics13183762

[7] D. Fischer, H. Selm, A. Sundermann, and M. Storksdieck, Storytelling for sustainability: A definition and its implications for
education and communication (Storytelling for Sustainability in Higher Education). London, UK: Routledge, 2020.

[8] J. Wang, X. Yang, Z. He, J. Wang, J. Bao, and J. Gao, "The impact of positive emotional appeals on the green purchase behavior,"
Frontiers in Psychology, vol. 13, p. 716027, 2022. https://doi.org/10.3389/fpsyg.2022.716027

[9] M. F. Dahlstrom and S. S. Ho, "Ethical considerations of using narrative to communicate science,” Science Communication, vol.
34, no. 5, pp. 592-617, 2012. https://doi.org/10.1177/1075547012454597

[10] J. E. Escalas, "Narrative processing: Building consumer connections to brands,” Journal of Consumer Psychology, vol. 14, no.

1-2, pp. 168-180, 2004. https://doi.org/10.1207/s15327663jcp1401&2_19

[11] N. Kshetri, Y. K. Dwivedi, T. H. Davenport, and N. Panteli, "Generative artificial intelligence in marketing: Applications,
opportunities, challenges, and research agenda," International Journal of Information Management, vol. 75, p. 102716, 2024.
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2023.102716

[12] R. Marvi, P. Foroudi, and M. T. Cuomo, "Past, present and future of Al in marketing and knowledge management," Journal of
Knowledge Management, vol. 29, no. 11, pp. 1-31, 2024. https://doi.org/http://dx.doi.org/10.1108/JKM-07-2023-0634

[13] A. Kaplan and M. Haenlein, "Siri, Siri, in my hand: Who’s the fairest in the land? On the interpretations, illustrations, and
implications ~ of artificial intelligence,” Business Horizons, wvol. 62, no. 1, pp. 15-25, 2019.
https://doi.org/10.1016/j.bushor.2018.08.004

[14] M.-H. H. Rust, "A strategic framework for artificial intelligence in marketing," Journal of the Academy of Marketing Science,

vol. 49, pp. 30-50, 2020. https://doi.org/https://doi.org/10.1007/s11747-020-00749-9

[15] C. P. Kirk and J. Givi, "The Al-authorship effect: Understanding authenticity, moral disgust, and consumer responses to Al-
generated marketing communications,” Journal of Business Research, vol. 186, p. 114984, 2025.
https://doi.org/10.1016/j.jbusres.2024.114984

3400


https://doi.org/https:/doi.org/10.3390/w13202880
https://doi.org/https:/doi.org/10.53430/ijeru.2024.7.1.0032
https://doi.org/https:/doi.org/10.31893/multirev.2024059
https://doi.org/https:/doi.org/10.2501/IJA-33-4-741-765
https://doi.org/10.3390/electronics13183762
https://doi.org/10.3389/fpsyg.2022.716027
https://doi.org/10.1177/1075547012454597
https://doi.org/10.1207/s15327663jcp1401&2_19
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2023.102716
https://doi.org/http:/dx.doi.org/10.1108/JKM-07-2023-0634
https://doi.org/10.1016/j.bushor.2018.08.004
https://doi.org/https:/doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.1016/j.jbusres.2024.114984

International Journal of Innovative Research and Scientific Studies, 8(3) 2025, pages: 3391-3402

[16] A.L.Guzmanand S. C. Lewis, "Artificial intelligence and communication: A human—machine communication research agenda,"
New Media & Society, vol. 22, no. 1, pp. 70-86, 2020. https://doi.org/10.1177/1461444819858691

[17] A. L. Lewis, "Atrtificial intelligence and communication: A human-machine communication research agenda,” New Media &
Society, vol. 22, no. 1, pp. 70-86, 2019. https://doi.org/10.1177/1461444819858691

[18] K. Crawford and M. Ananny, "Seeing without knowing: Limitations of the transparency ideal and its application to algorithmic
accountability,” New Media & Society, vol. 20, no. 3, pp. 973-989, 2018. https://doi.org/10.1177/1461444816676645

[19] R. Rose, Why the old rules of differentiation are failing, and what to do instead. United States: Content Marketing Institute,
2025.

[20] D. K. Tversky, "Prospect theory: An analysis of decision under risk," The Econometric Society vol. 47, no. 2, pp. 263-292, 1979.
https://doi.org/https://doi.org/10.2307/1914185

[21] S. Singh and S. Sonnenburg, "Brand performances in social media," Journal of Interactive Marketing, vol. 26, no. 4, pp. 189-
197, 2012. https://doi.org/https://doi.org/10.1016/j.intmar.2012.04.001

[22] F. A. Souza, M. Dziedzic, S. A. Cubas, and L. T. Maranho, "Restoration of polluted waters by phytoremediation using
Myriophyllum aquaticum (Vell.) Verdc., Haloragaceae," Journal of Environmental Management, vol. 120, pp. 5-9, 2013.
https://doi.org/10.1016/j.jenvman.2013.01.029

[23] A. K. Chaudhary, L. A. Warner, A. J. Lamm, G. D. Israel, J. N. Rumble, and R. A. Cantrell, "Using the theory of planned
behavior to encourage water conservation among extension clients," Journal of Agricultural Education, vol. 58, no. 3, pp. 185-
202, 2017. https://doi.org/10.5032/jae.2017.03185

[24] M. S. M. Ali, K. Z. A. Wasel, and A. M. M. Abdelhamid, "Generative Al and media content creation: Investigating the factors
shaping user acceptance in the Arab Gulf States,” Journalism and Media, vol. 5, no. 4, pp. 1624-1645, 2024.
https://doi.org/10.3390/journalmedia5040101

[25] S. Ahmed, T. Sharif, D. H. Ting, and S. J. Sharif, "Crafting emotional engagement and immersive experiences: Comprehensive
scale development for and validation of hospitality marketing storytelling involvement,” Psychology & Marketing, vol. 41, no.
7, pp. 1514-1529, 2024. https://doi.org/https://doi.org/10.1002/mar.21994

[26] R. Rodrigues, "Legal and human rights issues of Al: Gaps, challenges and vulnerabilities," Journal of Responsible Technology,
vol. 4, p. 100005, 2020. https://doi.org/https://doi.org/10.1016/j.jrt.2020.100005

[27] M. Mariani and Y. K. Dwivedi, "Generative artificial intelligence in innovation management: A preview of future research
developments,” Journal of Business Research, vol. 175, p. 114542, 2024. https://doi.org/10.1016/j.jbusres.2024.114542

[28] Z. M. Trkulja, D. Primorac, and I. Bili¢, "Exploring the role of socially responsible marketing in promoting diversity, equity, and
inclusion in  organizational  settings,”  Administrative  Sciences, wvol. 14, no. 4, p. 66, 2024.
https://doi.org/https://doi.org/10.3390/admsci14040066

[29] A. O. Ishola, O. G. Odunaiya, and O. T. Soyombo, "Framework for tailoring consumercentric communication to boost solar
energy adoption in US households," International Journal of Frontiers in Science and Technology Research, vol. 7, no. 2, pp.
60-76, 2024. https://doi.org/https://doi.org/10.53294/ijfstr.2024.7.2.0057

[30] L. R. K. Harkness, How generative Al can boost consumer marketing. New York: McKinsey & Company, 2023.

[31] C. Zhong, "The most effective types of content on social media in 2024 [New Data]. HubSpot,” Retrieved:
https://blog.hubspot.com/marketing/content-social-media-popularity, 2024.

[32] Y. K. Dwivedi et al., "Setting the future of digital and social media marketing research: Perspectives and research propositions,"
International Journal of Information Management, vol. 59, p. 102168, 2021.
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2020.102168

[33] Sprout Social, "Social media marketing: What it is and how to build your strategy. Sprout Social," Retrieved:
https://sproutsocial.com/insights/social-media-marketing-strategy/. [Accessed 2025.

[34] V. Kumar, A. R. Ashraf, and W. Nadeem, "Al-powered marketing: What, where, and how?," International Journal of
Information Management, vol. 77, p. 102783, 2024. https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2024.102783

[35] I. Ruiz-Pozo, J. Morales-Garcia, C. X. Aguirre-Mejia, and A. Serrano, "Using generative artificial intelligence to improve user
engagement in content marketing,” Available at SSRN 4982145, 2024. https://doi.org/10.2139/ssrn.4982145

[36] P. Cillo and G. Rubera, "Generative Al in innovation and marketing processes: A roadmap of research opportunities," Journal
of the Academy of Marketing Science, pp. 1-18, 2024. https://doi.org/https://doi.org/10.1007/s11747-024-01044-7

[37] N. A. Glaser, "Al-driven developments in marketing campaigns: A systematic literature review. ResearchGate," Retrieved:
https://www.researchgate.net/publication/387789799_Al-
driven_developments_in_marketing_campaigns_A_systematic_literature_review, 2024.

Appendix

Questionnaire for Data Collection

For the purpose of this study, data were collected from multiple respondent groups, each of which was presented with a
unique set of questions tailored to their specific roles or perspectives. The questions were designed to capture perceptions,
attitudes, and levels of agreement on various aspects of the research topic. All responses were recorded using a standardized
5-point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly Agree), to ensure consistency in data analysis and
interpretation.

Group | Question Set

1.
2.

3.
4,
5

The storytelling in this advertisement made me more aware of the importance of water conservation. (Awareness)
The Al-driven storytelling in the advertisement made the message more effective and impactful. (Perceived Al
Effectiveness)

| felt emotionally connected to the storytelling used in the advertisement. (Emotional Engagement)

The storytelling in the ad encouraged me to take action to conserve water in my daily life. (Behavioral Intent)

| found the storytelling, visuals, and narration in the ad personally relevant and relatable. (Aesthetic Appeal)
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o

7.

8.
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The ad used creative storytelling techniques that made the message more engaging. (Ad Creativity)

| trust the message because of how effectively the Al-supported storytelling delivered the content. (Trust in Al-
Generated Content)

The storytelling in the ad motivates me to share or discuss its message with friends or family. (Social Influence)

Group Il Question Set

1.
2.
3.
4

5.
6.

7

The storytelling in the ad made me more aware of the importance of water conservation. (Awareness)

I believe storytelling in such ads is effective in creating environmental consciousness. (Perceived Effectiveness)

| felt emotionally connected to the storytelling used in the advertisement. (Emotional Engagement)

The storytelling approach in the ad has made me more likely to adopt water-saving habits in my daily life.
(Behavioral Intent)

| found the visuals, narration, and storytelling in the ad personally relevant and relatable. (Ad Creativity)

The ad’s creative storytelling techniques made the message more engaging. (Aesthetic Appeal)

| found the storytelling in the ad to be credible and trustworthy. (Trust in Content)

I would be willing to share this ad or discuss its storytelling and message with friends or family. (Social Influence)
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