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This chapter explores the ways in which artificial intelligence is changing brand

storytelling into a more dynamic and data-driven process for enhancing engagement

and measuring brand equity. It looks at how Al helps generate personalized narra-

tives and also measures emotional and behavioral reactions from consumers. The
chapter discusses both the opportunities and challenges that come from blending
computational tools with human creativity. Using theoretical frameworks, real-
world case studies, and ethical reflections, it shows how brands can use Al to create

DOI: 10.4018/979-8-3373-4506-2.ch003

Copyright © 2026, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited. Use of this chapter to
train generative artificial intelligence (ATI) technologies is expressly prohibited. The publisher reserves all rights to license its use for generative Al training and machine learning model development.



authentic and culturally aware stories, while carefully assessing their effectiveness.
The argument is made for a hybrid approach where human insights work alongside
algorithmic precision, aiming to develop brand communication strategies that are
emotionally meaningful and ethically sound building trust, loyalty, and lasting brand
value in a marketing world that is becoming increasingly personalized.

INTRODUCTION

The intersection of artificial intelligence (AI) and branding is one of the most radical
changes in contemporary marketing, not only in the mechanics of communication,
but also in the philosophical backgrounds that the brands establish and sustain when
it comes to their relationships with consumers. It has never been more important to
be able to cut through the noise and deliver compelling and meaningful stories in
a world that is defined by a flood of information and fragmented attention, where
people are bombarded with thousands of brand messages per day (Ke et al., 2023).
It is here that the narrative generation and content personalization opportunities
offered by Al have become an important tool that allows brands to create a variety
of stories that appeal to certain audiences without sacrificing a unified brand image
on a larger scale. Traditionally, storytelling has taken a central place in branding
strategies due to its exclusive capacity for inducing emotions, generating trust,
and creating loyalty. In the classic marketing literature, psychological processes of
telling the story, such as narrative transportation and identification are highlighted
and enable more cognitive and emotional interaction with brand messages (Kang
et al., 2020). The processes play a role in developing perceptions of brand authen-
ticity and credibility qualities that consumers are placing more importance on in a
world dominated by doubt in corporate messaging (Paul & Nikolaev, 2021). But
conventional storytelling is dependent on the intuition and imagination of human
marketers that whilst it cannot be replaced in various aspects is bound to scale,
speed, and consistency (Emon & Khan, 2025a).

The recent technological progress, especially in generative language models like
GPT-4, diffusion-based image generators, and advanced computer vision systems,
has made storytelling not as limited by human ability. Such Al devices are capable
of producing original texts and visual content based on brand stories, which can be
tailored in real time based on different cultural factors, psycho-graphic factors, and
situational factors (Berger et al., 2020; Emon & Khan, 2025b). As an example, Al-
based platforms can dynamically tune a brand tone and message to various social
media platforms so that it is relevant, but brand coherence is not affected. Such re-
sponsiveness is aradical break with the old one-size-fits-all approaches to campaigns
and an indication that we are entering the era of hyper-personalized, context-driven
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