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audiences as a multidisciplinary marketing communication tool. For that reason, in 
advertising, a proper analysis of the target audience is essential. Developing narratives 
that are focused on the target audience is very important for persuading them by 
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audience-​oriented advertisements prepared with the correlation of personality types 
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that the concept of “model reader,” which is used in narratology to refer to the reader 
that the author has in mind when developing a story, has a concrete counterpart in 
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and how advertising strategies can be shaped was evaluated.

Chapter 6
Crafting Digital Narratives: A Strategic Approach to Enhancing Brand 
Communication and Consumer Engagement...................................................... 125

Parihar Suresh Dahake, Ramdeobaba University, Nagpur, India

The study investigates the different forms of craft narratives deployed by brands and its 
impact on brand communication and consumer engagement. The study is significant 
since it is set in India where digital narratology is relatively less researched and 
understood. The Indian context is also important since it is a rapidly growing market 
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Foreword

The transformation of marketing communication into a narrative-​centered, 
participatory system has compelled both scholars and practitioners to reassess how 
meaning, persuasion, and brand value are constructed in digital environments. 
Digital storytelling is no longer a stylistic choice — it has become the structural 
logic through which brands negotiate their identity, trust, and continuity with their 
audiences.

Developing Digital Narratives in Marketing Communication is an important 
scholarly response to this reality. The chapters in this volume examine how stories 
are built, interpreted, disrupted, and re-​authored in digital settings — not by a single 
voice, but through multi-​layered interactions among brands, influencers, platforms, 
and users. The book provides conceptual, methodological, and strategic frameworks 
for understanding narrative dynamics across generations, cultures, platforms, and 
digital behaviors.

This volume is edited by Prof. Dr. Recep Yılmaz and Betül Başer, two research-
ers whose work in narrative theory, digital communication, advertising discourse, 
and audience psychology has had a notable influence in Türkiye and abroad. Their 
editorial vision is evident in the way the chapters are curated: theory and practice 
are not separated — they reinforce each other. Yılmaz’s scholarship on narrative 
meaning‐construction and Başer’s contributions to digital consumption narratives 
and generational communication provide an intellectual anchor that connects the 
entire book.

The chapters address central questions such as:

• 	 How do influencers function as narrative agents rather than promotional 
instruments?

• 	 How does the “model reader” determine the interpretive strength of a 
message?

• 	 How do non‐linear structures (e.g., anachrony) increase engagement?
• 	 How do users, not brands, become the final meaning makers?
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From consumer psychology to Islamic marketing and Takaful — from genera-
tional divergence to dialogic brand communication — this book demonstrates that 
digital narrative is not simply delivered, but negotiated in real time.

It is both a theoretical resource and an applied handbook — one that will serve 
researchers, graduate students, communication professionals, and designers of future 
marketing strategies.

İdil Sayımer
Kocaeli University, Turkey
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Preface

Narrative is humanity’s oldest cognitive technology for making sense of the 
world. In the digital age, we are not witnessing the end of this tradition, but its 
renaissance. The digital screen is not a passive billboard—it is a dynamic stage 
for co-​authored meaning. This book is therefore not merely about how stories are 
told in marketing communication, but how they are constructed, negotiated, and 
completed through interaction.

The dawn of the digital age has irrevocably reshaped the DNA of marketing 
communication. Over the past two decades, we have not merely observed an evo-
lution in persuasion structures—we have confronted a paradigm shift. Disruptive 
technologies, empowered audiences, algorithmic curation, and participatory culture 
have collectively displaced the linear, sender-​dominant communication model. In 
its place stands a fragmented yet coordinated narrative ecosystem—one in which 
audiences are not passive receivers but narrative agents, co-​authors, and sovereign 
meaning-​makers. Our central argument in this book is that narrative in digital mar-
keting is no longer a finished artifact—it is a living conversation. Meaning is not 
transmitted—it is collaboratively engineered. Thus, “story” in the digital economy 
becomes the operational core of value construction.

Developing Digital Narratives in Marketing Communication is structured to guide 
readers through this narrative reality from micro-​level mechanisms to macro-​level 
implications. We begin by examining narrative construction in digital discourse, 
articulating the semiotics of dialogue as the new engine of brand communication. We 
interrogate how influencers, rather than functioning as mere promotional instruments, 
emerge as narrative authorities, shaping interpretive frames and emotional entry 
points. We examine how personality types function as interpretive filters in adver-
tising reception and how generations X, Y, and Z inhabit distinct digital subcultures 
that require differentiated narrative strategy—not by trend, but by discourse logic.

We also explore more advanced narrative techniques, including temporal ma-
nipulation—analepsis, prolepsis, and digital anachrony—revealing how time itself 
becomes a rhetorical device in competing attention economies. And finally, we 
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deliberately include Islamic marketing and Takaful as a strategic, non-​Western case 
study—not as an exception, but as a demonstration of the central thesis of this book: 
narrative authority is culturally mediated. Meaning is not universal—it is contextual, 
negotiated, and rooted in value systems.

Our intention as editors is not only to diagnose the new narrative paradigm but to 
equip readers with conceptual and practical tools. This volume is therefore designed 
as both a theoretical scaffold and a strategic guide. For scholars and graduate students, 
it offers a comprehensive architecture for rethinking narrative theory in digitally 
mediated environments. For practitioners and strategists, it provides frameworks 
for constructing participatory, culturally intelligent, and human-​centered narrative 
systems that can produce real relational value in a hyper-​connected world.

Our hope is that readers will not simply observe the transformation reflected 
in these chapters—but will learn to navigate it. And perhaps more importantly, to 
design within it.

Recep Yılmaz
Ondokuz Mayis University, Turkey

Betül Başer
Ondokuz Mayıs University, Turkey
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