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Abstract

Background  Brands need visual representations that enable brand awareness and ensure consistency
and flexibility across diverse media and platforms. Given the recent increase in brand focus on video
communication on social media, it is essential to examine how brand identity, shaped by environmental
elements, affects brand awareness. Brand communication on social media relies on user interaction
and has increasingly shifted toward video formats because of the demand for versatile content that can
overcome time and location limitations. This study explores how brand identity is visually constructed in
social media video communication and examines its effect on user brand awareness.

Methods The empirical study methodology includes four steps. First, branded video posts collected
from Instagram were categorized based on their message strategies. Second, brand identity visualization
was analyzed using a rubric encompassing the categories of “brand identity” and “visual components of
video” to identify the characteristics of each message strategy. Third, the effects of brand identity and
visual components of video in branded video posts on user brand awareness were examined among
Millennials and Generation Z, the principal consumer segments. Finally, this study systematically outlined
key considerations for the visualization of brand identity in social media video communication.

Results This study identified brand identity and visual components of video that shaped the
representation of branded video posts. The analysis was grounded in the message strategies adopted by
brands, and the interactions among the visual and identity elements were confirmed. The effectiveness of
brand identity visualization differed significantly depending on the message strategy employed. However,
the interactional message strategy showed a slight negative effect when combined with a transformational
context, suggesting a negligible impact on brand identity visualization. Furthermore, user brand
awareness on Instagram decreased as the use of logos in brand identity increased, whereas the use of tone
within the visual components of video positively influenced brand awareness.

Conclusions  This study differs from prior research by incorporating media and platform characteristics
as key elements in shaping visual identity for enhancing brand awareness. The findings underscore
that effective brand communication via video requires a sophisticated and adaptive approach to brand
identity visualization, one that goes beyond static symbolic elements and instead aligns with the
distinct affordances of each medium. Moreover, customizing brand identity visualization according
to the message strategy was found to be essential for maximizing communicative effectiveness. This
study also demonstrates that flexible brand identity visualization could be extended across various
media and platforms, highlighting its central role in shaping user perception and engagement in digital
communication environments.
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1. Introduction

Brand identity, first presented by Kapferer in 1986, requires a new perspective due to the
advancement of information technology and the shift toward interactional communication.
Recent studies of brand identity have described its crucial role in brand communication
across various media. These studies have examined the uniqueness of brand identity
elements (Phillips et al., 2014; Ward et al., 2020) and investigated brand identity as a
marketing strategy (Elikan & Pigneur, 2019; Ianenko et al., 2020; Shams et al., 2024).
However, traditional studies of brand identity have largely adopted a conceptual approach.
These studies have focused on several key areas: the development of internal stakeholders’
brand identity (De Chernatony, 2010; Kapferer, 1994; Konecnik Ruzzier & Ruzzier, 2009),
perspectives on brand equity and external stakeholders (Aaker, 1996a; Keller, 1993), and the
process of building representation through brand identity (Aaker & Bruzzone, 1985). These
studies suggest that brand identity serves as the starting point for brand components. This
is because brands, as products, services, and communication strategies, inherently reflect
ongoing temporal evolution (Kapferer, 2012).

Advances in information technology have ushered in an era of digital communication. This
has fundamentally changed how communication occurs and has closely integrated branding
with communication (Petek & Konecnik Ruzzier, 2013). Modern communication requires
focusing on brand experiences across different environments and considering the role of
users interacting with the brand identity (Escobar-Farfan et al., 2024). From a brand’s
perspective, social media allows interaction with targeted audiences through digital tools.
Simultaneously, users tend to ignore irrelevant brands and actively express their individual
needs to preferred brands (Grandhi et al., 2021). This increase in brand communication
through digital platforms correlates with the finding that more brand information on social
media encourages interactions between brands and users, resulting in positive perceptions,
evaluations, and attitudes toward the brand (Steinmann et al., 2015).

In social media communication, brand identity is crucial for enhancing the interaction and
experience between brands and users. Brand information is conveyed through diverse media,
including text, photographs, and videos. In traditional studies focusing on brand identity,
it has been important to evaluate the visual elements because they remain among the most
effective communication tools for symbolizing brands on social media. Empirical discussions
of brand identity in digital communication, particularly on social media, have remained
limited. This study aims to examine the phenomenon of brand identity visualization in
social media video communication and to propose strategies for achieving both consistency
and flexibility in cultivating brand awareness across diverse media and platforms. This
will provide a theoretical foundation for the extensibility of brand identity visualization
methods in social media communication and contribute to the development of brand identity
strategies tailored to media and platforms.
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2. Literature Review

2. 1. Brand on Social Media

From a brand’s perspective, Angelini et al. (2017) defined social media as a communication
tool facilitated online networking, interaction, and collaboration, ultimately aiming to
enhance branding. Social media eliminated most distribution barriers and expanded user
potential through content that transcended time and space (Ng & Taneja, 2023). Brands had
gained opportunities to build relationships and, consequently, increased purchase intentions
by interacting with users from diverse cultural backgrounds and stimulating their interests
(Pelletier et al., 2020). Users also acquired the power to influence others by disseminating
ideas about specific products, services, or brands shared through commercial digital
activities (Carr & Hayes, 2015).

As of October 2024, over 5.2 billion people worldwide used social media, and its growth
remained robust (Digital 2024: October Global Statshot Report, 2024). Currently, Millennials
and Gen. Z consumers constituted the largest consumer group of the market (Moon et al.,
2025). Millennials and Gen. Z were digital natives who grew up with modern technologies,
focused on social media (Berthon et al., 2011; Shatto & Erwin, 2016). Their lifestyles,
emotions, and consumption patterns made them active participants who engaged with
information based on personal needs.

This study used Instagram as the social media platform. Instagram facilitated information
sharing primarily through its visual-oriented features (Kim et al., 2023). The platform was
identified as being particularly well-suited for brand communication within communities
based on preferences. According to the Digital 2024: October Global Statshot Report by
We Are Social and Meltwater, Instagram was the most favored social media platform for
individuals aged 16 years and above. Instagram experienced growth in Millennials and Gen.
Z and led all platforms, with 62.3% of users following or researching brands and products on
it. The advantage of operating a brand community on Instagram was that it served as a cost-
effective and user-friendly communication platform that provided high exposure frequency
(Cuevas-Molano et al., 2021). Moreover, Instagram offered practical value with features that
allowed users to see how many users interacted (e.g., the number of account followers and
number of likes in posts), enabling them to gauge the reliability of a brand or product (Coulter
& Roggeveen, 2012). Prior research confirmed that, compared to other platforms, Instagram
demonstrated higher levels of user interaction, co-creation, and engagement. Moreover, it
was the most frequently used platform for users to follow brands (Phua et al., 2017). These

findings underscore the effectiveness of Instagram as a channel for brand communication.

2. 1. 1. Branded Video Post on Instagram
As of October 2024, video posts (41.8%) surpassed photo posts (38.4%) among all main
posts on Instagram business accounts (Digital 2024: October Global Statshot Report, 2024).
Videos generated more powerful emotional experiences than images, allowing brands to
easily provide information about products or services to users and interact with them (Roza
et al., 2022). Video content on Instagram is shared as “Posts” and “Stories”; “Posts” remain on
the main feed, whereas “Stories” are shown temporarily (Yenilmez Kacar, 2024). Given that
videos could quickly attract the attention of many users (Coker et al., 2017; Ge et al., 2021;
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Gilbert, 2019; Yu & Wu, 2024), this study assumed that Instagram brand communication
primarily utilized video “Posts” to enhance consumer experience.

Instagram’s “video autoplay functionality” began playing the visual track when a user
scrolled to the video, but the audio remained muted unless the user clicked “unmute this”
(Harper, 2016). In September 2013, Facebook announced the initial testing of a feature to
make video viewing easier, in an easier way to watch videos on Facebook; the announcement
noted that upon “seeing video feeds, it came to life and started playing” (Mayes, 2013). This
was based on biological phenomena, in which vision had a damping mechanism owing to
the presence of eyelids. However, the ears could not selectively block or stop the reception
of sound (Harper, 2016). Avoiding awkward social situations also became a key reason why
silent autoplay was a desirable standard (Blattberg, 2015; Harper, 2016). As “video autoplay
functionality” had been applied to Instagram, this study assumed that communication
through Instagram’s branded video posts emphasized the representation of visuals. This
approach aimed to build brand awareness and relationships through visual means alone, as

optional auditory elements were removed.

2. 2. Brand Awareness in Brand Communication

Brand communication aimed to expose a brand to the public, thereby increasing awareness
and recall. This process ultimately led to purchases and built consumer trust by enhancing
brand awareness (Chinomona, 2016). Social media development allowed brands to deliver
vast amounts of quantitative information to users. This provided knowledge, skills, and
experiences related to products or services, and the impact of these values depended on the
source’s reliability (Seo et al., 2020). Users formed brand awareness and attitudes through
sensory, emotional, cognitive, and behavioral responses to brand-related stimuli (Brakus et
al., 2009), leading to favorable brand outcomes (Keller & Lehmann, 2003).

Gustafson and Chabot (2007) defined brand awareness as “how aware customers and
potential customers are of your business and its products.” They stated that the greater the
brand awareness, the higher the purchase likelihood, highlighting the need for consistency
in messages and visual representations to enhance brand awareness. However, Youn et
al. (2024) suggested that for brand communication utilizing videos, increasing brand
engagement and conveying storytelling were more effective than overtly persuading
consumers to purchase. Users on social media were directly influenced by their experiences
with products in branded video posts, which led to individual behavior (Li et al., 2021).
Keller (2013) described brand awareness as the “track or crowd power” in users’ memories;
users’ ability to identify a brand in diverse situations could be seen as a result of brand
awareness. Therefore, building a brand identity that not only included clear symbolism that
facilitated communication with consumers was essential, but also required a pleasing and
relatable visual representation that provided emotional experiences through storytelling and

multisensory stimuli.

2. 3. Representation Branded Post for Video Communication
2. 3. 1. Message Strategy
Traditional advertising literature generally divides message strategies into two distinct
categories: informational, which clearly presents factual product and service information,

and transformational, which associates a brand’s experience and identity with desirable
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psychological characteristics. With the advent of social media, an interactional message
strategy that focuses on ongoing relationships with users has emerged. This expansion
helped explain the increasing user experience and interaction while enhancing the message
strategy’s applicability in the digital age (Tafesse & Wien, 2017).

The informational message strategy used a rational appeal, emphasizing the objective
or functional aspects of a product or service. This induced cognitive processing by using
objective information to explain brand benefits, thereby reducing uncertainty in purchasing
products or services (Stafford & Day, 1995). Conversely, the transformational message
strategy used an emotional appeal, emphasizing the emotional benefits gained from using
branded products and the atmosphere of the product. It increased social dissemination
through emotional arousal (Berger, 2011) and induced attitude formation and consumer

behavior (Bagozzi et al., 1999).

2. 3. 2. Brand Identity
Brand identity is a set of unique associations created by a company to instill its goals within
consumers (Aaker, 1996a). Therefore, brand identity expresses the tangible and intangible
characteristics of a brand, requiring consistent signals to understand what lies beyond the
surface in its deepest parts (Kapferer, 2012). Positive and unique brand associations fostered
trust among consumers (Ghodeswar, 2008) and facilitated consumer-brand identification
(Baumgarth & Schmidt, 2010). Brand identity provides functional, emotional, and self-
expressive benefits that build relationships between brands and consumers (Aaker, 1996b).
In other words, it serves to establish positive relationships with users as a strategic identifier
that enables brand awareness. Brand identity focuses on creating a distinct image through
visual elements, making the brand easily recognizable and memorable, as emphasized in the

traditional literature summarized in Table 1.

Table 1 Brand Identity
Element
Bailey & Schechter (1994) Name, logo, color, brand-mark, advertising slogan

Grossman (1994) Distinctive name, logotype, graphics, and physical design

Brand name, graphic system, marketing communication, sales strategy, product/service

Upshaw (1995) result, promotion

. Product attributes, service, User profile, store ambience, and
Core Identity

Aaker (1996a) product performance
Extended Identity Brand personality, relationship, and strong symbol association
Keller (2003) Brand Name, logo, symbol, character, slogan, jingle, packaging

Traditionally, brand identity has been viewed as a static and consistent set of components
created by an organization, as shown in Table 1. However, recent studies have argued for a
reconstruction that emphasizes market dynamics and interactions (Da Silveira et al., 2013;
Kennedy & Guzmén, 2016; Pareek & Harrison, 2020; Petek & Konecnik Ruzzier, 2013).
This study examined whether the visual elements of brand identity defined in traditional
literature were sufficient tools for visualizing a brand in social media video communication.
Based on Table 1, “brand identity” that symbolically represented brands was defined by “Name
(brand/product),” “Logo,” “Color,” “Product,” and “Slogan” in Table 4.
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2. 3. 3. Visual Components of Video
Videos are one of the most influential methods of communication, as they convey the
atmosphere, emotions, or ideas to the users (Block, 2020). The visual components of video
are expressions commonly used across all video genres (e.g., movies, TV, advertisements, and
digital media) and have been communicated through visual images. Accordingly, selecting
and adjusting images to align with the communication purpose and content are crucial
(Choi, 2011). In Sight Sound Notion, Zettl (2011) presented a framework that classified the
basic components expressing media aesthetics into five categories: Light and Color, Two-
Dimensional Field, Three-Dimensional Field, Four-Dimensional Field, and Five-Dimensional
Field. Block (2020) classified basic visual elements into six categories—Space, Line and
Shape, Tone, Color, Movement, and Rhythm—which form the basis of expressions, including
storytelling experiences in videos. Watson (1990) discussed the perceptual components
of videos in the digital environment—Color, Space, and Time—and how their architecture
was used in terms of independence, efficiency, and scalability. Despite some differences in
classification systems or terminology in prior research, depending on the interpretations
of “visual components of video” and video genre approaches, the fundamental elements

remained mostly consistent, as shown in Table 2.

Table 2 Visual Components of Video

Element

Zettl (2011) Light and Color Light, lighting, color
Two-Dimensional Field Area, forces within the screen, interplay of screen forces
Three-Dimensional Field Depth and volume, screen volume and effects
Four-Dimensional Field Visualization, time, motion, timing and principal motions
Five-Dimensional Field Sound, sound/picture combination

Block (2020) Space The physical space in front of the camera, the space as it appears on

a screen, the size and shape of the screen itself

Line and Shape Lines and shapes define each other and control space, movement,

and rhythm
Tone The brightness of objects as ‘value’
Color A powerful visual component, mixing color additive and subtractive
Objects, the camera, and the audience’s point of attention create
Movement
movement
Rhythm Hear it, feel it, and see it; alternation, repetition, and tempo
Watson (1990) Color Human visual color processing by three distinct, R, G, B
Adaptive gain control, signal decorrelation, and multiplexing of
Space X
chromatic channels
Time Static and motion channels

Space and Time (Motion) Separable space-time signals, inseparable motion signals

Space and Color Spatial resolution

Space, Time, Color (Tempo)  Chromatic temporal sensitivity

Based on Zettl’s (2011) theory, this study analyzed “visual components of video” in branded
video posts on Instagram. The components were classified into three categories, which were
organised into seven items in Table 4: (1)Light and Color: “Tone,” (2)Space: “Depth,” “Shot
Scale,” (3)Movement: “Camera Moving,” “Camera Perspective,” “Visualization Process,” and
“Subjective Speed.” However, sound was excluded from the analysis, because it was assumed
that brand awareness in branded video posts is focused on visual representations. A “Shot”
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was a component as the smallest unit of video, a definition of screen composition in (2)Space,

and a measure of “Subjective Speed” in (3)Movement.

3. Methods

This present study first ensured that the empirical research was aligned with the research
questions by including a literature review to establish a theoretical basis and the current
status of commercial social media platforms. Subsequently, a case analysis was conducted
on eight global brands on the social media platform Instagram, resulting in the collection of
388 branded video posts. The collected data were categorized based on message strategies
and analyzed using “brand identity” and “visual components of videos” to determine the
extent to which they influenced brand identity visualization. Finally, a survey of Millennials
and Gen. Z individuals aimed to understand how brand identity visualization elements from

Instagram—branded video posts were perceived in relation to brand awareness.

3. 1. Case Analysis

To select brands for the case analysis on Instagram brand communication, the Best Global
Brands 2023 index from Interbrand.com was referenced. This annual brand ranking selects
the top-performing global brands in various industries, providing a brand population
that can generates a transparent sample (Swani et al., 2014). Eight brands were selected
from the top 15 brands in Best Global Brands 2023 based on follower count and post count
(Anagnostopoulos et al., 2018), which measure Instagram activity. Data were collected from
these brands’ official global accounts, as shown in Table 3.

Table 3 Selected Instagram Brands

Instagram
Brand Industry 1 year

1D Follower Total Posts
Posts First feed: video
Apple Technology @apple 32.6M 1,180 140 27.1%
Google Technology @google 15M 2,416 355 58.6%
Toyota Vehicles @toyota 7.2M 2,727 389 35.7%
Mercedes-Benz  Vehicles @mercedeshenz 38.5M 20,612 1900 19.5%
Nike Fashion @nike 306M 1,413 285 45.6%
BMW Vehicles @bmw 38.9M 11,435 1258 35.1%
Disney Media @disney 39.1M 8,529 473 57.9%
Louis Vuitton Fashion @louisvuitton 55.4M 7,927 914 55.1%

Liu et al. (2017) and Kim et al. (2021) suggested that one year was a sufficient period to
represent brand activity on Instagram, and recommended using the 50 most recent posts
from each account as the primary analysis data. In this study, 50 of the most recent video
posts from each of the eight brands were posted on Instagram between June 2023 and May
2024, and 388 videos were collected. If a brand had fewer than 50 posts within a specified
period, all the available video posts are collected. In the case of Apple, only 38 posts were
available for per year. Table 4 presents a step-by-step analysis to identify the message

strategies and brand identity visualizations of branded video posts on social media.
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Table 4 Analytics Rubric of Branded Video Post

Message . Emphasize objective, functional aspects of product or 5-Point Likert
Informational .
Strategy service Scale
. Emotional benefit or emphasizing the mood of using the
Transformational .
product or service
Interactional Interacting with users Is/Is not
Brand Identity Brand Identity Name Brand/Product Frequency
Visualization Logo Include symbol Used Rate
Color Primary color
Product Include package
Slogan Text
Visual Components  (1)Light and Color Tone (PCCS Tone concept) 12 Types
of Video (2)Space Depth (Deep/Flat) 5-Point Likert
Shot Scale (ELS - ECU) Scale
(3)Movement Camera Moving

(Linear/Curvilinear)

Camera Perspective
(Subjective/Objective)

Visualization Process
(Deductive/Inductive)

Subjective Speed (Slow/Fast)

The first phase of the step-by-step analysis of branded video posts in Table 4 involved
categorizing the message strategies of the brand video posts. Data collected from eight
brands (N=388) were classified using a 5-point Likert scale, based on the extent to which
their message strategies corresponded to informational messages and transformational
messages. Subsequently, the presence or absence of an interactional message was confirmed.
The second phase involved analyzing the brand identity visualization methods using the data
collected from the eight brands (N=388). Based on the theoretical background, this phase
distinguished between “brand identity” and “visual components of video”. To analyze brand
identity visualization reflecting the characteristics of the medium, visual components of
video, which express the aesthetic principles of video, were included within brand identity,
which symbolically represents the brand. The five visual elements of “brand identity”
were quantitatively measured by their exposure time relative to the video length using the
qualitative analysis software ATLAS.ti. The seven elements within the three areas of “visual
components of video”—(1)Light and Color, (2)Space, (3)Movement—were analyzed by six
individuals (five brand design specialist and the researcher) using the Delphi technique with
a 5-point Likert scale for each item.

In message strategy categorization and the visual components of video analysis stages, data
with accurate information are consistently described to enhance qualitative reliability, and
the results are shared and reviewed multiple times (Gibbs, 2007). Additionally, after the
coding was completed, the reliability of the coding results was verified using Perreault and
Leighs's I, coefficient (1989).

3. 1. 1. Message Strategy
The first phase in analyzing branded video posts (N=388) was classified based on their
correspondence “informational” and “transformational” message strategies, and checked for

the inclusion of an “interactional” message strategy. To ensure expertise and objectivity in
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message strategy categorization, three individuals with master’s degrees or higher in design
and over 10 years of experience in brand practice and education were selected, as shown in
Table 5. They conducted the process over three rounds from 12th to 21st July 2024, for 10

days, based on the agreed criteria.

Table 5 Participating Researchers - Categorization of the Message Strategy

Major Occupation Career
PhD Communication Design Brand Design 3 years of practice, 8 years of education
M.A. Interior & Living Design Brand Design 16 years of practice
M.A. Management Brand Planning 10 years of practice

3. 1. 2. Brand Identity Visualization
The second phase, brand identity visualization, continues by dividing the “brand identity”
and “visual components of video”. Brand identity of video posts (N=388) was subjected to
a qualitative frequency analysis of five items using ATLAS.ti version 24.1.1: “Name (brand/
product),” “Logo,” “Color,” “Product,” and “Slogan.” ATLAS.ti is a software for qualitative
data analysis that provides a more sophisticated method for exploring data (Ronzani et al.,
2020). The researcher collected data from 11 to 18 July, 2024, to determine the frequency
of shot units expressed in videos. The next, “visual components of video” of video posts
(N=388) were subjected to the Delphi technique, a qualitative analysis of seven items: “Tone,”
“Depth,” “Shot Scale,” “Camera Moving,” “Camera Perspective,” “Visualization Process,” and
“Subjective Speed.” The Delphi technique is used to obtain the most reliable consensus of
opinions from a group of experts (Dalkey & Helmer, 1963). It is useful in situations requiring
expert judgement and prediction, thereby ensuring reliability (Rowe & Wright, 1999).
Gustafson et al. (1973) conducted a Delphi technique analysis with a group of four members
over two rounds, and Nielsen and Landauer (1993) suggested approximately five as the
optimal number of evaluators to detect problems at the 85% level. Based on this study, five
verified brand design specialists were selected as research participants, as shown in Table
6, and three rounds were conducted. Following in-person pre-training from 11 to 17 July
2024, the five research participants reviewed 156 of the 388 branded video posts collected
from eight Instagram brands. The researcher reviewed all 388 video posts, allowing three
people to conduct cross-analysis for each video. Final data were collected from the individual

reviews on August 14, 2024, based on the content agreed upon for each post.

Table 6 Participating Researchers - Analysis of Visual Components of Video

Major Occupation Career
M.A.  Fashion Promotion Design Manager 20 years of practice
M.A.  Visual Communication Design  Professor 19 years of practice, 11 years of education
B.A. Visual Communication Design  Design Director 24 years of practice
B.A. Graphic Design Creative Director 21 years of practice, 6 years of education
B.A. Visual Communication Design  Design Manager 19 years of practice

For (1)Light and Color’s “Tone”, one of the twelve types presented in the PCCS tone concept
(https://art-design-qlossary.musabi.ac.jp/tone/) was selected. For (2)Space’s “Depth,” the
degree corresponding to deep and flat was distinguished; for “Shot Scale,” classifications

were made according to the size of the background or objects in the frame, dividing them
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into Extreme Long Shot, Long Shot, Middle Shot, Close-up, and Extreme Close-up. For
(3)Movement’s “Camera Moving,” the degree corresponding to linear and curvilinear
was distinguished; for “Camera Perspective,” the degree corresponding to subjective and
objective; for “Visualization Process,” the degree corresponding to deductive and inductive,
all using a 5-point Likert scale. Finally, the “Subjective Speed” was distinguished by tempo
in beats per minute (BPM) as very slow (less than 30 BPM), slow (around 60 BPM), normal
(around 120 BPM), fast (around 180 BPM) or very fast (over 240 BPM) after the tempo of
the “Shot” (Kuribayashi & Nittono, 2015). Metronome sounds (instruments that measure
or indicate the beat of music) were played at each step of the BPM, allowing participants to
select the degree felt during the editing of “Shot” by analogy to the BPM.

3. 2. Survey
The global number of Instagram users was approximately 1.6 billion, of which Millennials
and Gen. Z account for approximately 1.22 billion, representing 76.4% (Digital 2024: October
Global Statshot Report, 2024). For the sample estimation process to calculate an appropriate
sample size, it is anticipated that a basic analysis would be possible with four groups of 216
participants, considering a 20% dropout rate, based on the 172 participants calculated using
G*Power 3.1. A total of 216 Millennial and Gen. Z Instagram users were surveyed. From the
branded posts analyzed in the case study, four videos representing each message strategy
were selected, resulting in a total of 32 videos across eight brands. The strategies included:
high transformational with interaction, high transformational without interaction, high
informational with interaction, and high informational without interaction. The survey was
conducted online through MBrain from 29 to 31 July 2024, and the survey questionnaire
content was organized by brand. Questions regarding brand awareness were first presented
for each Brand, and Instagram video posts were linked to the corresponding posts via
the URL links included in the survey images. The question items for each video asked
participants to respond on a 5-point Likert scale to three questions: “Understanding the
Post,” asking if they understood the content of the post well: “Brand Awareness in the Post,”
asking the degree of brand recognition through the post: “Brand Association in the Post,”
asking if the post fits well with the brand. As four posts were provided per brand, the survey
participants answered a total of 13 questions per brand, including one question asking about
the degree of brand awareness for that specific brand. Participants participated in two of the
eight brands. Each participant answered 31 questions, including questions on demographic
information. The survey results were compiled on August 1, 2024. The demographic

characteristics of the participants are presented in Table 7.

Table 7 Demographic characteristics
Frequency (N=216) Percentage (%) Cumulative Percent (%)

< Female 99 45.8 45.8
ex
Male 117 54.2 100.0
. 7 (18 ~ 27 years old) 108 50.0 50.0
Generation
M (28~ 44 years old) 108 50.0 100.0
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4, Results

4, 1. Case Analysis
This section focuses on clarifying the message strategies and brand identity visualization of
branded video posts. The case analysis revealed that the total duration of the 388 branded
video posts was 197 min and 52 s. The total duration of videos per brand ranged from the
shortest for BMW (13 min and 26 s) to the longest for Disney (44 min and 36 s). The shortest
videos were 5 s for Toyota and Google, and the longest was 705 s for Louis Vuitton, indicating
a significant variation in video length. The average video length was 30.35 s, with 69.8% of

the posts below this average, demonstrating a high proportion of videos under 30 s.

4. 1. 1. Message Strategy

Following the completion of the verification coding of the message strategies of 388 videos
extracted from eight brands, the reliability between the three coders was measured by
Perreault and Leighs's I, coefficient, which achieved a robust level of agreement above 0.8:
“transformational” (I,=.834) and “informational” (I,=.828). Additionally, one-way ANOVA
was used to see if there were significant differences in messaging strategies by brands,
where both were significantly affected for “transformational” (F=15.673, p<.001) and
“informational” (F=.430, p<.05).

To examine the moderating effect of “interactional” on the effect of “brand identity” in
relation to “transformational” message strategy, hierarchical regression analysis was
conducted. The regression model showed statistical significance for all stages: Stage 1
(F=21.499, p<.001), Stage 2 (F=19.505, p<.001), and Stage 3 (F=13.370, p<.001). Regression
coefficient significance tests showed that “Product” (8=.443, p<.001), followed by “Name__
brand” (8=-.157, p<.01), were negatively significant in Stage 1. In Stage 2, “interactional” (8=-
.128, p<.01) was negatively significant. In Stage 3, the interaction variable between “Product”
and “interactional” was negatively significant (8=-.202, p<.001). Next, to examine the
moderating effect of “interactional” on the effect of “visual components of video” in relation
to “transformational” message strategy, hierarchical regression analysis was conducted.
The regression model showed statistical significance for all stages: Stage 1 (F=3.883,
Pp<.001), Stage 2 (F=3.894, p<.001), and Stage 3 (F=2.567, p<.001). The regression coefficient
significance test revealed that in Stage 1, “Visualization Process” ($=.159, p<.01), followed
by “Camera Moving” (f=-.140, p<.01), were negatively significant, and “Shot Scale” (=.128,
p<.05) was positively significant. In Stage 2, “interactional” did not significantly affect
“transformational” message strategy. In Stage 3, the interaction variable between “Shot
Scale” and “interactional” was positively significant ($=.117, p<.05). Furthermore, neither
“brand identity” nor “visual components of video” significantly affected the “informational”

message strategy.

4. 1. 2. Brand Identity Visualization
First, we discuss the results of a frequency analysis of “brand identity”. To examine whether
there were significant differences in key variables according to “brand” among “brand
identity” in Table 4, one-way ANOVA was conducted. The results showed that the “Name__
brand” (F=8.065, p<.001), “Name_product” (F=5.672, p<.001), “Color” (F=8.597, p<.001),
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“Logo” (F=14.453, p<.001), and “Product” (F=25.355, p<.001) showed significant differences
according to “brand.” In Table 4, brand identity element “Slogan” was utilized only by Nike,
with an average of 0.13%, whereas the average exposure frequency for the remaining brands
was 0%. Therefore, it was determined that “Slogan” did not pertain to the brand identity
shown in branded video posts and was deleted before analysis.

Multiple linear regression analysis was performed to examine the effect between “brand
identity” elements. Analyzing the effect of brand identity on “Name_brand” showed that the
regression model was statistically significant (F=24.744, p<.001), and it was verified that
“Logo” (B=.285, p<.001, Variance Inflation Factor (VIF)=1.114), “Name_product” (8=.232,
p<.001, VIF=1.032), “Color” (f=.225, p<.001, VIF=1.035), and “Product” (f=-.109, p<.05,
VIF=1.110) were effected in that order. Analyzing the effect of brand identity on “Name_
product” showed that the regression model was statistically significant (F=9.578, p<.001),
and it was verified that “Name_brand” ($=.266, p<.001, VIF=1.181), and “Color” (8=.102,
p<.05, VIF=1.087) were effected in that order. Analyzing the effect of brand identity on “Color”
showed that the regression model was statistically significant (F=9.417, p<.001), and it was
verified that “Name_brand” (8=.257, p<.001, VIF=1.186), and “Name_product” (=.102,
p<.05, VIF=1.089) were affected in that order. Analyzing the effect of brand identity on “Logo”
showed that the regression model was statistically significant (F=20.656, p<.001), and it was
verified that “Product” (8=.318, p<.001, VIF=1.002) and “Name_brand” (=.295, p<.001,
VIF=1.153) were effected in that order. Analyzing the effect of brand identity on “Product”
showed that the regression model was statistically significant (F=11.992, p<.001), and it
was verified that “Logo” (8=.344, p<.001, VIF=1.083) and “Name_brand” (f=-.122, p<.05,

VIF=1.242) were effected in that order. The results of multiple linear regression analysis of

9« » «

the effect of “brand identity” elements: “Name_brand,” “Name_product,” “Color,” “Logo,” and
“Product” confirmed that there was no problem with multicollinearity between the variables,

as the VIF was less than 10.

Name_brand

Product / Name_product

Logo ‘ Color

"

—— Positive Effect == Negative Effect

Figure 1 Multiple Linear Regression Effects among Brand Identity Elements

Note. This figure summarizes statistically significant effects (p{.05) among brand identity elements based on multiple
linear regression analyses. Arrows indicate positive (blue) and negative (red) effects. Paths with p).05 are excluded for
clarity. This diagram is a visual summary integrating multiple regression models and does not represent a structural
equation model or imply simultaneous causality.
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Multiple linear regression analysis was performed to examine the effect between “brand
identity” elements according to “message strategy”. Summarizing the differences from Figure
1, in cases with “high transformational,” “Name_product” (F=3.913, p<.01) was “Logo” (8=-
.140, p<.05, VIF=1.161), “Logo” (F=23.031, p<.001) was “Name_ product” (3=-.110, p<.05,
VIF=1.045) showed a two-way negative effect. “Name_product” (F=3.913, p<.01) was
“Product” (8=.187, p<.01, VIF=1.209), “product” (F=15.822, p<.001) was “Name_product”
(B=.159, p<.01, VIF=1.029) showed a two-way positive effect. However, in cases with “high
informational,” the effect between “Name_brand” and “Product” was not significant (p>.05).
The results of multiple linear regression analysis of the effect of “brand identity” elements
according to “message strategy” confirmed that there was no problem with multicollinearity

between the variables, as the VIF was less than 10.

Name_brand \ Name_brand
Product Name_product Product / Name_ product

Logo Color Logo Color

W

—— Positive Effect == Negative Effect

Figure 2 Multiple Linear Regression Effects among Brand identity elements under High-level Transformational (L) and
High-level Informational (R) Message Strategies

Note. This figure summarizes statistically significant effects (p{.05) among brand identity elements by message
strategy. The left diagram represents the high-level transformational strategy, and the right represents the high-level
informational strategy. Arrows indicate positive (blue) and negative (red) effects. Paths with p».05 are excluded for
clarity. This diagram is a visual summary integrating multiple regression models and does not represent a structural
equation model or imply simultaneous causality.

Secondly, we discuss the result of a Delphi technique analysis conducted on “visual
components of video.” Following the completion of the analysis of 388 videos, “visual
components of video” extracted from the eight brands on Instagram, the reliability between
research participation was measured by Perreault and Leigh’s I, coefficient, which achieved
a robust level of agreement above 0.8 in the first round by “brand”: Apple (N=38, I,=.926),
Google (N=50, I,=.882), Toyota (N=50, I,=.904), Mercedes-Benz (N=50, I,=.872), Nike
(N=50, I,=.932), BMW (N=50, I,=.910), Disney (N=50, I,=.962) and Louis Vuitton (N=50,
I,=.913). To examine whether there were significant differences in key variables according
to “brand” among “visual components of video” in Table 4, one-way ANOVA was conducted.
The results showed that “Tone” (F=5.519, p<.001), “Depth” (F=5.524, p<.001), “Shot Scale”
(F=4.355, p<.001), “Camera Moving” (F=6.406, p<.001), “Camera Perspective” (F=11.8009,
p<.001), “Visualization Process” (F=6.515, p<.001), and “Subjective Speed” (F=3.474, p<.01)
showed significant differences according to “brand.”

www.aodr.org 63



One-way ANOVA was performed to examine the significant differences in key variables
according to “Tone” among “visual components of video”. The results showed that “Depth”
(F=2.244, p<.05), “Camera Perspective” (F=3.344, p<.001), and “Subjective Speed” (F=2.493,
p<.01) differed positive effect according to “Tone”. Multiple linear regression analysis was
performed to examine the effect between “visual components of video” elements. Analyzing
the effect of visual components of video on “Depth” showed that the regression model was
statistically significant (F=16.290, p<.001), and it was verified that “Shot Scale” (8=-.353,
p<.001, VIF=1.075), “Camera Moving” ($=-.289, p<.001, VIF=1.031), and “Tone_ saturation”
(B=-.094, p<.05, VIF=1.084) were effected in that order. Analyzing the effect of visual
components of video on “Shot Scale” showed that the regression model was statistically
significant (F=12.862, p<.001), and it was verified that “Depth” (3=-.371, p<.001, VIF=1.129),
“Camera Perspective” (8=-.180, p<.001, VIF=1.062), “Visualization Process” (f=-.141, p<.01,
VIF=1.030) and “Camera Moving” ($=-.110, p<.05, VIF=1.124) were effected in that order.
Analyzing the effect of visual components of video on “Camera Moving” showed that the
regression model was statistically significant (F=7.548, p<.001), and it was verified that
“Depth” (f=-.330, p<.001, VIF=1.176), “Subjective Speed” (8=.139, p<.01, VIF=1.046) and
“Shot Scale” (f=-.119, p<.05, VIF=1.221) were effected in that order. Analyzing the effect
of visual components of video on “Camera Perspective” showed that the regression model
was statistically significant (F=5.553, p<.001), and it was verified that “Shot Scale” (8=-
.202, p<.001, VIF=1.192), “Tone_ lightness” ($=-.163, p<.01, VIF=1.066) and “Visualization
Process” (8=-.115, p<.05, VIF=1.040) were effected in that order. Analyzing the effect of
visual components of video on “Visualization Process” showed that the regression model
was statistically significant (F=2.967, p<.001), and it was verified that “Shot Scale” (8=-.165,
p<.01, VIF=1.208) and “Camera Perspective” (=-.120, p<.05, VIF=1.087) were effected in
that order. Analyzing the effect of visual components of video on “Subjective Speed” showed
that the regression model was statistically significant (F=3.685, p<.001), “Tone_saturation”
(B=.181, p<.001, VIF=1.048) and “Camera Moving” (8=.148, p<.01, VIF=1.116) were effected in
that order.

Notably, “Tone” was analyzed by separating lightness and saturation to utilize it as a
continuous variable. The results of the multiple linear regression analysis of the effect of
“visual components of video™ “Tone,” “Depth,” “Shot Scale,” “Camera Moving,” “Camera
Perspective,” “Visualization Process,” and “Subjective Speed” confirmed that there was no

problem with multicollinearity between the variables, as the VIF was less than 10.
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Figure 3 Multiple Linear Regression Effects among Visual Components of Video

Note. This figure summarizes statistically significant effects (p{.05) among visual components of video, based on
multiple linear regression analyses. Arrows represent one-way or two-way predictive effects. Paths with p).05 are
excluded for clarity. This diagram is a visual summary integrating results from separate regression models and does
not represent a structural equation model or imply simultaneous causality. The visualization highlights how elements
such as “Tone,” “Shot Scale,” “Depth,” and “Camera Moving” interact to shape video communication.

Multiple linear regression analysis was performed to examine the effect between “visual
components of video” elements according to “message strategy.” Summarizing the differences
from Figure 3, in cases with “high transformational,” “Depth” (F=15.525, p<.001) was “Shot
Scale” (f=-.340, p<.001, VIF=1.071), “Camera Moving” (=-.400, p<.001, VIF=1.048) were
effected in that order, and “Shot Scale” (F=8.585, p<.01) was “Depth” (8=-.393, p<.001,
VIF=1.237), and “Camera Moving” (F=10.019, p<.001) was “Depth” (8=-447, p<.001,
VIF=1.173) showed a two-way effect. “Camera Moving” (F=10.019, p<.001) was “Subjective
Spee” (B=.177, p<.01, VIF=1.048), “Subjective Speed” (F=3.207, p<.01) was “Camera Moving”
(B=.207, p<.01, VIF=1.229) showed a two-way effect. “Camera Perspective” (F=3.074, p<.01)
was “Shot Scale” (8=-.191, p<.01, VIF=1.197), “Shot Scale” (F=8.585, p<.01) was “Camera
Perspective” ($=-.168, p<.01, VIF=1.049) showed a two-way effect. Additionally, “Camera
Perspective” (F=3.074, p<.01) was verified that “Tone_lightness” (8=-.146, p<.01, VIF=1.069)
showed a one-way effect. “Shot Scale” (F=8.585, p<.01) was verified that ‘Visualization
Process’ (f=-.141, p<.01, VIF=1.027) showed a one-way effect. “Subjective Speed” (F=8.585,
p<.01) was verified that “Tone_saturation” (8=.149, p<.05, VIF=1.054) showed a one-way
effect. However, in cases with “high informational,” “Depth” (F=6.727, p<.01) was “Shot
Scale” (f=-.316, p<.001, VIF=1.110), “Camera Moving” (8=-.223, p<.001, VIF=1.041), and
“Shot Scale” (F=7.241, p<.001) was “Depth” (8=-.311, p<.001, VIF=1.096), and “Camera
Moving” (F=3.187, p<.01) was “Depth” (8=-246, p<.001, VIF=1.148) showed a two-way effect.
“Tone_lightness” (F=3.244, p<.01) was “Camera Perspective” (f=-.190, p<.01, VIF=1.083),
“Camera Perspective” (F=4.663, p<.001) was “Tone_lightness” ($=-.213, p<.001, VIF=1.090)
showed a two-way effect. “Camera Perspective” (F=4.663, p<.001) was “Shot Scale” (8=-
.199, p<.01, VIF=1.186), “Shot Scale” (F=7.241, p<.001) was “Camera Perspective” (f=-.186,
p<.01, VIF=1.107) showed a two-way effect. “Shot Scale” (F=7.241, p<.001) was “Visualization
Process” (f=-.201, p<.01, VIF=1.035), “Visualization Process” (F=2.643, p<.05) was “Shot
Scale” (8=-228, p<.01, VIF=1.175) showed a two-way effect. Additionally, “Subjective Speed”
(F=2.605, p<.001) was verified that “Tone_saturation” (8=.202, p<.01, VIF=1.061) showed a
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one-way effect. The results of the multiple linear regression analysis of the effect of “visual
components of video” elements according to “message strategy” confirmed that there was no
problem with multicollinearity between the variables, as the VIF was less than 10.

JUCLLLE Tone

0"'
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v
Depth Subjective Speed Depth

Shot Scale Visualization Process ///-K Shot Scale

Camera Perspective Camera Moving Camera Perspective

«—> Two-way effect ==+ One-way effect

Figure 4 Multiple Linear Regression Effect between Visual Components of Video, High-level Transformational (L) and
High-level Informational (R) Message Strategies

Note. This figure summarizes statistically significant effects (p{.05) among visual components of video under high-
level transformational (left) and high-level informational (right) message strategies, based on multiple linear
regression analyses. Arrows indicate predictive effects. Paths with p).05 are excluded for clarity. This diagram is a
visual summary integrating multiple regression models and does not represent a structural equation model or imply
simultaneous causality.

4. 2, Survey

While the preceding section explored the structural relationships among brand identity and
visual components of video through a case analysis of branded video content, this section
examined the extent to which the content characteristics identified in the case study affected
actual user responses, as assessed through survey-based regression analysis. Although the
two analyses differed in data sources and methodological approaches, they were integrated
under a common objective: to examine the connection between brand content construction
and user response from both production and reception perspectives.

This section examined the effects of branded video posts on Instagram on user brand
awareness and perception. The reliability verification results of the survey (Cronbach’s
alpha=.801) indicated high internal consistency, and reliability was considered acceptable.
To examine whether there were significant differences in key variables according to “brand”,
one-way ANOVA was conducted. The results showed that “brand awareness” (F=34.869,
p<.001) differed significantly according to the “brand”. Moreover, among branded video post,
“Comprehending the Post” (F=18.344, p<.001), “Brand Awareness in the Post”(F=17.361,
p<.001), and “Brand Association in the Post” (F=24.586, p<.001) differed significantly
according to the “brand”.

4. 2. 1. Brand Awareness
Multiple linear regression analysis was conducted to examine the effect of “brand identity” on
“brand awareness.” The regression model showed statistical significance (F=7.392, p<.001),
and it was verified that “Color” (8=-.105, p<.001. VIF=1.322) and “Name_product” (=-.068,
p<.05, VIF=1.207) had a negative effect on “brand awareness” as they increased. Multiple
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linear regression analysis was conducted to examine the effect of “visual components of
video” on “brand awareness”. The regression model showed statistical significance (F=10.072,
Pp<.001), and it was verified that “Tone_ saturation” (8=.161, p<.001. VIF=1.913)) had a positive
effect on “brand awareness” as it increased.

4. 2. 2. Branded Video Post

First, multiple linear regression analysis was conducted to examine the effect of “brand
identity” on branded video posts. Analyzing the effect of brand identity on “Comprehending
the Post” showed that the regression model was statistically significant (F=72.903, p<.05),
and it was verified that a higher frequency of “Logo” (8=-.088, p<.01, VIF=1.577) expression
had a negative effect on “Comprehending the Post.” Analyzing the effect of brand identity on
“Brand Awareness in the Post’ showed that the regression model was statistically significant
(F=3.530, p<.01), and it was verified that a higher frequency of “Logo” (f=-.064, p<.05,
VIF=1.577) expression had a negative effect. Analyzing the effect of brand identity on “Brand
Association in the Post” showed that the regression model was statistically significant
(F=6.099, p<.001), and it was verified that a higher frequency of “Logo” (8=-.100, p<.001,
VIF=1.577) expression had a negative effect. In cases with “high brand awareness” on
“Brand Awareness in the Post’ (F=3.133, p<.01) was a higher frequency of “Name_product”
(B=.096, p<.01, VIF=1.227) expression had a positive effect. The results of multiple linear
regression analysis of the effect of “brand identity” confirmed that there was no problem
with multicollinearity between the variables, as the VIF was less than 10.

Brand Name ‘ Product Name ‘ Color Logo ‘ Product ‘

Comprehending the Post Brand Awareness in the Post Brand Association in the Post

= Positive Effect we Negative Effect == === in cases of high Brand Awareness

Figure 5 Multiple Linear Regression Effects of Brand Identity Elementson on User Responses to Branded Video Post

Note. This figure summarizes statistically significant effects (p{.05) of brand identity elements on user responses in
branded video posts, based on multiple linear regression analyses. Dotted lines represent conditional effects based
on brand awareness. Paths with p).05 are excluded for clarity. This diagram is a visual summary integrating multiple
regression models and does not represent a structural equation model or imply simultaneous causality.

Second, multiple linear regression analysis was conducted to examine the effect of “visual
components of video” on branded video posts. Analyzing the effect of “visual components
of video” on “Comprehending the Post” showed that the regression model was statistically
significant (F=8.799, p<.001), and it was verified that “Shot Scale” (8=-.161, p<.001,
VIF=1.782), “Tone_lightness” (f=-.153, p<.001, VIF=1.399), “Camera Perspective” (f=-
.078, p<.05, VIF=1.911) were effected in that order. In cases with “higer brand awareness”
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(F=4.729, p<.001), it was verified that “Shot Scale” (8=-.171, p<.001, VIF=1.800), and
“Tone_lightness” (f=-.156, p<.001, VIF=1.448) were effected in that order. Analyzing the
effect of “visual components of video” on “Brand Awareness in the Post” showed that the
regression model was statistically significant (F=11.903, p<.001), and it was verified that
“Shot Scale” (8=-.177, p<.001, VIF=1.782), “Tone_ lightness” (8=-.144, p<.001, VIF=1.399),
“Camera Perspective” (f=-.105, p<.01, VIF=1.911) and “Subjective Speed” (=.068, p<.05,
VIF=2.085) were effected in that order. In cases with “high brand awareness” (F=6.520,
Pp<.001), it was verified that “Shot Scale” (8=-.166, p<.001, VIF=1.800) and “Tone_ lightness”
(B=-.164, p<.001, VIF=1.448) were effected in that order. Analyzing the effect of “visual
components of video” on “Brand Association in the Post” showed that the regression model
was statistically significant (F=9.701, p<.001), and it was verified that “Shot Scale” (=-.144,
p<.001, VIF=1.782), “Tone_lightness” (f=-.105, p<.001, VIF=1.399), “Camera Perspective”
(B=-.083, p<.05, VIF=1.911) and “Camera Moving” (8=-.068, p<.05, VIF=1.434) were effected
in that order. In cases with “high brand awareness” (F=5.988, p<.001), it was verified that
“Shot Scale” (f=-.161, p<.001, VIF=1.800) and “Tone_lightness” (f=-.121, p<.001, VIF=1.448)
were effected in that order. The results of the multiple linear regression analysis of the effect
of “visual components of video” confirmed that there was no problem with multicollinearity

between the variables, as the VIF was less than 10.
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Figure 6 Multiple Linear Regression Effects of Visual Components of Video on User Responses to Branded Video Post

Note. This figure summarizes statistically significant effects (p{.05) of visual components of video on user responses
in branded video posts, based on multiple linear regression analyses. Dotted lines represent conditional effects
based on brand awareness. Paths with p).05 are excluded for clarity. This diagram is a visual summary integrating
multiple regression models and does not represent a structural equation model or imply simultaneous causality.
The visualization highlights the influence of “Tone,” “Camera Perspective,” and “Shot Scale” as key visual elements
consistently used in brand video communication.
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5. Discussion

The research findings confirmed a connection between the brand identity visualization
elements analyzed in the brand-case video messages and the elements perceived by
consumers as contributing to brand awareness. These findings further enabled a comparison
of the elements influencing brand identity visualization according to the message strategy.
Brand awareness in video posts indicated that a multifaceted approach to brand identity
visualization was essential to conveying the overall atmosphere of the message, rather
than merely repeating standardized visual elements. Accordingly, this discussion explores
practical and theoretical considerations for visualizing brand identity through refined models
and for formulating strategic approaches tailored to various media platforms.

First, effective brand identity visualization in social media video communication demands
a deliberate and platform-specific approach. Repeated exposure to symbolic elements is no
longer sufficient to foster brand awareness. In fact, excessive reliance on such visual cues
may provoke user fatigue or even aversion. Thus, there is a growing need for integrated visual
strategies that convey the overall brand atmosphere in a nuanced and emotionally resonant
manner. Rather than defaulting to standardized symbolic repetition, video-based brand
communication must strategically align visual elements with the distinctive affordances and
interaction dynamics of each platform. Meaningful brand awareness in video media requires
a refined and adaptive conceptualization of brand identity—one that reflects the fluid and
evolving nature of digital communication environments. Empirical findings from this study
revealed that frequent exposure to certain brand identity elements—particularly “Color” and
“Name_product”—had a negative effect on brand awareness. Notably, while “Color” served
as a strong symbolic representation of brand identity, it exerted the most significant negative
impact. Conversely, the “Tone” of the visual components of video positively influenced brand
awareness, suggesting that atmosphere-driven expressions capable of eliciting emotional
engagement were more effective than the mere recognition of symbolic elements. This result
challenges traditional views in brand identity research, which emphasize the foundational
role of symbolic components in shaping brand awareness (Aaker & Bruzzone, 1985).
Furthermore, the findings identified shifts in the influence of visual elements depending
on the message strategy applied. This aligns with Tafesse and Wien’s (2018) research, which
highlights that social media branding strategies encompass not only the content of the
message but also the mechanisms of information processing and their communicative effects.
Taken together, these insights suggest that a contemporary understanding of brand identity
visualization must anticipate changes in visual expression across platforms and media—
and expand the scope of communication design to meet the demands of a dynamic digital
environment.

Second, leveraging the interactions among elements within brand identity visualization
proved to be an effective approach for enhancing brand awareness. In terms of brand identity,

» «

“Name_brand” was most influenced by “Logo,” “Name_product” was most influenced by
“Name_brand,” and “Name_brand” had the largest effect on “Color.” “Logo” and “Product”
elements mutually influenced one another. ‘“These findings confirm the roles of “Logo” and
“Color” as visual elements symbolizing the brand. This supports the phenomenon where

“Name_brand” guarantees “Product,” and the brand was visualized from “Product” to “Logo.”
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Furthermore, examining “Logo,” which negatively affects brand awareness on social media,
within the interaction among brand identity elements revealed that the influence of “Logo”
became significant when presented in conjunction with the “Product,” and that it exerted a
positive influence on “Name_brand.” Since frequently exposing “Logo” in video negatively
affected brand awareness, it can be inferred that minimal expression of “Logo,” in connection
with the “Product” or “Name_brand,” is more effective. In terms of the visual components
of video, “Shot Scale” was identified as the element that most strongly influenced “Camera
Perspective” and “Visualization Process.” This suggests that “Shot Scale,” which constitutes
the video’s aesthetics, influenced the user’s perspective and the process of explaining the
theme. “Depth” most influences “Camera Moving,” and “Subjective Speed” most influences
“Tone.” These findings indicated that “Depth” was expressed through “Camera Moving,”
which effectively contributed to creating the overall mood by linking “Tone” with “Subjective
Speed.” In addition, “Shot Scale” and “Depth” demonstrated a reciprocal influence. These
confirmed the connectivity among elements within the video’s “Space”, and showed that it
verified the influence between “Space” and “Movement,” “Light and Color.”

Third, brand identity visualization in video messages should be strategically adapted to the
user’s level of brand awareness. Developing tailored visual strategies that correspond to
varying levels of brand familiarity is essential for maximizing communicative effectiveness
and reinforcing brand awareness.The study findings indicate that, for users with high brand
awareness, minimizing the use of “Logo” and frequently exposing the “Name_ product,” or
utilizing “Tone” and “Shot Scale,” serve as effective strategies. As illustrated in Figure 5,
users with high brand awareness were able to recognize the brand solely through exposure
to “Name_product.” This finding aligned with Figure 1, which showed that “Name_brand”
had the most effect on “Name-product.” Furthermore, Figure 6 demonstrated that for users
with high brand awareness, the effective use of “Tone” and “Shot Scale” was particularly
important. When interpreted alongside Figure 3, it became evident that “Tone” influenced
“Depth,” “Camera Moving,” “Subjective Speed,” whereas “Shot Scale” affected “Depth,”
“Camera Moving,” “Camera Perspective,” and “Visualization Process.” Together, these
elements contributed to the overall visual components of video. These findings reinforce
the importance of applying brand identity visualization in alignment with users’ brand
awareness levels. This means that it is necessary to reflect on the phenomenon of video
media activated by the expansion of digital technology. These conclusions are consistent with
prior research by Youn et al. (2024), which demonstrated that brand experiences delivered
through storytelling were more effective for users engaged in brand communities using video
content, compared to those relying on explicit brand representations. In this context, a more
expansive visual strategy is required-one that moves beyond the mere repetition of symbolic
brand elements such as the “Name,” “Logo,” “Color,” and “Product.”

Finally, based on the findings and limitations of the study, the following directions for future
research were proposed. This study discussed brand identity visualization across multiple
brands through an experiment using video posts on social media. The results demonstrated
significant differences across all variables depending on the brand. Future studies could
enhance contributions to brand communication by segmenting the results according to
specific products or services. For instance, differences in the industrial nature of the product
or service, differences in pricing strategy within the same product category, or cultural and

generational differences among users could be explored. Alternatively, future research could
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investigate additional factors influencing user experience in video communication. The study
primarily focused on visual, which Block (2020) identified as the most influential among the
three modes of video communication. Subsequent research could further develop the field
of social media video communication by incorporating multisensory effects. For example,
an integrated audiovisual representation of a brand might offer richer narratives and deeper

emotional engagement for users.

6. Conclusion

This study emphasized the importance of platform and media characteristics in shaping
brand identity visualization strategies to enhance brand awareness. Within social media
brand communities, the contextual interpretation of users’ brand awareness and message
strategies may either inhibit or promote specific expressions of brand identity on these
platforms. In digital environments, the personalized and dynamic nature of brand-user
interactions requires that video communication incorporate both the unique affordances of
the medium and the symbolic dimensions of brand identity. The empirical results confirmed

”

that brand identity visualization elements—such as “Color,” “Name_ product,” and “Tone”—
had varying effects on brand awareness depending on the message strategy and the user’s
brand familiarity. Although statistically significant effects were observed across multiple
variables, the practical significance of these effects may be limited. Therefore, the findings
should be interpreted with caution, particularly when generalizing to broader brand or
platform contexts. To this end, the study adopted a mixed-methods approach that translated
qualitative observations into quantitative verification, thereby offering both theoretical
contributions and practical implications for branding in video-based communication. Future
research could further expand this area by segmenting findings by product category, pricing
strategy, or user demographics such as cultural and generational characteristics. Moreover,
exploring multisensory branding—including sound, motion graphics, and interactivity—may
offer richer storytelling possibilities and foster deeper emotional engagement. Ultimately,
this study provides insight into how refined and adaptive brand identity models can be
strategically implemented across diverse social media and video communication platforms,

supporting the development of immersive and resonant brand experiences.
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