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Abstract. This study explores the influence of emotional storytelling in unboxing
videos produced by fashion microinfluencers on TikTok and its role in generating
brand awareness among young female consumers aged 18 to 25. Using a quali-
tative, phenomenological-hermeneutic design, data were collected through semi-
structured interviews and content analysis of selected TikTok videos. The find-
ings reveal that emotional narratives not only enhance the appeal of the unboxing
experience but also strengthen the viewer’s connection with both the influencer
and the brand. Participants reported greater recall and engagement when videos
incorporated authentic stories and emotional cues. Additionally, influencer cred-
ibility and presentation style were found to influence brand perception signifi-
cantly. These insights contribute to the growing body of research on digital mar-
keting strategies and highlight the value of combining storytelling and influencer
marketing to increase brand awareness among digitally native audiences.
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1 Introduction

The exponential growth of digital communication has reshaped how brands interact
with consumers, especially through social media platforms. Among these, TikTok has
emerged as a dominant space, particularly appealing to younger audiences through its
short, engaging video content [1]. In this context, new promotional formats have
emerged—chief among them, unboxing videos and storytelling-based influencer con-
tent—which seek to emotionally engage users and enhance brand recall.

This study explores the interplay between storytelling and unboxing videos created
by fashion microinfluencers on TikTok and their influence on brand awareness among
university women aged 18 to 25 in Lima, Peru. We focus on the emotional connection
fostered by narrative elements embedded within these videos, considering the potential
of this strategy to improve brand recognition and audience engagement. While previous
research has explored the commercial dimensions of unboxing and the persuasive
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power of influencer marketing [2][3], few studies have examined their combined im-
pact within the same narrative framework.

We therefore pose the following research question: How does the use of storytelling
in fashion unboxing videos by microinfluencers on TikTok influence brand awareness
among young female consumers? The findings seek to offer insights for digital com-
munication strategies, particularly those targeting niche audiences via emotionally res-
onant content.

2 Theoretical Framework

2.1 Emotional Bonds through Storytelling

Effective communication often hinges on the emotional connection established be-
tween brand and audience. Storytelling leverages this dynamic by crafting narratives
that resonate with users' personal experiences, aspirations, or values [4][5]. Rooted in
disciplines such as communication, psychology, and education, storytelling enhances
engagement by evoking empathy, facilitating identification, and sustaining attention
[6].

Historically, storytelling has long been a marketing tool—even predating the for-
malization of advertising as a discipline [7]. In digital environments, stories serve not
only to transmit information but also to structure experiences around products and ser-
vices, making them more memorable and emotionally charged. According to Kang et
al. [8], the narrative structure enhances emotional appeal and increases message reten-
tion, particularly when audiences perceive a story as authentic and relatable.

2.2 Unboxing as an Experiential Practice

Originally a private ritual associated with gift-giving, unboxing has evolved into a pub-
lic, media-driven performance. Its presence on platforms like Tik Tok transforms prod-
uct reveal into a moment of personal expression and communal interaction [9]. More
than a functional review, unboxing is increasingly characterized by emotional and sen-
sory storytelling, where the product becomes embedded in a broader experiential nar-
rative [10].

According to Vaudrey [11], the unboxing experience encompasses three dimensions:
the object (the product itself), the doing (the performative act of unboxing), and the
meaning (emotional value and symbolic interpretation). This study primarily focuses
on the third dimension, where unboxing becomes a storytelling vehicle to generate de-
sire, stimulate emotional responses, and foster brand recall. As Kim [12] notes, the pre-
senter—or unboxer—plays a crucial role in mediating the affective connection between
product and viewer.
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3 Methodology

3.1  Research Design

This study employed a qualitative methodology with a phenomenological-hermeneutic
design to explore how storytelling in unboxing videos by fashion microinfluencers in-
fluences brand awareness among young female audiences. Phenomenology enables a
rich, descriptive understanding of participants' subjective experiences, while hermeneu-
tics adds interpretive depth by considering the meaning behind such experiences [1][2].

The study’s focus on perceptions, emotional responses, and social interactions made
this approach appropriate, allowing the researcher to actively engage with the partici-
pants and derive insights from their lived experiences.

3.2  Sampling and Participants

A purposive sampling strategy was used to select 20 female university students aged
18-25 from Lima, Peru. Inclusion criteria were: (i) active consumption of TikTok un-
boxing content by fashion microinfluencers, (ii) no formal education in marketing or
advertising, and (iii) regular social media engagement.

Snowball sampling was also applied, allowing participants to recommend others
who met the study criteria. This strategy ensured relevance and credibility while main-
taining the study’s focus on a niche demographic aligned with the research objective

[3][4].

33 Data Collection and Instruments

Two qualitative techniques were employed: in-depth interviews and content analysis.
The former involved semi-structured interviews with open-ended questions designed
to explore participants’ experiences, perceptions, and emotional engagement with un-
boxing videos. The interviews were conducted individually via videoconference, rec-
orded with prior consent, and later transcribed for analysis.

To support the interview process, a semi-structured guide was developed based on
four thematic axes: unboxing experiences, brand awareness, perception of microinflu-
encers, and final reflections. This guide is presented in Table 1.

Additionally, ten unboxing videos from Peruvian fashion microinfluencers were an-
alyzed. These influencers collaborated with emerging local brands. The selected influ-
encers and associated brands are detailed in Table 2. Additionally, a subset of five vid-
eos was selected from this sample to be used as stimuli during the interviews. These
videos were chosen to reflect diverse narrative styles, emotional tones, and product
categories, thereby enriching participant responses. The details of these videos are pre-
sented in Table 3.

Table 1. Interview guide: themes and sample questions.

Theme Semi-structured Questions
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Unboxing & Story-
telling Experiences

Have you watched unboxing videos by mi-
croinfluencers on TikTok? What do you find
appealing about them?

In your opinion, what storytelling elements
make an unboxing video attractive or memo-
rable?

Have you experienced an emotional connec-
tion with a product or brand through the nar-
rative used in unboxing videos? Please de-
scribe

Brand Awareness
Influence

Do you think unboxing videos significantly
affect your perception of a brand?

After watching these videos, has any brand
captured your attention or changed your per-
ception?

Have you ever made a purchase based on a
microinfluencer’s unboxing video? Tell us
about it.

Have you discovered any new brands through
TikTok unboxing? What caught your atten-
tion?

Perception of Mi-
croinfluencers

How do you evaluate the credibility of mi-
croinfluencers when recommending products
in unboxing videos?

What is their impact on brand perception
among their audiences, particularly on Tik-
Tok?

Can you name any microinfluencers you fol-
low on TikTok?

Suggestions and Fi-
nal Comments

What suggestions would you give to brands
wanting to use unboxing and storytelling on
TikTok to build brand awareness?

Have you noticed any emerging trends or
shifts in TikTok unboxing content?

Is there anything else you’d like to add about
your experience with storytelling and unbox-
ing on TikTok?

Source: Author’s elaboration.

363



364 E. Benavides and F. Arbaiza

Table 2. Microinfluencers and brands included in content analysis.

Microinfluencer Brand(s) Description
Minimalist fashion,

Cynthya Alexandra  Sorelle Clothings season-specific
dresses

. . Basi 1 at af-

Samira Nieto Comfit asie appafe aa
fordable prices

Ximi Hi Babe Oversized and street-

wear-style fashion

Camila Valencia

Vanitte, Evanic, DueFace

Versatile fashion for
everyday occasions

Dokita

Equi, Introspectiva, Glonis, Back to Me,
Mada, Zarella

Minimalist fashion,
season-specific
dresses

Source: Author’s elaboration.

Table 3. Sample TikTok Unboxing Videos Used as Stimuli During Interviews

Microinfluencer Brand(s) Title of the Video Duration  Link
Seasonal dress unbox- 00:38 https://bit.ly/4k
Cynthya Alexandra  Sorelle Clothings ing + personal story a92qn
Basic outfit for uni- 00:53 https://bit.ly/4k
Samira Nieto Comfit versity + childhood STrfM
memories
Oversized fashion for  00:44 https://bit.ly/3
Ximi Hi Babe cloudy days + emo- GIINU2
tional reflection
. . Vanitte, Evanic, Ever}./day look + 00:35 https://bit.ly/40
Camila Valencia emotionally framed jSbdk
DueFace . .
morning routine
Equi, Introspectiva, Sustainable item + 00:51 https://bit.ly/4k
Dokita Glonis, Back to Me, message of self-ac- 3CgqE

Mada, Zarella

ceptance

Source: Author’s elaboration.

Ethical considerations were observed throughout the research. Participation was vol-
untary, anonymity was guaranteed, and all respondents provided informed consent after
being briefed about the study’s objective.



Emotional Storytelling in Fashion Unboxing: Microinfluencers on ... 365
4 Results

The analysis revealed three main themes: emotional narrative, specificity and memora-
bility, and positive interaction. These categories encapsulate the participants’ percep-
tions of how storytelling in unboxing videos influences brand awareness.

4.1 Emotional Narrative

Participants described experiencing emotional responses when watching unboxing vid-
eos that incorporated storytelling. These feelings were often linked to a sense of con-
nection with the influencer or emotional resonance with the product presentation.

One participant shared: “I once watched an unboxing and felt an immediate connec-
tion; I ended up buying the product. It felt comforting—I felt I had made a good deci-
sion because of the emotional connection” (E09, P05). Another reflected: “I’ve con-
nected emotionally during some unboxing videos, but mostly when the product presen-
tation is meaningful—it really depends on how it’s delivered” (E04, P05).

These insights support the idea that emotional storytelling plays a central role in
fostering product attachment and brand recall.

4.2  Specificity and Memorability

Respondents emphasized the importance of well-structured and clear narratives. Stories
with specific, relevant content made videos more appealing and memorable.

One participant noted: “The story has to catch you from the beginning—the speech
needs to be relevant and not redundant” (E13, P05). Another added: “Using personal
stories and actual demonstrations makes the message believable and easier to trust”
(EO8, PO5).

This suggests that authenticity and narrative structure are key to effective brand mes-
saging.

4.3 Positive Interaction

Engagement metrics (likes, comments, saves) and participant feedback indicated that
certain videos elicited higher viewer interest. Those with enthusiastic, authentic story-
telling stood out.

A participant commented: “I liked the first and last videos the most. They were short
and informative” (E02, PO7). Another shared: “The EQUI video caught my attention
mostly because of the influencer’s presentation—it felt genuine” (E09, P07).

By contrast, less engaging content received lower interaction, confirming that story-
telling quality is a decisive factor in user engagement and brand impression.
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5 Discussion

This study examined how storytelling, when embedded in unboxing videos created by
fashion microinfluencers on TikTok, contributes to brand awareness among young fe-
male university students. Through a qualitative, phenomenological-hermeneutic ap-
proach, the results revealed that the emotional framing of product presentations en-
hances not only the perceived authenticity of influencers but also the cognitive and
affective connection between the viewer and the brand.

The category of emotional narrative supports earlier findings on emotional market-
ing, highlighting that affect-laden storytelling increases message retention and fosters
user-brand attachment [1,2]. Participants frequently described feeling emotionally en-
gaged when stories mirrored personal aspirations or conveyed enthusiasm (e.g., E09,
P05). This aligns with the concept that storytelling operates as an empathy trigger, driv-
ing deeper engagement with branded content [3].

In the theme of specificity and memorability, participants valued concise narratives
and personal anecdotes that offered contextual relevance (e.g., EO8, POS). This supports
the view that storytelling increases the processing fluency of brand-related messages
and enhances memorability, especially in cluttered digital environments [4]. Poorly
constructed or generic narratives, by contrast, failed to generate lasting impressions,
affirming that narrative structure plays a central role in brand communication effective-
ness.

The third theme, positive interaction, reflected the measurable impact of high-quality
storytelling on digital engagement. Participants favored videos that balanced emotional
tone with brevity and relatability (e.g., E02, PO7), while dismissing those that lacked
narrative coherence or audiovisual clarity. These findings confirm that successful brand
communication on TikTok hinges on a combination of visual appeal, emotional reso-
nance, and authentic delivery, especially when performed by relatable microinfluencers
[5].

Nonetheless, some participants expressed difficulty connecting with certain videos,
either due to a lack of emotional content or overly product-centered messaging. This
distinction echoes the typology proposed by Kim [13], which differentiates between
object-focused and meaning-focused unboxing. Such variance also highlights that
brand recall is not guaranteed unless emotional and narrative components are effec-
tively integrated.

While this study contributes valuable insight, it is not without limitations. First, the
sample was restricted to 20 female university students in Lima, potentially limiting the
generalizability of findings. Future research could expand to include male participants,
a broader age range, or other influencer demographics. Additionally, analyzing male
content creators or comparing different product categories could yield further under-
standing of storytelling’s persuasive scope.

Finally, it may be valuable to explore the long-term effects of storytelling-driven
unboxing on brand loyalty and consumer behavior. Mixed-method approaches combin-
ing interviews with behavioral metrics (e.g., click-through rates, purchase conversion)
would further validate and extend the current findings.
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6 Conclusions

This research explored the influence of emotional storytelling embedded within unbox-
ing videos on brand awareness among young female TikTok users. The findings indi-
cate that narratives with emotional appeal—particularly those delivered by relatable
microinfluencers—enhance engagement, foster emotional connection, and contribute
to greater brand recall.

Three main insights emerged:

i.  Emotional storytelling facilitates viewer-brand bonding when it evokes
shared experiences or aspirational sentiments.
ii.  Narrative specificity and authenticity improve message clarity and reten-
tion, increasing the likelihood of brand recognition.
iii.  Positive audience interaction is strongly associated with emotionally reso-

nant and well-structured content, confirming storytelling’s value as a digital
marketing tool.

However, the strength of these outcomes varies depending on the quality and tone
ofthe narrative, the delivery style, and the viewer’s personal context. Thus, brand man-
agers and content creators should prioritize authenticity, emotional engagement, and
narrative coherence when designing influencer-led campaigns.

In conclusion, storytelling in unboxing content represents a powerful strategy for
emerging brands to connect with niche audiences in competitive digital markets. This
study contributes to a deeper understanding of how affective narratives can shape brand
perception, offering practical guidance for content design in influencer marketing.
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