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The rise of Gen Z as a dominant consumer segment and the rapid expansion of 

e-commerce have prompted luxury brands to adopt innovative storytelling 

strategies to engage and retain this digitally savvy audience. This study 

explores the impact of luxury brand stories on online repurchase intentions 

among Gen Z consumers in China, emphasizing the role of narratives in 

shaping emotional connections, trust, and loyalty.  Using a qualitative research 

approach, this study conducted in-depth interviews with Gen Z consumers who 

have previously purchased luxury brands online. The findings reveal that 

authentic and emotionally engaging brand stories significantly influence 

repurchase intentions by fostering a sense of trust and alignment with personal 

values. Narratives that highlight sustainability, inclusivity, and cultural 

relevance were found to resonate strongly with Chinese Gen Z consumers, who 

prioritize both ethical considerations and social identity in their purchasing 

decisions. This research contributes to the literature by offering nuanced 

insights into how luxury brand storytelling drives consumer loyalty in the 

digital age, particularly within the unique socio-cultural context of China. The 

study provides practical recommendations for luxury brands seeking to refine 

their storytelling strategies to cultivate lasting relationships with Gen Z 

consumers and enhance their competitive positioning in the online market. 
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Introduction 

The rise of e-commerce has revolutionized the luxury industry, providing unprecedented 

opportunities for brands to connect with consumers in the digital sphere. Among these 

consumers, Generation Z (Gen Z)—comprising individuals born between the mid-1990s and 

early 2010s—represents a dynamic and influential market segment. With a global population 

estimated at over 2 billion, Gen Z is characterized by its digital nativity, social consciousness, 

and distinct consumption behaviors (Vardeman, 2024). This generation’s affinity for online 

platforms and preference for personalized experiences make it a pivotal demographic for 

luxury brands. 

 

One of the most effective strategies luxury brands employ to establish emotional connections 

with consumers is storytelling. Brand stories, defined as narrative frameworks that convey a 

brand’s heritage, identity, and values, play a critical role in shaping consumer perceptions and 

fostering brand loyalty (Kim, 2019). In the luxury sector, storytelling serves as a means of 

reinforcing exclusivity, authenticity, and aspirational appeal, aligning with the symbolic value 

consumers often associate with luxury products (Merlo et al., 2024). Previous research 

highlights that emotionally resonant narratives can influence purchase intentions by 

strengthening consumer-brand relationships (Huang et al., 2022). However, the role of brand 

stories in driving online repurchase intentions among Gen Z remains underexplored. 

 

Online repurchase intentions are a key indicator of customer loyalty in the digital marketplace. 

Unlike first-time purchases, which may be influenced by promotions or novelty, repeat 

purchases often signal deeper trust and engagement with the brand (Mandagi & Sondakh, 

2022). For Gen Z consumers, whose purchasing decisions are influenced by values such as 

transparency, inclusivity, and sustainability, luxury brands must craft narratives that resonate 

on both emotional and ideological levels (Ganassali & Matysiewicz, 2021). This generation’s 

preference for meaningful, authentic, and purpose-driven brand interactions underscores the 

importance of leveraging storytelling as a strategic tool. 

 

This study aims to investigate the impact of luxury brand stories on the online repurchase 

intentions of Gen Z consumers. Specifically, it examines how the dimensions of brand story 

shape consumer attitudes and behaviors in the digital context. Grounded in established 

theoretical framework, which is the narrative communication theory (Ganassali & 

Matysiewicz, 2021), this research seeks to elucidate the mechanisms through which brand 

stories influence online repurchase intention. 

 

By addressing the intersection of brand story and Gen Z consumption behavior, this study 

contributes to the growing body of literature on luxury branding in the digital age. Furthermore, 

it offers practical insights for luxury brand managers and marketers striving to cultivate long-

term relationships with a generation that values both tradition and innovation. 

 

Literature Review  

There are five points will be discussed in LR, which are luxury brand, brand story and online 

repurchase intention.   

 

Luxury Brand  

Luxury brands have long been associated with exclusivity, high quality, and symbolic value. 

Defined as products or services that provide more than functional utility, luxury brands offer 

consumers an experiential value that reflects prestige, status, and self-expression 
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(Jebarajakirthy & Das, 2021). According to previous research, luxury brands are characterized 

by six key attributes: craftsmanship, exclusivity, heritage, premium pricing, iconic design, and 

a strong brand identity (Creevey et al., 2022). These attributes create a unique value proposition 

that distinguishes luxury brands from non-luxury counterparts and fosters emotional 

attachment among consumers (Atkinson & Kang, 2022). 

 

In the context of luxury branding, emotional and symbolic dimensions are pivotal. Unlike 

utilitarian brands, luxury brands rely heavily on their ability to evoke emotional responses and 

create aspirational lifestyles. This emotional connection often stems from the perceived rarity 

and superior quality of luxury products, as well as their ability to serve as a marker of social 

distinction (Kumagai & Nagasawa, 2022). Research indicates that consumers perceive luxury 

brands as a means to enhance self-image and convey social status, particularly in emerging 

markets like China, where luxury consumption is deeply intertwined with cultural and social 

norms (Khan et al., 2022). 

 

The proliferation of e-commerce has transformed the way luxury brands interact with 

consumers, presenting both opportunities and challenges. Digital platforms have become 

critical for luxury brands to maintain their relevance and appeal, particularly among younger 

generations. Studies show that luxury consumers now expect a seamless omnichannel 

experience that combines traditional brand values with modern digital convenience (Bao et al., 

2024). However, the digitalization of luxury retailing has raised concerns about maintaining 

exclusivity and brand integrity in an environment characterized by mass accessibility (Banister 

et al., 2020).  

 

China has emerged as a global leader in luxury consumption, accounting for a significant share 

of the market. This trend is driven in part by the rising purchasing power of younger 

generations, particularly Gen Z. Known for their digital fluency and affinity for online 

shopping, Chinese Gen Z consumers have become a key demographic for luxury brands 

seeking to expand their presence in the e-commerce space(Jain et al., 2023). However, 

engaging this cohort requires brands to balance tradition and innovation, ensuring that digital 

strategies align with the aspirational values central to luxury branding (Manfreda et al., 2023). 

 

Brand Story 

Brand stories are a fundamental element of modern marketing, defined as narrative frameworks 

used to communicate a brand’s identity, values, and heritage (Kaczorowska et al., 2024). 

Unlike conventional marketing messages, which focus on promoting product attributes, brand 

stories aim to evoke emotional engagement and foster a deeper connection with consumers. 

They provide a cohesive narrative that not only enhances brand recall but also humanizes the 

brand, making it relatable and memorable (Hong et al., 2022). 

 

The digitalization of luxury branding has significantly transformed how brand stories are 

communicated and consumed. Digital platforms, such as social media and brand websites, offer 

unique opportunities for storytelling through immersive and interactive formats, including 

videos, live events, and user-generated content (Woodside & Fine, 2019). Studies indicate that 

digital storytelling enhances consumer engagement by making luxury brands more accessible 

and relatable, particularly to younger generations like Gen Z (Dessart & Pitardi, 2019). Gen Z 

consumers, who are digital natives, demand authenticity and purpose in brand narratives. 

Luxury brands are increasingly integrating themes of sustainability, inclusivity, and innovation 

into their storytelling to align with the values of this generation (Dhote & Kumar, 2019). For 
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example, campaigns that highlight sustainable sourcing or charitable initiatives not only 

enhance the brand’s image but also foster a sense of shared purpose with consumers (Bendell 

& Kristal, 2023). 

 

Online Repurchase Intention 

Online repurchase intention refers to a consumer’s willingness to make repeat purchases from 

an online retailer or brand. This concept has become a critical focus of e-commerce research, 

as retaining existing customers is more cost-effective than acquiring new ones (Phan Tan, 

2023). Online repurchase intention is influenced by various factors, including customer 

satisfaction, trust, perceived value, and the overall quality of the online shopping experience 

(Sun et al., 2022). 

 

Studies have identified trust as a cornerstone of online repurchase behavior. Trust mitigates the 

inherent risks of online transactions, fostering confidence in the brand or retailer. Research 

highlights that when consumers perceive a brand as trustworthy, they are more likely to engage 

in repeat purchases, even in a highly competitive online marketplace (Hasan & Pattikawa, 

2022). Satisfaction, derived from positive prior experiences, also plays a pivotal role in driving 

online repurchase intentions. Satisfied customers are more likely to develop loyalty and exhibit 

lower price sensitivity, further enhancing their likelihood of returning to the same brand (Anshu 

et al., 2022). 

 

Research Methodology 

This study aims to deeply analyse the impact of luxury brand stories on the online repurchase 

intentions of Gen Z consumers in China. Gen Z, having grown up in a digital era, exhibits 

distinctive and complex consumption behaviors shaped by multicultural influences and the 

internet. Compared to quantitative research, the interview method enables researchers to delve 

into Gen Z's perceptions, understanding, and emotional responses to luxury brand stories. This 

approach uncovers the deeper motivations and thoughts underlying their behaviors, providing 

rich and detailed firsthand data, which is crucial for uncovering the underlying mechanisms of 

the research problem. 

 

The target participants were Chinese Gen Z consumers aged 18–25 who had purchased luxury 

goods online at least once in the past year. This criterion ensures that the participants have 

direct experience with online luxury shopping and can provide valuable insights based on their 

real-life experiences. A combination of purposive sampling and snowball sampling was 

employed. Initially, potential participants meeting the sampling criteria were identified through 

social media platforms (e.g., Weibo, Xiaohongshu) and luxury brand-related forums. These 

individuals formed the initial sample and were interviewed. Subsequently, recommendations 

from the initial participants were used to expand the sample, ensuring a more diverse and 

representative group. Ultimately, 30 participants were selected for the interviews. A semi-

structured interview guide was meticulously developed based on an extensive review of 

domestic and international literature and in-depth discussions with experts in luxury brand 

marketing. The guide covered topics such as Gen Z's sources of awareness about luxury brand 

stories, memorable brand story content, the role of brand stories in shaping brand image, the 

influence of brand stories on online luxury purchases, and their impact on repurchase 

intentions. The open-ended nature of the questions encouraged participants to freely express 

their views. The interviews were conducted via online video conferencing and facilitated by 

professionally trained interviewers. Before each session, participants were given a detailed 

explanation of the research objectives, process, and confidentiality principles to ensure their 
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full understanding and voluntary participation. Each interview lasted 60–90 minutes, was 

audio-recorded with consent, and transcribed within 24 hours to ensure the accuracy and 

completeness of the data.  

  

Results 

This chapter presents the findings derived from the thematic analysis of interviews conducted 

with Gen Z consumers in China. The analysis reveals several key themes that illustrate the 

influence of luxury brand stories on online repurchase intentions. These themes include 

authenticity and trust, emotional engagement, cultural relevance, and digital storytelling 

impact. 

 

Authenticity and Trust 

Luxury brand stories build trust through authenticity. Participants consistently emphasized the 

importance of authenticity in brand narratives. Stories that showcased the brand's history, 

craftsmanship, and values were perceived as more credible and trustworthy. For example, 

Participant A stated: "When a brand shares its history, like how it started and grew, I feel 

connected and trust the quality more." 

 

Authentic narratives were found to enhance consumers’ confidence in the brand, reducing 

perceived risks associated with online shopping. Trust, in turn, was a significant factor 

influencing their decision to repurchase. 

 

Emotional Engagement 

Brand stories evoke emotional connections that drive loyalty. Emotional engagement emerged 

as a powerful driver of repurchase intentions. Participants described how compelling stories 

made them feel valued and inspired, creating a sense of attachment to the brand. Participant B 

noted: "I remember a campaign where they shared stories about their artisans—it made me feel 

proud to own something so unique." 

 

The findings suggest that emotional resonance fosters a deeper relationship with the brand, 

encouraging repeat purchases despite premium pricing. 

 

Cultural Relevance 

Narratives that align with Chinese cultural values resonate deeply with Gen Z consumers. 

Participants highlighted the appeal of brand stories that reflect traditional Chinese elements or 

celebrate cultural heritage. For instance, Participant C shared: "I loved how the brand 

incorporated Chinese motifs in their designs and explained the meaning behind them—it made 

me feel connected to my roots." 

 

Furthermore, participants valued stories that aligned with contemporary values such as 

sustainability and inclusivity, indicating that culturally relevant and socially conscious 

narratives enhance consumer loyalty. 

 

Digital Storytelling Impact 

The medium of storytelling significantly influences consumer engagement. Participants 

emphasized the importance of how luxury brand stories are delivered. Gen Z consumers, being 

digital natives, preferred interactive and visually engaging formats such as short videos, social 

media posts, and live streams. Participant D explained: "When I see a story unfold in a video 
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or live stream, it feels more real and exciting—it makes me want to engage with the brand 

more." 

 

Digital platforms were found to be critical in amplifying the reach and impact of luxury brand 

stories, making them accessible and relatable to younger audiences. 

 

Integration of Themes and Repurchase Intentions 

The interplay of authenticity, emotional engagement, cultural relevance, and digital storytelling 

creates a holistic impact on online repurchase intentions. Participants indicated that when brand 

stories embody these elements, they are more likely to feel loyal to the brand and repurchase 

online. Participant E summarized this sentiment: "A brand story that feels genuine and 

meaningful stays in my mind. It makes me want to support the brand again, especially if the 

story aligns with my values." 
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