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Abstract: The last decade has seen a considerable increase in entertainment-oriented communication
techniques. Likewise, the rise of social networks has evolved, offering different formats such as
publication and stories. Hence, there has been a growing interest in knowing which strategies have
the greatest social impact to help position organizations in the mind of the consumer. This research
aims to analyze the different impact that stories and publications can have on the Instagram social
network as a tool for generating branded content. To this end, it analyses the impact of the different
Instagram stories and publications in various sectors using a methodology of structural equations
with composite constructs. The results obtained, based on 800 stories and publications in four different
companies (retailers and manufacturers), show that the reach of the story generally explains the
interaction with Instagram stories. In contrast, in the case of publications, impressions are of greater
importance in explaining the interaction with the publication. Among the main contributions of the
work, we find that traditional pull communication techniques have been losing effectiveness in front
of new formats of brand content generation that have been occupying the time in the relationship
between users and brands.

Keywords: brand-generated content; social media; Instagram stories; Instagram publications;
retailers; manufacturers

1. Introduction

Nowadays, nearly every company in the market is facing a strong competitive pressure due in part,
to the impact of new technologies, but also to the need to change the way to communicate and promote
products/services [1]. Social media has become an indispensable part of daily life, a means for creating
assertive communication between brands and consumers [2] and is becoming a larger component
of a firm’s advertising budgets [3]. Companies, in all industries, are beginning to understand the
possibilities that social media can offer and have changed their strategy towards how brands engage
with and reach out to their customers [4]. For this reason, most every organization have evolved their
approach to clients, moving from traditional one-to-many communication to a one-to-one system [5]
that allows them to reach each client in a unique way [6]. In fact, during the last five years, advertising
agencies, have found it more challenging to approach the public through conventional media [7].
Social networks have come to stay, and have become a new channel of communication for products [8].
However, they are here not only to communicate [9], but also to encourage the possibility of identifying
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and establishing regular, direct and customized interactions [10]. In this way, some social networks
such as Instagram have changed their strategy. Nowadays, they are dedicated to informing or making
companies’ products known [11], and also have become a sales channel [12]. As a result, companies
are exploring new techniques to generate content that not only inform but entertain consumers [13]
to increase engagement [14] and, in turn, improve the consumer–brand relationships [15]. Therefore,
the objective is not only that the consumer receives the message, but to stimulate the purchase intention
to the product [16].

Unfortunately, it is challenging to integrate this new paradigm in the current situation, as consumers
are facing advertising saturation [17] of traditional formats [18]. However, this also means an
opportunity for new advertising formats, especially in social media networks [1]. Accordingly,
several authors suggest that to improve the communication of the company with their potential
consumers [19] it is crucial to create an advertisement which generates content that goes beyond
passive communication [20] that traditionally have demonstrated to have a reduced impact on customer
interactions [21]. Consumers may become aware of brands through social media in different ways,
such as social media posts of friends or by brand-generated content from the firm [22] or with brand
alliances [12]. In line with this argument, some authors [23] have suggested taking into account
the general customer experience when assessing the marketing strategy in an online environment.
The brand social campaigns carried out by the companies have made it possible to encourage continuous
interaction between the consumer and the brand’s history throughout the day [24]. This situation
has improved the relationship between the consumer and the brand, and thus helps the marketing
managers in the companies to guide and persuade consumers to buy products/services [25]. As a
result, brand-generated content has been suggested as a clear strategy to overcome those limitations to
communicate the products/services of the company [26] and achieve long-lasting bonds between the
firm and the customer [27].

A clear example of brand-generated content in social media is the concept of Instagram “stories” and
“publications” that has received great acceptance from both companies and customers [28]. Instagram
stories can be considered as a modality that merges brand-generated content and entertainment [29].
For this reason, entertainment has played a fundamental role in the activity of social networks because it
allows better penetration of the content in the life of the user [30]. In contrast to traditional publications,
Instagram stories can amplify the brand message, producing “viralization” [31]. The key is that the
brand-generated content of these stories must provide engaging entertainment or information, and in
turn, offer a differential value for the recipient [32]. Some authors [23] argue that customer experience
in an online environment goes beyond cognitive (informativeness) and instead should be directed
to affective (entertainment) dimensions. We can observe how these advertising messages are being
elaborated in such a way that the consumer is the one who looks for the content; entertainment is part
of the message and brands become providers of experiences [33]. Some authors [25] have already
proposed to investigate as future lines if a message portfolio can be consistent with a single brand
strategy and what could be the impact on the interaction with it.

In summary, companies are continually looking for alternatives to attract customers to their brands
and at the same time communicate the features of the products/services. However, still there are doubts
about the usefulness of each type of format (story or publications) when sharing the message. To fill in
these gaps, this research analyzes and compare the interaction of Instagram stories and publications
based on reach and impressions for each of them. The idea is to maximize the impact in terms of social
that could have for the company. The data used in this research comes from 800 publications/stories
randomly selected from four firms (two retailers and two manufactures). The rest of the study is
organized as follows. The first part analyses the literature on brand-generated content and Instagram.
Following our theoretical model is proposed. In the third section, it is explained the methodology to
carry out the study. Next, the main results obtained are described. Finally, the last section discusses
the main limitations and future research guidelines that could be explored.
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2. Instagram Publications/Stories and Brand-Generated Content in Social Media

2.1. Instagram Publications and Stories

Since the introduction in 1997 of the first social media platform, the different platforms have
attracted millions of users, becoming an integral part of their daily routines [6]. Social media can be
defined as online applications, platforms and media which aim to facilitate interactions, collaborations
and the sharing of content [4]. Some of the most relevant social media platforms are Facebook, Twitter
and Instagram [11]. Instagram was launched in October 2010. During its first years, the app stood out
for the quality of its filters and the aesthetics of the content that was uploaded—the social network of a
beautiful range, where there was a lot of aesthetically pleasing content from territories like gastronomy
and decoration. An exciting concept has emerged, called content engineering, which aims to develop
advertising content that improves customer engagement [3]. In 2016, the stories were launched, in a
format very similar to the “Snapchat” states, adding to the platform videos and images in a vertical form
with a duration of 24 h in the network, and up to 15 s long. The era of “generalist ephemeral content”
began. In the next years, it was launched the live video under the name Instagram Live, and other new
publishing features such as galleries of up to 10 images. Finally, the most recent change on Instagram is
the launch of Instagram TV (IGTV), a video channel with a maximum of 50 min in length. Additionally,
being able to highlight stories to fix them and avoid their disappearance, the stories are beginning to
be a fascinating tool for increasing their consumption exponentially. The personalization of the stories
does not stop growing, from the beginning being able to add transparent background gifs (stickers), to
the chat button, buy button or donation, to the most original filters to create different content, a very
powerful tool for influencers and brands. The stories are used by 500 million users every day and of
those, one third of the most viewed stories are professional (business) profiles. That is why 36% of
businesses use Instagram stories to promote their products or services with an average number of
updates to Instagram stories of 2.3 stories per week. A detailed number of Instagram users by year is
described in Figure 1.
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2.2. Instagram Shopping

Social media is achieving more and more importance as a channel for gathering information about
products and services by customers to help out in their purchase decision [21]. The Instagram shop
is redefining what it means to shop online and transforming the outdated user journey from social
media to store. Although Instagram is a social networking service first, it is also an up-and-coming
e-commerce platform for big and small businesses alike. The latest innovation in shopping has provided
many companies with an opportunity to showcase their products and more easily drive higher sales
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by completing a purchase without leaving the platform (HTTPS://WWW.SOCIALBAKERS.COM).
In this case, the only thing the client has to do is to click on those contents that Instagram offers and
they are automatically directed to the company’s shop. With the new all-in-one storefront, users are
presented with products in an entirely different fashion that is both simple and easy to use. As stated
by Dabbous and Barakat [4], social media also plays an active role in influencing consumers’ purchase
decisions. According to IAB Spain (HTTPS://IABSPAIN.ES), 24% of people who buy a product in social
networks do it through the Instagram platform. Fifty-two percent of users who purchase products
online do so because they have seen positive comments on social networks. According to the data of
WWW.RETAILTOUCHPOINTS.COM, Instagram is the most influential social media platform when it
comes to shopping. According to this, Instagram has a more decisive influence than other social media
platforms such as Facebook, Twitter or Pinterest.

2.3. Brand-Generated Content in Social Media

Since the beginning of the 21st century, we can observe that, on the one hand, the forms of
advertising communication have been evolving [34], the audience is much more fragmented [18],
and the consumption of contents begins to migrate towards the digital world [35]. Social media
platforms have evolved in recent years, from online channels to promote, share and participate in
various activities, to become an increasingly important way for brands to communicate with consumers
who become potential buyers of products and services [25]. According to Dabbous and Barakat [4],
“companies have also transformed the way brand content is created, circulated, and consumed, giving
consumers infinite opportunities for accessing brand information and using this information to make
purchase decisions”. It is interesting to note that, unlike traditional sales channels, customers evaluate
products online not through physical interaction with the products, but through verbal and visual
stimuli (design elements) that are transmitted by the brand [23]. Therefore, firms have invested in
promoting their brands differently in social media such as encouraging brand-generated content of
their product/services.

Brand-generated content has been described in many different ways in the literature, such as
firm-generated content or marketer-generated content. In this research, we defined, in line with
Kumar and Pansari [14], brand-generated content as “firm-initiated marketing communication in its
official social media pages, which includes both promotional and non-promotional messages that
go beyond generating short-term sales to help strengthen the bond between customers and firms”.
Thus, the landscape of brand management has been transformed, and promotional and branding
activities must adapt to reach potential new customers [1]. In a very similar sense, Lehu [36] considers
that it is a form of promotion that aims to create an emotional connection with customers and spread
the message in a multimedia context. The objective is that the brand-generated content becomes
an entertainment piece that is perfectly aligned with the attributes of the brand [13]. However,
this concept goes beyond advertainment, covers other areas and includes other contents that are not
only part of entertainment [26]. In an era where the message conveyed by the brand is so essential,
marketers depend on their ability to design content that evokes experiences that go beyond the
simple transmission of product information [23]. It is a challenge they must face to create content that
entertains consumers and somehow resembles the experiences that could be lived in a traditional offline
environment. Some authors [22] argue that brand messages that contain ample diagnostic information
are more relevant for purchase intention than messages that rely on simplistic associations. As a result,
brand-generated content consists of the integration of a brand into an entertainment, information or
education content [37]. Accordingly, brand-generated content brings together a variety of content that
addresses primarily to entertainment but can also include other topics related to cultural aspects.

2.4. Interaction with the Brand in Social Media

During many years everyone seems to have been excited with the “interactive revolution” in
social media, but an interesting debate has arisen to define what interactivity means. The first
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conceptualizations around interactivity relied on user–machine interaction, in which the emphasis was
on human interaction with computers. However, during the last years, the approach of interactivity
from a user–message interaction perspective has gained attention [38]. Therefore, academics and
managers alike are searching for the antecedents that motivate customer interactions with the message
promoted by every brand [24]. Social media, as a communication medium, provides firms with the
ability to communicate their products to the market and interact with the firm [10]. Some works in this
field suggest that organizations initiatives should be directed to facilitate firm–customer interactions to
foster emotional or psychological bonds between customers and firms [39]. To get the brand message
to generate an interaction with the customer, it is crucial to take care of both the volume and the content
of the messages that are published in social media platforms. According to this, it is essential to note
that the message content of a publication frequently differs to the one included in a story that benefits
from the use of video, audio, and pictures simultaneously [21]. Social media has stimulated new ways
of interacting, defining new forms of communication, decision making and even shopping [21]. In fact,
with appropriate customer engagement initiatives with the brand content, firms can influence the
customers and, in turn, lead to increase firm sales [39]. During the last years, many studies have shown
that advertising in social media can have an impact on customer behavior [8]. To achieve these goals,
a firm will have to provide through the social media platform engaging content to inform, entertain
and inspire, resulting in user advocates [10]. In the end, this content is the instrument that stimulates
interactions, and therefore brands must publish exciting content to attract customers [21].

3. Material and Methods

3.1. Research Questions and Theoretical Model

Nowadays, individuals spend more time on Instagram than in any other social network platform [1].
As we have described in the previous sections, there is significant evidence that makes us think that the
brand-generated content created by the stories and publications can have a meaningful impact on the
interactions that are generated with the brand. Therefore, companies are aware of this situation and
are redirecting their efforts to create more attractive messages to consumers. Firms often disseminate
information such as new product launches through videos, images, and positive stories about their
brands on social media [22]. Targeted marketing campaigns on Instagram can use different tools
to get the customer to interact with the brand. While one company can emphasize its strategy in
increasing the reach of its stories or publications, others can go further in highlighting the content
in the impressions achieved by their stories or publications. Thus, when it comes to social media,
these brands seem to be using a variety of message strategies. Therefore, the are two main questions
that need to be answered: (1) What is the impact of story/publication reach in the interaction with
the brand? (2) What is the impact of story/publication impressions in the interaction with the brand?
Based on this, in Figure 2 we propose the following model to be tested:
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3.2. Data Collection

The data in this work draw from a company in charge of managing the social networks of
organizations in different sectors. Therefore, the research is based on objective data and not subjective
assessments by users. To define the population under study, the researchers contacted a company
in charge of managing the social networks of different companies. This company is one of the most
well-known in his area with more than ten years of experience in the world of digital marketing and
communication in Spain. The company works with various types of services in the field of online
marketing, but mainly in the area of social networks and community manager for brands. In these
ten years of experience, in addition to working with different types of customers, the company has
evolved with constant training in social media and professional management tools. This acquired
knowledge has allowed to carry out campaigns in an optimal way for customers and also innovate
in the use of online tools. The company has received several awards in its sector and nowadays has
six senior and two junior employees, but is in a constant progression and growth in both the number
of clients and the company’s turnover. It is essential to highlight that it has an average of 25 clients,
both manufacturers and retailers, throughout the year. Among these projects, the management of the
social networks of companies stands out, but also the realization of online events and development
of web pages. The CEO collaborates actively in different mass media channels and is a reference
in the sector of communication and online marketing in Spain, having been invited to significant
conferences on social network management in different cities. Additionally, the CEO collaborates
actively in training courses such as Google Activate, or webinars provided by Godaddy.

For eight weeks, interviews were conducted regularly with the CEO of the company and several
questions raised about the most relevant factors of each company to select those that best fit the
objective of the work. The results of these interviews were compared and contrasted with business
reports and visits to the social networks of these companies as well as their respective websites.
The objective was to select manufacturers and retailers’ organizations that actively used social networks
not only to publicize their products but also to encourage purchase through them. In the first step,
four companies were selected, two related to retail distribution and two other companies related to the
manufacture of products for the final consumer. The objective was to eliminate the bias that could be
generated by delimiting the study in a single type of company. Once the companies were selected,
the researchers analyzed from a qualitative point of view the peculiarities of each company, as well as
the messages that conveyed the brand. In a second step, the team of researchers collected the data from
the publications and stories of these companies during the year 2019. Thus, a total of 100 publications
and 100 stories were randomly selected for each of the companies. The different publications and
stories were randomly chosen to avoid bias. Still, a series of quotas were established so that these
publications and stories would be evenly distributed throughout the year to prevent seasonal influence
on the study results. For each of the observations, the research team distinguished whether it was
based on a story or a publication and the extent to which there had been interaction with the content
of each of them. This procedure made possible to have a database of 800 publications and stories.
For each of these 800 observations, information was collected regarding the reach, impressions and
interaction of the branded content generated by the company. Common method variance (CMV) is
a frequent problem in survey studies [40], but it does not threaten our research due to the lack of
single informant. Instead, all the information collected by researchers is based on objective data of
what happened in the interaction with the story and publications of each brand. To preserve the
confidentiality of the information, all data were anonymized, and each company was identified with a
letter and a text to reflect its nature, distributor or manufacturer.

3.3. Measures

The measures from our study are based on objective observations. Thus, the reach of
story/publication refers to the number of persons that have received the message. Impressions
of story/publication indicate the number of times that each person has visualized the story/publication.
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Finally, interaction with the story/publication refers to whether the person has pressed in the
story/publication to obtain further information. To test the proposed model of this work, we
used a structural equation model based on the variance and the ADANCO 2.1 software [41]. This
method uses a revolutionary way according to which a composite scale is generated for each of
the constructions in our study. Unlike traditional approaches, which use reflexive or formative
constructs [42], the method using composite constructs allows introducing quantitative and objective
information from observations. In this way, the composite approach has emerged as an alternative way
to eliminate the limitations offered by other forms of defining constructs. Unlike other methods, the
composite approach does not contain any error terms for constructs, does not specify causality between
constructs and indicators, and does not define co-variation between constructs and indicators [41].

4. Results

4.1. Reliability

To test the reliability of the model, we used the discrepancy between the empirical correlation
matrix and that implemented by the model [41]. For this purpose, the model fit is determined by the
standardized mean square residue (SRMR), which should not exceed the reference value of 0.08. [43].
In each of our eight models for story and publication, none of these values exceeded this value.

Discriminant validity is one of the most common threats of studies. Recent studies in this
field [44,45] suggest testing for the heterotrait–monotrait (HTMT) ratio. This technique has proven to
be more effective over more traditional methods such as the confidence interval or AVE—correlation
comparison test [45]. To calculate the HTMT ratio, it is necessary to compare the average correlations
between constructs with the geometric mean of the average correlations of items within the same
constructs. Our results proved that discriminant validity did not threaten our models as none of them
exceeded the critical cut off value of 0.85.

4.2. Structural Model

To test our model, we analyzed the relationships offered by the ADANCO software for each of the
models. A trajectory coefficient shows the change in the dependent variable based on a difference in
the independent variable while the rest of the constructions remain constant [41]. ADANCO uses the
bootstrapping method to obtain the confidence intervals of the path value estimates. The results in
Table 1 show a clear difference in the impact of the range and impressions on the stories and publications.
As we can see in Table 1, if we analyze the case of the effect of the stories, impressions cannot be
considered as an antecedent for the interaction with the content that retailers and manufacturers
include in Instagram. However, we note that for the case of retailer firm B and manufacturer firm C,
reach explains the interactions with content giving values of 0.69 (3.28) and 0.23 (4.52) respectively.

On the contrary, if we analyze the impact of the publications on the interaction with the contents
of the companies studied, we observe different behavior. In this case, we observe that reach has no
impact on the interaction on the four companies considered in the study. However, the impressions of
the contents published in Instagram, are decisive to explain the interaction with the manufacturer firm
A (0.61, 4.87) and firm C (0.81 2.44) and for the two retailers analyzed firm B (0.61 2.54) and firm D
(0.35 2.92).
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Table 1. Model results.

Firm A
Manufacturer

Firm B
Retailer

Firm C
Manufacturer

Firm D
Retailer

200 Observations:
100 Stories and

100 Publications

200 Observations:
100 Stories and

100 Publications

200 Observations:
100 Stories and

100 Publications

200 Observations:
100 Stories and

100 Publications

Stories

Reach n.s. 0.69 (3.28) *** 0.23 (4.52) *** n.s.

Impressions n.s. n.s. n.s. n.s.

Publications

Reach n.s. n.s. n.s. n.s.

Impressions 0.61 (4.87) *** 0.61 (2.54) *** 0.81 (2.44) *** 0.35 (2.92) ***

Levels of significance: *** p < 0.01, ** < 0.05, n.s. (non-significant).

5. Discussion

From 2012 until today, the increase in entertainment actions has been progressive [13].
The educational, business, academic and informational fields have experienced a growing interest in
brand-generated content. One of these new tools is Instagram’s stories that allow consumers to interact
with advertisers’ content in an entertainment context, where brands offer entertainment and content
with a high level of quality. In this way, Instagram stories provide the possibility to interact with
content and the brand [46]. The brand-generated content strategically applied to Instagram stories
helps advertisers to access their consumers more effectively, through engaging and suggestive content,
which they want to access. In this sense, we have demonstrated that reach plays an essential role in
explaining the interaction with the brand content generated by the firm. This new form of advertising
content is also more versatile and dynamic [27] but also has its drawback as repeated impressions from
stories do not guarantee interaction with the brand content generated by the firm. However, they do
favor the link that the user establishes with the brand insofar as the user decides to select the display of
one content against another. This research reinforces the need for organizations not only to be present
on social networks due to the benefits they generate in terms of interaction, visibility and trust, but also
to create the content of interest to their users, with which they can interact and whose publications in
stories reinforce the publications and, therefore, the reach.

Brand strategies have evolved in recent years so that communication goes beyond the space
provided by traditional media [33]. The Internet has allowed users to decide when, how and where
they want to see content, as well as which content they want to share. The rejection by users of
advertising content seriously damages the impact that brands should generate [17], and allow users
more straightforward ways to avoid contact with unwanted advertising [47].

Today’s consumers have been living with advertising for years, so that they know their records and,
in many cases, flee from it, especially those who are better informed. Particularly, those who belong to
more advanced sectors of society and have access to multiple sources through technology, and, therefore,
consume on-demand content without interruption and advertising breaks [48]. The effectiveness of
traditional advertising has been questioned for some years now. The scenario in which it is projected
has been evolving, and communication goes beyond the space provided by traditional media, adopting
multiple forms [8]. In this context, clients and users are defined according to their contact with the
brand [21]. In the quest to understand consumer behavior, this research has investigated the impact of
brand-generated content of Instagram stories and publications on social media interaction. Our results
mostly confirm that the reach of stories is crucial to explain interaction, whether impressions determine
publication interaction. And it is in this interaction that we have been able to see how publications
take on a more significant role in the interaction with the consumer. This result confirms why it was
relevant to be able to assess the impact of the story. In this study, we were able to demonstrate how
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stories and publications receive positive feedback, generating greater interactivity with the user and,
therefore, greater scope for the brand.

In contrast, we have found that interactions with the publication are explained in a greater
extent by the impressions in the customers. These results mark a trend that, while not a radical
change, does require new forms and styles of communication for these publications to increase their
effectiveness and that they can be adapted to their target audience. In this way, brands are encouraged
to transmit their values by promoting a medium-term benefit [36] and improving the consumer
experience in the long term and also its style and differentiating characteristics. This result again
proves that most of the problems suffered by companies nowadays are due to the lack of proficiency
by companies. We are facing an unprecedented saturation in the world of communication in social
networks [11], and the big problem that conventional advertising has to face is its lack of recall [35].
To alleviate the difficulties suffered by advertising today is essential to rely on a firm with proved
experience in managing social networks [24]. The design of the publications must be done meticulously
to reach a more significant number of users that guarantee the interaction with the company.

The evolution in the insertion of content that companies are carrying out in recent years was already
evident in the Annual study of Social Networks of IAB Spain (HTTPS://IABSPAIN.ES, which found
that in 2016 there were 19 million people who used social networks in Spain. The increase has been so
progressive that they have reached 26 million users in 2020. In this last year, data also show significant
figures concerning Instagram as it is the second network (81%) in frequency of use behind WhatsApp
(96%). However, Facebook continues to lead the number of users. Another relevant piece of data about
this evolution is that one in three users consider that brands with social profiles generate greater trust.
The access to be able to interact with the brands is mainly focused on customer service, that is, the user
perceives the proximity of the company, being the most followed sectors those that provide the user
with information about entertainment, culture and media. In this study, being aware that the data
cannot be extrapolated to the vast universe of retail or manufacturing, it is possible to perceive how
the impressions present a higher level of connectivity with the user, even though the scope may be
similar. Being the results of the impressions in firm A and B similar, there is an essential variation of the
levels of significance. Besides, the firms C and D, present a significant and minor result respectively,
to the two previous ones. This result leads us to consider in the future the increase in the volume
of manufacturer and retailer companies, and it is also possible to have stories or publications per
company. However, the result is more influenced by the differences in the behavior of the printing of
the publications than in the number of them. The variations mentioned above also affect the fact that
there may be a quantitative imbalance that can be supported by a quantum analysis of the content of
the stories and publications to obtain more data that would allow us to make a more precise assessment
of the scope and the impressions.

While it is true that it is demonstrated that both new forms of communication, stories and
publications, not only attracts but also suggests or proposes a way of living the brand universe,
as opposed to the push communication of the mass media.

It is necessary to emphasize the importance of this qualitative leap. The traditional media are
not technically capable of offering the user a direct interaction at the moment the user is willing to do
it, and they cannot adapt to users’ needs, time, pace, and even geographical position [9]. However,
social networks, and in particular, Instagram, as we have seen, respond through their stories and
publications to users’ demands for content. Advertisers consider that it plays a decisive role in their
global strategy, and their knowledge of the multiple possibilities it offers, to entertainment, makes it
increasingly popular [10]. The search for engagement, brand image and notoriety continue to be the
values most emphasized by advertisers, and they are also involved in the development of the actions.

This research contributes to understanding the qualitative and quantitative leap that is
gradually taking place in the behavior of consumers and companies when it comes to establishing
interrelations [39]. This study helps to provide answers to how social media is a choice to increase the
effectiveness of a promotional or advertising activities and in particular how stories and publications

HTTPS://IABSPAIN.ES
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favor their dissemination and interactivity with the consumer, through the evaluation of impressions
and reach. This information can be valuable for advertisers, companies and community managers
who face the challenge of establishing strategies to bring their products and services closer to users
with a limited budget and conditioned by the set objectives.

6. Limitations and Future Research

The authors acknowledge that their research has limitations. First, we have adopted a firm
perspective to analyze the impact of Instagram stories in social media effectiveness. Therefore, we have
focused on brand content generated by the company [49], but it will be interesting to explore the impact
of user-generated content of Instagram stories and publication [47]. Accordingly, it could be attractive
to adopt a dyadic approach to combine our findings with self-response opinions of customers [16]. This
suggestion will also help to clarify why the reach of the story did not have a significant relationship
for two of the companies. Other remarkable future research lines could be explored. It is generally
accepted that the strategic planning of advertising communication no longer responds to traditional
canons [50]. Therefore, to establish long-term relationship patterns with audiences, it will be advisable
to analyze in greater depth how leisure and entertainment could redefine not only a one-time purchase
but also long-term consumer relations [1]. At the same time, it is a priority to consider if existing formats
fit new social media channels and explore other possibilities offered by digital environments [15].
Undoubtedly, a more profound analysis of these topics will guarantee the success of advertising actions
of companies.
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