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Branded Content Communication Strategies and Consumer Behavior in a Digital Age
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Abstract

This paper applies consumer decision making process from both academic and
professional’s point of views, Uses and Gratifications Theory, and related research evidences
to explain a communication phenomenon in a digital age. As smartphones and tablets play
an important role in a consumer lifestyle, consumers use these digital devices to access
related branded content and information before making purchase decision. By understanding

consumer buying decision process, marketers will be able to establish an effective branded
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content communication strategy. This article is useful for both academic and practitioner as it
has helped in developing the concept of consumer buying decision process, since consumers’
behavior have been changing after the digital age has come. In addition, marketers can also
use this academic paper as a guide to create branded content communication strategies for
any particular brands. At the end of this article suggests there are 6 branded content
communication strategies, which are informative, entertaining, remunerated, integrated and
social interactive, consumer identity, and empowering.

Keywords: branded content communication strategies, consumer decision making process,

uses and gratifications theory
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