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ABSTRACT

This chapter contends that along with the digital culture being effective in the lives of individuals, the
demands, tastes, entertainment and shopping patterns of groups have also changed. This change is
undoubtedly a major influence on the development of communication technologies. However, as the
communication technologies evolve, the decision is made by individuals using these technologies in their
lives effectively. Listening to the story, imagining the heroes of this story, and mental communication
with the heroes of the dream-like story are the features that human beings bring from the oral culture
period. Nowadays, the desire to listen and listen to the stories of the individual is part of the consump-
tion process. In this context, transmedia, history and transmediatic transformation of brands will be
explained in the chapter.

INTRODUCTION

In this day and age, as communication technologies improve, and the social media and the Internet in-
tensively influence everyday life, there have been many important changes observed in target audiences.
Due to the smartphones guiding the everyday lives and the individuals taking advantage of smartphone
applications in every aspect of their lives, the way that people live has undergone a change.

The Internet provides opportunities for individuals to access information easily on any topic. Even
though the rapid processing of such a medium causes confusion in information and messages, it has
decreased the time and the cost of accessing information. Therefore, the individuals who can easily ac-
cess information went under transformation themselves with the information they acquired, going from
a passive position to an active one. Now, the target groups ask questions, conduct research and stay
active in face of the institutions.
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These target groups also comprise of “digital locals”. The digital locals include the generations that
were born after 1980. This generation was born into the digital world. They do not use communication
technologies just because they need them. The communication applications and tools became a way of
life for them (Pedro, Sahin, Bilgic, Cetin & Ozgiden citing Duman & Seferoglu, 2013, pp. 174 - 175).
Therefore, the digital locals had an impact on many things around them and transformed them.

The methods and applications of the digital locals in acquiring the information and implementing this
information in their lives are different. This generation does not only use communication technologies
to acquire information and make benefit, but also to have fun. They spend a certain amount of their time
having fun in the world of the Internet and they define themselves through this world or the concepts that
are in use in this world. They are conscious customers, they are in favor of visual education, they care
a lot about image and they consider themselves competent in many topics (Kiranta, Oguz & Kocabey,
2017). For instance, it is important for this generation to be the first one in their group to share a post
that will become popular on social media. This is also a complementary element of their image.

As a result of this generation coming together with other target groups that take advantage of the
Internet in multiple aspects, the institutions changed their advertisement and marketing methodologies.
It is observed that it is not as beneficial in this digital age to sell something to target groups or to only
care about selling something.

In this section, it is going to be explained how transmedia has changed brand marketing. Transmedia
has moved storytelling into the brand communication dimension. Through transmedia, the brands create
their own stories in the multimedia environment. They also include their target groups in this creation
process via transmedia. Therefore, the target groups become active. They are the ones who generate the
communication processes of the brands.

THE CONCEPT OF TRANSMEDIA

One of the mostimportant aspects of the digital age is that the individuals can simultaneously use multiple
media. The fact that the digital culture people adopt the new communication technologies and shape
their lives with technological applications, made the brands take action. The brands began to present
themselves in multimedia and arrange themselves according to the lifestyles of their target groups by
upgrading their communication strategies. Now, the messages of the brands go through many different
communication media. The target groups enjoy assembling the pieces of the story that they receive from
different media and feel like they are a part of the brand (D6nmez & Giiler, 2016, pp. 155-175). Therefore,
the target groups feel closer to the brands. Furthermore, they voluntarily take part in the communication
process of the brand by actively representing it. In opposition to showing the advertisement of the brand
to the consumers when they do not feel like it, transmedia ensures that the target groups actively and
voluntarily participate in the communication process when they want.

THE DEFINITION OF TRANSMEDIA AND TRANSMEDIA STORYTELLING

Brought forward by Jenkins (2003), transmedia means decomposing the story. The parts of the story are
not independent from each other. On the contrary, each part contributes into the whole, comprising the
meaningful totality of the story. Each tool that is used in storytelling uses its own medium and does it

16



15 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/the-history-of-branding-narratives/207420

Related Content

Parametric Morphogenesis, Robotic Fabrication, and Construction of Novel Stereotomic Hypar
Morphologies: Hypar Gate, Hypar Wall, and Hypar Vault

Giuseppe Fallacaraand Maurizio Barberio (2018). Handbook of Research on Form and Morphogenesis in
Modern Architectural Contexts (pp. 329-353).
www.irma-international.org/chapter/parametric-morphogenesis-robotic-fabrication-and-construction-of-novel-stereotomic-

hypar-morphologies/198095

Preservation and Access to Digital Materials: Strategic Policy Options for Africa
Trywell Kalusopa (2019). Digital Curation: Breakthroughs in Research and Practice (pp. 447-471).
www.irma-international.org/chapter/preservation-and-access-to-digital-materials/209343

Digital Preservation of Cultural Heritage for Future Generations
Ashwani Kumar Aggarwal (2019). Digital Curation: Breakthroughs in Research and Practice (pp. 295-308).

www.irma-international.org/chapter/digital-preservation-of-cultural-heritage-for-future-generations/209336

The Real Westworlds

Munevver Elif Gursesand Filiz Erdogan Tugran (2021). Handbook of Research on Narrative Interactions
(pp. 86-105).

www.irma-international.org/chapter/the-real-westworlds/270562

Identification Criteria of Heritage: Between Nature and Culture

Vanessa Batalha Passeiro (2020). Examining a New Paradigm of Heritage With Philosophy, Economy, and
Education (pp. 64-70).

www.irma-international.org/chapter/identification-criteria-of-heritage/257436



http://www.igi-global.com/chapter/the-history-of-branding-narratives/207420
http://www.irma-international.org/chapter/parametric-morphogenesis-robotic-fabrication-and-construction-of-novel-stereotomic-hypar-morphologies/198095
http://www.irma-international.org/chapter/parametric-morphogenesis-robotic-fabrication-and-construction-of-novel-stereotomic-hypar-morphologies/198095
http://www.irma-international.org/chapter/preservation-and-access-to-digital-materials/209343
http://www.irma-international.org/chapter/digital-preservation-of-cultural-heritage-for-future-generations/209336
http://www.irma-international.org/chapter/the-real-westworlds/270562
http://www.irma-international.org/chapter/identification-criteria-of-heritage/257436

