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Abstract This study was conducted as a case study to examine the characteristics and differences from the
storytelling defined in the previous research through an analysis of the storytelling of brand campaigns appearing
on the digital platform and to explore them. The results of the Seven Bridges brand campaign conducted by
Busan City for eight months from September 2021 to May 2022 were as follows. First, storytelling that can be
interpreted in various ways for individual users was conducted. Second, storytelling was composed of four
stages based on social media marketing. Third, it was possible to establish a storytelling hierarchy that exposes
the story in consideration of the marketing funnel. Through the case, it was possible to examine the recent
brand campaign's storytelling as a framework that can be interpreted in various ways, focusing on social media.
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Figure 1. Seven Bridge Landmark Campaign Map
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Figure 2. Social Media Marketing Process
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Figure 3. Seven Bridge Storytelling Process
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