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The rapid expansion of social commerce has prompted growing scholarly interest in the content mechanisms that convert
passive social media users into active buyers. This study examines the narrative microstructures embedded in high-
converting user-generated content (UGC) within social commerce ecosystems, with particular attention to short-form video
platforms such as TikTok and Instagram Reels. The objective is to identify and systematize the compositional patterns,
specifically hook architecture, problem-solution framing, authenticity signaling, and call-to-action design, that correlate
with elevated conversion rates in creator-led branded content. Drawing on a systematic review of peer-reviewed literature,
industry performance reports, and practitioner case analysis, the study proposes an original conceptual framework
termed the Hook-to-Checkout Narrative Sequence (HCNS). Results confirm that content employing a pattern-interrupt
hook within the first three seconds, followed by emotionally grounded problem framing and product-integrated resolution,
outperforms generic brand-generated content on both engagement and purchase conversion metrics. These findings offer
practical guidance for UGC creators, brand strategists, and digital marketing educators seeking to improve the commercial
effectiveness of social content. The research is relevant to practitioners in the creator economy, marketing agencies, and
academic researchers in digital consumer behavior.
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INTRODUCTION

The structural transformation of online retail over the past
five years has been shaped by a convergence of mobile-
first consumption habits, algorithmically personalized
content feeds, and the rise of creator-led commerce. Social
commerce, broadly defined as the integration of purchasing
functionality within social media platforms, has moved
from experimental features to mainstream retail channels.
According to NewsRoom (2022), the global social commerce
market reached USD 492 billion in 2022 and is expected to
grow three times as fast as traditional ecommerce to $1.2
trillion by 2025 [1]. In the United States alone, eMarketer
data show that 100.7 million consumers made at least one
social commerce purchase in 2024, a figure representing
45.8 % of all active social media users, driven substantially
by the commercial debut of TikTok Shop [2].

Within this expanding market, a distinct category of
promotional content has emerged as particularly effective:
user-generated content produced by independent creators in a
direct-response format. Unlike brand-originated advertising,
this content operates through the rhetorical conventions
of peer testimony, combining aesthetic informality with
structured persuasion techniques. PowerReviews (2023)
found that site visitors who interacted with UGC converted
at a rate 102.4 % higher than those who did not, while

visitors who engaged specifically with Q&A formats showed
a conversion lift of 177.2 % [3]. These figures indicate that
content format and interactive structure, not merely UGC
presence, determine commercial impact.

Despite the commercial significance of these findings, the
academic literature has not yet produced a unified account
of the narrative architecture responsible for high-converting
UGC. Existing research on UGC in social commerce largely
addresses trust formation [4], authenticity perception
[5], and platform-specific engagement mechanics [6], but
rarely examines the sequential compositional logic that
transforms a short video into a checkout event. This gap is
consequential: practitioners are making content decisions
without a verified framework, and brands are investing in
UGC programs without clear guidance on what structural
elements drive conversion.

This study addresses that gap with the following research
objective: to identify, synthesize, and systematize the
narrative microstructures that characterize high-converting
UGC in social commerce contexts. The scientific novelty
of the research lies in the proposal of an original Hook-to-
Checkout Narrative Sequence framework, derived from the
synthesis of empirical conversion data, narrative theory,
and practitioner case evidence, rather than from product
development or platform design.
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The working hypothesis of this study holds that high-
converting UGCis nota product of creator charisma or budget
alone, but of identifiable compositional sequences that can
be studied, taught, and applied across product categories and
platforms. If confirmed, this hypothesis has implications not
only for practitioners but for academic models of persuasive
communication in digital environments.

MATERIALS AND METHODS

This study employs a qualitative-analytical research design
combining a systematic literature review, case-based content
analysis, and interpretive synthesis. The approach is non-
experimental and non-developmental: it does not produce
a new platform, tool, or dataset, but rather organizes
and interprets existing knowledge to produce an original
conceptual framework.

A systematic review of peer-reviewed literature was
conducted across Scopus, Web of Science, and Google
Scholar. Search terms included combinations of “user-

generated content,
“narrative structure,” “

»n o«

social commerce,” “conversion rate,”
short-formvideo,” “TikTok marketing,”
“influencer authenticity,” and “hook structure” The initial
search returned over 400 documents. After applying inclusion
criteria (peer-reviewed, English-language, empirically
grounded or theoretically substantive, published in Scopus
or WoS-indexed journals), 20 sources were retained for
primary analysis [1-20]. Sources were classified into four
thematic groups: social commerce market dynamics and
platform behavior; UGC effects on consumer psychology and
conversion; narrative and rhetorical structures in digital
communication; and influencer credibility and authenticity
mechanisms.

In addition to academic literature, three practitioner case
contexts were analyzed: the documented performance
patterns of beauty and wellness UGC campaigns on TikTok
Shop (2023 to 2024); published performance reports from
PowerReviews [3], Bazaarvoice [6], and eMarketer [2]; and
the professional content production practice of the author,
who has produced UGC campaigns for brands including Ulta
Beauty, Nutrafol, Dyson, and e.l.f. Cosmetics across TikTok,
Instagram, and related platforms since 2023. This practitioner
dimension provides grounding in real production conditions
that purely academic sources do not address.

The synthesis proceeds by identifying recurring
compositional patterns across high-performing UGC cases,
then mapping these patterns onto established theories of
narrative persuasion, including Bruner’s narrative rationality
[7], the Elaboration Likelihood Model as adapted to short-
form video [8], and social proof theory as operationalized in
platform commerce contexts [9]. The resulting framework
is presented as an original authorial synthesis rather than a
restatement of any single prior source.

RESULTS AND DISCUSSION

Before examining narrative microstructures, it is necessary
to understand the platform environment in which UGC
operates. Social commerce has ceased to be a niche channel.
The following figure illustrates the trajectory of global
market growth from 2020 through 2028, based on data from
Precedence Research and eMarketer forecasts [1, 2].
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Figure 1. Global Social Commerce Market Size, 2020-2028
(USD Billion) (compiled by the author based on [1, 2]).

The growth trajectory shown in Figure 1 reflects several
structural conditions that directly affect UGC performance.
First, TikTok Shop’s U.S. launch in 2023 accelerated social
commerce adoption among younger demographics, with
43.8 % of U.S. TikTok users making a platform purchase in
2024 [2]. Second, the personal and beauty care category,
which includes skincare, haircare, wellness supplements, and
cosmetics, holds the largest product segment share in social
commerce globally, at roughly 25 % of B2C transactions [1].
This category concentration is relevant because the brand
collaborations most studied in practitioner UGC research,
including those with Nutrafol, Ulta Beauty, e.l.f. Cosmetics,
and Tree Hut, fall precisely in this segment.

Third, the algorithmic architecture of TikTok and Instagram
Reels creates a content selection environment that rewards
early retention. Platform data consistently show that videos
retaining 75 % of viewers past the six-second mark receive
dramatically higher distribution. This algorithmic dynamic
elevates the strategic importance of the opening sequence,
the “hook,” as a commercial and distributional device
simultaneously.

Analysis of the reviewed literature and performance case
data identifies four recurring compositional phases in
high-converting UGC. These phases do not always appear
in explicit sequence in every piece of content, but their
functional logic is consistent across platforms and product
categories. Table 1 presents the framework with illustrative
execution patterns.
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Table 1. Narrative Microstructure Phases in High-Converting UGC (compiled by the author based on [3, 8, 10, 11, 12]).

Phase Timing |Core Function Execution Patterns
Hook 0-3sec |Interrupt scroll  behavior;|Pattern interrupt (unexpected visual/statement); direct
establish emotional tone address to camera; provocative question; surprising claim

about product result

Problem Framing [3-8 sec  |Establish relatability; activate|First-person problem disclosure; before-state description;
pain-point recognition reference to failed alternatives; specificity over generality

Solution Bridge [8-20 sec |Introduce product as narrative|Product-in-use footage; texture/sensory detail; result
resolution; demonstrate efficacy |demonstration; authentic rather than staged framing

Checkout Trigger |20-30 sec|Convert viewer engagement into|Social proof citation (reviews, repurchase claim); urgency
purchase intent signal (limited availability, deal); frictionless CTA (link in
bio, swipe up, discount code)

This four-phase structure differs from classic advertising models such as AIDA (Attention, Interest, Desire, Action) in one
critical respect: the Hook phase in UGC operates not merely to capture attention but to make a retention promise to the
algorithm and the viewer simultaneously. A creator who opens with “I tried this product every day for 30 days and here is
what actually happened” is signaling a narrative contract: stay for the result. This contract drives completion rate, which in
turn drives distribution. The commercial and distributional incentives align in a way that classical advertising theory did not
anticipate.

The following figure presents the original Hook-to-Checkout Narrative Sequence (HCNS) framework developed in this
study. It maps the four phases onto a funnel structure, indicating how each phase functions within the overall conversion
trajectory.

UGC Narrative Microstructure: Hook-to-Checkout Framework

HOOK PROBLEM
(0-3 sec)

CALL TO
ACTION
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Urgency cue
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Friction removal

Conversion Probability Increases with Each Stage Completion

Figure 2. Hook-to-Checkout Narrative Sequence (HCNS) Framework (compiled by the author based on synthesis of [3, 8,
10,12, 14, 20]).

A consistent finding in the literature is that perceived authenticity functions not merely as a tone or style preference but as
a structural conversion driver. Arif et al. (2020) found that authenticity perception significantly moderated the relationship
between UGC and purchase intention across multiple product categories, with authentic-appearing content producing
34 % higher conversion lift than polish-matched branded content [5]. Walsh et al. (2024) extended this finding to TikTok
specifically, showing that creator popularity and brand size interact with content authenticity: micro-creators with lower
follower counts but higher perceived sincerity outperformed celebrity-tier creators on UGC conversion metrics when content
quality was held constant [13].

This literature finding aligns with practitioner data from the beauty and wellness sector. Campaigns for brands such as
Nutrafol and Bubble Skincare that used candid testimonial formats, including references to initial skepticism, product texture
description, and personal health context, consistently outperformed studio-produced equivalents on a cost-per-conversion
basis. The structural implication is significant: authenticity is not a quality that resists formalization. It can be produced
deliberately through specific content choices, including the deliberate disclosure of pre-product doubt, the inclusion of
imperfect sensory details, and the avoidance of promotional superlatives in verbal delivery.
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Table 2 below presents a comparative analysis of authenticity signals across content format types, synthesized from
PowerReviews (2023) performance benchmarks and the systematic review [3, 4].

Table 2. Authenticity Signal Intensity by UGC Format Type (compiled by the author based on [3, 4, 5, 13]).

Format Type Authenticity |Avg. Conversion |Avg. CPC Dominant Narrative Phase

Score (1-5)  |Lift Reduction
Testimonial (talking-head) [4.6 +96% vs. baseline [-35% Problem Framing / Checkout Trigger
Product demo (in-use) 4.2 +103.9% -42% Solution Bridge
Before/after transformation (4.0 +88% -38% Hook / Solution Bridge
Q&A / FAQ format 3.8 +177.2% -50% Problem Framing / Checkout Trigger
Brand-produced studioad |2.1 Baseline Baseline N/A (non-UGC reference)

The following figure presents conversion rate lift data disaggregated by UGC interaction type. This data, sourced from the
PowerReviews (2023) report based on analysis of 1.5 million product pages across 1,200 e-commerce sites during 2022, is
the most comprehensive publicly available dataset on UGC conversion impact [3].

Impact of UGC Interaction Type on Conversion Rate Lift

Interacted with visual UGC +103.9%

+177.2%

Interacted with Q&A

Interacted with reviews

UGC present (no interaction) +3.8%

No UGC exposure | Baseline

0 25 50 75 100 125 150 175 200
Conversion Rate Lift vs. Baseline (%)

Figure 3. Conversion Rate Lift by UGC Interaction Type (%) (compiled by the author based on [3]).

Figure 3 presents a finding with direct structural implications. The presence of UGC alone produces a modest lift (3.8 %),
but interaction with specific UGC formats produces lifts of 96 to 177 %. The Q&A format, which most closely replicates the
problem-framing phase of the HCNS framework, shows the highest lift (177.2 %). This is not coincidental: Q&A content
explicitly addresses the objections and uncertainty that block purchase decisions. In narrative terms, it functions as a pre-
emptive resolution of the cognitive resistance that would otherwise prevent conversion.

For practitioners, this finding argues for a deliberate structural integration of Q&A elements into UGC scripts, even in short-
form video formats. A creator who opens with “I know you are wondering whether this actually works on sensitive skin”
is performing a Q&A function within a testimonial format. The conversion benefit appears to be format-agnostic once the
cognitive function is present.

A dimension of UGC strategy that academic literature has been slower to address is the relationship between content
narrative structure and platform algorithmic distribution. Zhou et al. (2021) and Bhandari and Bimo (2022) both argue
that algorithmically distributed content platforms such as TikTok operate on retention and completion metrics as primary
ranking signals [15, 16]. This creates a feedback relationship between narrative quality and reach: content that successfully
delivers on its hook promise achieves higher completion rates, which triggers broader distribution, which in turn increases
conversion volume.

The implication for the HCNS framework is that the hook phase is not only the first persuasion event but also the primary
algorithmic qualifier. A video that opens without a clear retention promise is unlikely to survive algorithmic distribution
long enough to reach its checkout trigger phase. From a practitioner standpoint, this means that hook quality functions as a
prerequisite rather than merely a component of conversion strategy:.

The beauty and wellness sector evidence is particularly instructive here. Brands like Ulta Beauty and e.l.f. Cosmetics have
built explicit hook-testing programs into their UGC briefs, requiring creators to deliver multiple hook variations for A/B
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performance evaluation. This practice reflects an industry understanding that is beginning to be formalized in academic
literature.

The existing PESO framework (Paid, Earned, Shared, Owned media) offers a useful categorization of channel types but does
not address the narrative architecture through which UGC content moves across these channels. This study proposes an
extension of the PESO framework, termed the PESO-Narrative Integration Model, which positions the HCNS framework as
the narrative core from which content radiates into each channel type. The following figure presents this model.

_ PESO-Narrative Integration Model for UGC Strateg

EARNED

Organic sharing
WOM referrals
Viral diffusion

UGC
Narrative
Core

SHARED OWNED

Platform algorithms. Brand channels
Hashtag communities Website embeds
Cross-posting Email integration

Arrows show narrative content flow and amplification pathways

Figure 4. PESO-Narrative Integration Model for UGC Content Strategy ( (compiled by the author based on [4, 6, 13, 17, 19]).

In this model, the UGC narrative core generates content that is simultaneously suitable for paid amplification (sponsored
UGC ads), earned distribution (organic sharing, word-of-mouth), shared dissemination (algorithmic platform distribution,
community reposting), and owned channel integration (brand website embeds, email marketing). The model’s practical
insight is that narrative quality determines reach across all four channels: poorly structured content underperforms in paid
media due to high cost-per-click, fails to earn organic shares due to low completion, receives limited algorithmic distribution
due to poor retention, and converts weakly when embedded in owned channels due to insufficient emotional engagement.

This integration perspective represents a departure from existing frameworks, which typically treat channel selection and
content quality as separate strategic decisions. The PESO-Narrative Integration Model argues that they are structurally
inseparable: channel investment in UGC content thatlacks a sound narrative architecture produces systematically suboptimal
returns across all channels simultaneously.

Drawing onthe HCNS framework and the literature review findings, this study offers the following synthesis recommendations
for UGC creators, brand strategists, and platform content teams. These are presented in Table 3 as a practical decision
guide.

Table 3. Strategic Recommendations for High-Converting UGC Deployment (compiled by the author based on [3, 5, 6, 8, 12,
13,15, 18]).

Stakeholder Key Recommendation Narrative Phase Addressed
UGC Creators Test 3+ hook variants per campaign; prioritize retention over |Hook
production quality in opening 3 seconds
Brand Strategists Brief creators on problem-solution narrative arc; allow personal [Problem Framing / Solution
disclosure language; avoid scripted promotional tone Bridge

Platform Content Teams |Design creator partnership programsaround HCNS compliance; | All phases
provide retention analytics at phase level
Performance Media Buyers |Allocate higher paid budgets to UGC with verified Q&A|Checkout Trigger
integration; expect 50% CPC reduction vs. studio creative

Marketing Educators Incorporate HCNS framework into digital marketing curricula | Framework-level
alongside AIDA and PESO models
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A practical implementation pathway that emerges from this
analysis is a three-tier UGC content architecture. At the first
tier, creators produce hook variants for algorithmic testing,
with each variant deploying a different interrupt strategy
(visual surprise, verbal claim, question-based open). At
the second tier, the problem-framing and solution-bridge
phases are held constant to enable clean attribution of
performance differences to hook quality alone. At the third
tier, checkout trigger elements are varied to test social proof
formats (review count citation vs. personal repurchase claim
vs. scarcity signal). This architecture transforms intuitive
content creation into a structured experimental process
without sacrificing the authenticity that drives conversion.

This approach represents what this study terms “structured
authenticity”: the deliberate use of narrative architecture to
produce content that performs with the persuasive power
of systematic design while retaining the relational texture
of genuine peer communication. It is the author’s view,
supported by both the literature review and practitioner
evidence, that this synthesis is the defining competence of
the next generation of UGC strategy.

CONCLUSION

This study set out to identify, synthesize, and systematize the
narrative microstructures that characterize high-converting
user-generated content in social commerce ecosystems. The
research objective has been achieved through the proposal
and articulation of the Hook-to-Checkout Narrative Sequence
(HCNS) framework, a four-phase compositional model
encompassing the hook, problem framing, solution bridge,
and checkout trigger phases. This framework represents the
scientific novelty of the study, as no prior work had formally
unified these components into a single conversion-oriented
narrative model grounded in empirical performance data.

The working hypothesis, that high-converting UGC is driven
by identifiable and reproducible compositional sequences
rather than by creator charisma or content budget, is
confirmed by the reviewed evidence. PowerReviews (2023)
data show conversion lifts of up to 177.2 % for UGC formats
that structurally perform the problem-framing function.
Authenticity research confirms that deliberate narrative
choices, not production quality, drive the perception of
sincerity that converts to purchase intent. Platform algorithm
research confirms that retention-driving narrative structure
is a prerequisite for distributional reach, which in turn
determines conversion volume.

The proposed PESO-Narrative Integration Model extends
the study’s contribution to the strategic level, arguing that
narrative quality is the common determinant of performance
across all four media channels and that channel investment
divorced from narrative architecture systematically
underperforms.

Practical implications are concrete and immediate. Creators

can apply the HCNS framework as a scripting guide. Brands
can use it to evaluate and brief UGC content. Marketing
educators can integrate it into digital marketing curricula
alongside established models such as AIDA and PESO.
Platform teams can design creator partnership programs
around narrative compliance metrics.

The research findings and the conceptual frameworks
proposed here are relevant to UGC creators, digital marketing
practitioners, brand content strategists, social commerce
platform teams, and academic researchers working at the
intersection of consumer behavior, digital communication,
and creator economy studies.
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