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ABSTRACT

This dissertation explored a relatively new persuasion model, Transportatgetly
Model,in a narrative advertising context. In particular, the study investigatechfiaets of two
message factors including narrative focus (process vs. outcome) and vividnesgiiof pr
depiction (vivid vs. pallid), as well as two individual factors including one’s dispoditatmlay
to generate vivid mental imagery and need for cognition, on message recgegnte of
transportatedness in response to narrative ads.

It was found that narrative advertising featuring the process of producinesptisn and
vivid product depiction tends to elicit greater degree of transportedness comphrdzatv
featuring the outcome of the product usage and pallid product depiction. In addition,
transportation was also positively influenced by one’s mental imagdity alith high imagers
being more transported than low imagers. In response to print narrative agmrtedims) was
also affected by need for cognition, with individuals high in need for cognition being more
transported than those low in need for cognition. Moreover, transportation was found to
positively influence one’s affective and conative responses to narrative ad$ic8ibg highly
transported individuals were more likely to exhibit favorable ad attitude and ltdndeaas
well as stronger behavioral intention than their less transported coutgefegoretical and
practical implications of the study as well as its limitation wereudised. Directions for future

studies were also provided.
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SD

LIST OF ABBREVIATIONS AND SYMBOLS
Cronbach’s index of internal consistency
Beta coefficients or standardized coefficients: the estimagalting from an analysis
performed on variables that have been standardized so that they have variances of 1
Degrees of freedom: the number of values free to vary after certaictrestrihave been
placed on the data
Eta squared: the ratio of variance explained in the dependent variable by eopredic
while controlling for other predictors
Fisher'sF ratio: A ration of two variances
Mean: the sum of a set of measurements divided by the number of measurements in the
Set
Size of overall data set
Probability associated with the occurrence under the null hypothesis of a value as
extreme as or more extreme than the observed value; significance level
Pearson product-moment correlation
Standard deviation: a measure of dispersion in a sample or population
Computed value dftest
Less than

Equal to
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CHAPTER 1
INTRODUCTION

Dominant persuasion models such as the Elaboration Likelihood Model (ELM) have
failed to explain and predict narrative-based belief changes, in whinbrafen plays a
negligible role (Green & Brock, 2000). Melanie Green (1996) proposed that traatswor
constitutes the underlying mechanism in narrative persuasion. Transportaticonaggstaalized
as the message viewer’s experience of being lost in the text, or an ionmets the narrative
world (Gerrig, 1994). Green and Brock (2000) explicated three components of transmortat
mental imagery, cognitive attention, and emotional involvement. In particulatahn@agery
was found to play a paramount role in the evocation of transportation.

Albeit potent, Green’s (1996) Transportation-Imagery Model seems to be inyts ea
stage of development, and further refinement of the model, especially in ahsaalyeontext,
is highly warranted so as to lend more credence to this theory. Howeverewesgtfolars have
empirically examined transportation in an advertising context. Escalasa)2od«hd that
advertising-encouraged mental simulation persuaded via narrative traispoffteansportation
was found to include favorable affective responses and reduced counterarguments, which
resulted in more positive ad attitude and brand evaluations (Escalas, 2004a). ixspite
remarkable findings, Escalas examined transportation as something giverg antisiek to
further refine and improve this model.

To address such concerns, this dissertation seeks to investigate set@sattatwould

appear to affect transportation in a narrative advertising context. Throwgyisiext literature



review and analysis, four factors emerged as the most promising to egdrtedampact on
transportation. They are narrative focus (process vs. outcome), vividness of preiticirde
(vivid vs. pallid), an individual’'s dispositional ability to generate vivid imageny, @eed for
cognition.

First, advertising-encouraged mental simulation has been found to persuadeaireenarr
transportation (Escalas, 2004a). Mental simulation focusing on the process of product
consumption was found to be superior to that focusing on the outcome or end-benefits of the
product usage when the advertisement has strong argument (Estales,&003). In particular,
by manipulating individuals’ thought-focus on the process versus on the outcome of the product
consumption, researchers found that process-focused thought was more likelydtegener
favorable behavioral intentions such as purchase intention and free sample usage.,However
these research findings were generated in a somewhat unrealistitsadyenvironment,
because the researchers manipulated the thought focus essentiallyifxy &d processing
instructions, whereas only minor changes were made to the ad copies (Bdoates 2003). To
address such concern, the present study not only employed thought-focus instructsts but
used different versions of narrative ad copies with focus either on the protiespuaiduct
consumption or on the end-benefits of the product usage. Moreover, if process-foeassd m
simulation is superior to its outcome-focused counterpart, and transportatiatutes e
underlying mechanism in mental simulation, it seems reasonable to deducarntsaortation is
also influenced by narrative focus. Therefore, the first research objettive study is to

explicate the relationship between narrative focus and transportation.



In addition, Green and her colleagues (2008) contended that factors enhanaicygdlue
ease of mental model construction would increase transportation, whereas thosenumglénis
process would decrease transportation. In an advertising context, the vividness df produc
depiction and an individual’s dispositional ability to generate vivid mentajenyshave been
identified as two factors that affected the ease of imagery geme(@etrova & Cialdini, 2005).
As mental imagery constituted a key factor in the Transportation-imadigdel (Green, 1996)
and was influenced by the vividness of product description and one’s mental imaigr)ita
seems reasonable to deduce that the degree of transportedness is alspldik@fluenced by
these two factors. Hence, the second and the third research objectives of yhesestod
empirically probe the impact of (1) vividness of product depiction and (2) orsgediiional
ability to generate vivid imagery on transportation. Such an investigation hadgistiemt
producing provocative insights into the nature of transportation and enhancing our knowledge of
narrative transportation.

Furthermore, the current study also attempts to examine the relationsteemheieed
for cognition (NFC) and transportation. Green (1996) initially claims th& NFRunrelated to
transportation. However, in their most recent study, Green and her co#€ag08) found that
NFC influenced transportation across modality. In particular, individualsimiyiFrC were more
transported in reading the narratives, whereas those low in NFC were mgpottad in
viewing the narratives. Probably due to the initial nonsignificant correlatiwreba
transportation and NFC, scholars who examined transportation in an advertising @gtext

Escalas, 2004; Escalas & Luce, 2003) have yet to investigate NFC in thesssilelvertheless,



Green et al.’s conflicting findings in this regard prompt us to expleaefinite relationship
between transportation and NFC. As a key moderator of motivation in the ELM, NFE€teefe
“the tendency for an individual to engage in and enjoy thinking” (Cacioppo &, RE&&¢, p.
116). ELM posits that individuals high in NFC are more likely to be motivated to pribmess
information and diligently evaluate the argument strength via the cemtitel than those low in
NFC. Moreover, individuals high in NFC are also more adept at differentiagaly arguments
from strong ones (Cacioppo & Petty, 1982).

Given the discussion above, more research is needed to address the rolerof NFC i
narrative persuasion, as it can enrich our knowledge about the intricate relatiogtsieen
elaboration and transportation. The present study is the first study to inveSfigatnd
transportation in narrative advertising. Moreover, this study probes the pbtelaiionship and
interaction effect between NFC and one’s mental imagery vividnesy ailiransportation.

Transportation theory seems to have great potential for explaining and predicting
narrative-based belief change. However, this theory is still in its infamclya clear schema
delineating the relationship among the three components (mental imaggrifive attention
and emotional involvement) has not been provided. Moreover, transportation model has not
explicated the moderators of the three components and thus has limited predictiveapower
narrative persuasion.

As such, the present study constitutes the initial step of the author’s longessanch
agenda to refine the Transportation-Imagery model in an advertising cdntpatticular, the

current study examines the impact of two message factors (narrativeafatusidness of



product depiction), and two individual dispositional traits (mental imageryyaaiid need for
cognition) on transportation. It is hoped that the present study can shed ligheintture of
transportation and help refine the Transportation-Imagery Model in an acgedisitext.
Chapter 2 summarizes the pertinent literature and lists researcdioasi@nd hypotheses
to be addressed. Chapter 3 outlines the research methods and statistioas aclaigted and
performed in this study. Chapter 4 presents the research findings. In Chaptee Bf she
important findings and implications are discussed. All the questionnairésnuthes current

study along with the ad copies are enclosed in the Appendices.



CHAPTER 2
LITERATURE REVIEW AND RESEARCH QUESTIONS

Argument versus Narrative Persuasion in Many Disciplines

Persuasion studies in many disciplines have noted the salient distinctioeretwe
argumentative reasoning and narrative account (Deighton, Romer, & McQueen, 1989). In
particular, an array of fields including literature (Booth, 1974), theology (Gadh882), law
(Bennett & Feldman, 1981), history (White, 1981), economics (McCloskey, 1985),
communication (Fisher, 1984), and psychology (Bruner, 1986) all demonstrate such alstincti

Wells (1989) first applied this distinction to the field of advertisingigb®n et al.,
1989). Wells (1989) argued that advertising consists of two basic ingredients: amdrtecture.
Accordingly, advertising can take the form of either a narrative @argument (Boller & Olsen,
1991). Narrative-based advertising depicts a story, whereas argument-basesiragi¥eatures
a logical demonstration of product attributes (Chang, 2009).
Definition of Narrative and Argument Advertising

Escalas (1998) defined narrative advertising as one recounting a stooydihg to
Boller and Olsen (1991), narrative advertising features the content andrgtrofca story.
Specifically, the narrative advertising should portray events, as weibagaters that react to
and undergo the events. Moreover, the plot of the narrative advertising unfoldshaldingeline
of the characters’ reactions to the portrayed events. Chang (2009) maintainmedréia/e
advertising depicts the product consumption or pertinent experiences oguemses of the

product usage.



In contrast, argument advertising is plotless, characterless, and centsraadience of
a claim through logical arguments (Deighton et al., 1989). Wells (1989) contentlacytiraent
advertising presents product-attribute information based on arguments anttevidan to a
platform speech, argument advertising holds the audience members at arm's lengt
Forms of Narrative Advertising

Drama advertising (story acted out by actors) and story advertisiinge(dd by a
narrator) constitute two forms of narrative advertising (Escalas, 2004b; Padgtth, 1997).

The distinguishing mark between drama advertising and story advertesng the presence of
the narrator/narration (Deighton et al., 1989).

Drama advertising is composed of characters and plots. Charactets mfaagonists
depicted as acting without knowledge of the camera’s existence. Theseearisaaddtess one
another, through whom the audience members observe products or services being lised (We
1989). Plot typically introduces the interruption of a stable state ofsgftae ensuing crisis, and
its eventual resolution (Bruner, 1986).

In contrast, story advertising contains not only characters and plots, but alsatarnarr
(Deighton et al., 1989). Some researchers have argued that narration mighthepair
development of empathy by distancing audience members fronotlgeckaracters. In particular,
when characters’ feelings and thoughts are purveyed via the narrator’siventpaetation,
audience’s empathy seems to be redundant. That is, consumers’ vicarious particigae
narrative appears unnecessary because interpretations of esgehene already been provided.

Moreover, sometimes narration can be distracting, notably when the narnaterpretations of



the characters’ thoughts and feelings are in disagreement with audiendsers’ vicarious
experience. Further, advertisements with narration often are perceitvest@ersuasive intent,
and thus tend to be judged in an evaluative manner (Deighton et al., 1989). Notwithstanding such
potentially negative impacts, many researchers believe that the useatibnas helpful under
certain circumstances, particularly because narrative advertisese&ddm garner the same
level of attention as cinema, novels, or theater. Therefore, narration can makasauglience
members will be at the minimum level of attention when they are exposed to the verbal
interpretation of the characters’ experiences. According to Boller amah Q1991), the overt
narration serves to embellish characters' thoughts and feelings, as wetlaborate their
experiences.

The narrative form of advertising started to garner increasing schdlayian in the
late 1980s and early 1990s (Boller, 1990; Deighton et al., 1989; Wells, 1989). Before that, the
information processing and persuasion models, such as the Elaboration LikelihoddRétige
Cacioppo & Schumann, 1983), seemed to be based on the postulation that advertising only has
an argumentative form. As such, advertisements are assumed to purvey®bjectd
meanings that contain attribute-benefit logic structured in a way to convidmnae members
of the validity of specific brand claims. Undeniably, such perception of adveeigs has its
reasons, particularly because the archetypal language of sciencgenplthe studies of
advertising effects has often taken the form of argument (Bruner, 1986).

Albeit traditional advertising response models such as the ELM vyield proxeocat

insights into the comprehension of the argumentative form of advertising, thdyntsd



explanatory power for the effects of narrative advertising (Wells, 1989) ntheasing
importance of narrative advertisements calls for more potent advertisinggnacenodels
(Boller & Olsen, 1991). Research dedicated to theory building in the field ofimarmparsuasion
is highly warranted (Slater & Rouner, 2002).

Advertising Processing: Narrative versus Argument

Boller and Olson (1991) argued that theoretical accounts of advertising pngdessje
upon the advertising form in discussion. In a similar vein, Deighton and his colleagues (1989
asserted that the form dimension of the advertisements influences how thesechets are
processed. In particular, two distinctive persuasion mechanisms coexistic8iheahe
argument advertising, which substantiates its claims with appeals toahjers processed in
an evaluative manner, whereas the narrative advertising seeks to addrestsve feelings and
tends to be processed in an empathic fashion (Deighton et al., 1989).

Wells (1989) concurred that consumers must alternate between two distexb$ta
mind in response to lecture and narrative forms of advertising. In the lectureinthdeuals,
as the recipients of advertising message projected outward from the scragne the
information at arm’s length, and utilize the outcome to guide their behaviorsréegresent
argument, evidence, as well as exhortation, and are in essence “secondhactibassae
step removed from life” (Wells, 1989, p. 15). Consequently, audience members srolikel
believe that conclusions drawn from commercial lecture are “imposed on théts,(1989, p.

15).



In sharp contrast, narrative/drama advertising depicts object lessondrayipgrstories
about how the world functions. Characters in the drama speak to one another instead of
delivering direct address to audience members. In the narrative mode, ad\ieoe@ne
“eavesdroppers” (Wells, 1989, p. 14), and are transported into the narrative world. Tthbey sw
their mental location so as to experience events unfolding yonder, on the drama sideanf¢he
(Wells, 1989). With claims resting upon subjective grounds, drama advertising impinges upon
audience members in an entirely distinct fashion. Specifically, Bruner (2386éjted that plot
and character in drama advertisements engage the audience’s imaginatiforno fher
meaning of the drama. Audience members become “close-in observers” of aotiscar
participants” (Wells, 1989, p. 13) in the narratives, and they learn from narrdweeising by
applying the inferred lessons to everyday circumstances they confrons (\\M¥P). In this
sense, dramas are able to “deliver a firsthand taste, a true santy@desofdtional reward that the
product can provide” (Wells, 1989, p. 15). In consequence, from the audience members’
perspectives, conclusions drawn from narrative advertising are “mine” and vgl(Malls,

1989, p. 15). In summary, Wells (1989) maintained that lectures and dramas wosdnira#gs
distinct fashions, and they resort to different mechanisms to persuade.
Argument versus Drama Advertising: Different Consumer States of Md

The disparate patterns of influence by lecture and drama can be apprppaoastiued

from a narrative psychology perspective. Bruner (1986, 1990) asserted that thgnpatia and

the narrative modes of thoughts constitute two distinct modes of cognitive functzoniraggder

10



experience differently. As such, in response to stimuli of different naturesepmpprehend
experience in disparate fashions.

According to Bruner (1986), the paradigmatic mode of thought seeks to “fulfilli¢iae i
of a formal, mathematical system of description and explanation” (p. 15). Atuergosstimuli
with either implicit or explicit arguments, people resort to this mode of thoughintrast, the
narrative mode of thought essentially concerns understanding and constructieanrig, and
is defined as a thinking process whereby people craft stories to makektresexperience. In
particular, “narrative deals with the vicissitudes of human intention” (Bruner, 1986.,.p. 17)

It would seem reasonable to argue that the Elaboration Likelihood Model (ELM),
proposed by Petty and Cacioppo (Petty & Cacioppo, 1981), constitutes a dominant persuasion
model that explains the underlying mechanism of the paradigmatic mode of thdugElL W
seeks to explain how rhetoric influences attitude change. Defined as the exthithtpeople
engage in issue-relevant thinking, elaboration is assumed to fall along a contwthwne end
characterized by extensive evaluation of the central merits of thegeeasal the other end
characterized by little mental activity. The ELM posits that behaihges can take place at any
point along this elaboration continuum (Petty & Cacioppo, 1981).

The ELM is essentially a dual-process persuasion model that deliheatdistinct
routes to persuasion (O’Keefe, 2002; Petty & Cacioppo, 1981). The central route tgiparsua
characterized by extensive cognitive elaboration of the arguments in thegaesathen the
message recipient has both elaboration motivation and ability, the central ractigased.

Persuasion via the central route is achieved through the attentive assedshreeatgument’s

11



inherent cogency. In contrast, the peripheral route to persuasion is ahzeddvy low degree of
elaboration and occurs when message recipient lacks the ability and/or rootiggirocess the
message. Under low elaboration and in the peripheral route, message retgpebibsrely on
heuristic principles, such as length of the message, likeability ac@ness of the
endorser/communicator to decide whether to accept the advocacy. The ELM phedicts
persuasion achieved via the central route tends to be relatively more durable aratipecah
the subsequent belief change, as well as more resistant to counterarg@iadaiits,(Petty, &
Cacioppo, 1981).

The activation of different routes to persuasion is affected by elaboratiovatatiand
ability (Petty, Heesacker, & Hughes, 1997). Motivation is contingent upon twakeys
among others: personal involvement with the issue and one’s need for cognitipnGReithppo,
& Goldman, 1981). In particular, when a topic is of high personal relevance to thegyeessa
recipient, he/she is said to be highly involved with the topic. As such, the messagmtecipi
tends to be more motivated to engage in issue-relevant thinking as welttestively assess
the cogency of the argument strength via the central route. In sharp corttexst Yopic bears
little personal relevance, the message recipient tends to be low in involeamddm less
motivated to scrutinize the message arguments. Under this condition, tlagenesspient tends
to process the information peripherally and rely on some cognitive shortcltsssuc
attractiveness of the endorser or the source expertise, to make decistbiespéadapheral route

(Petty, Cacioppo, & Goldman, 1981; Petty, Cacioppo & Shumann, 1983).
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Motivation is also influenced by need for cognition, defined as one’s dispositional
tendency to enjoy or engage in thinking so as to understand the world (Cacioppo & Petty, 1982).
Generally speaking, individuals high in NFC are more likely to be motivatpbtess the
information and attentively assess the argument strength via the ceateathan those low in
NFC. Moreover, individuals high in NFC are more adept at differentiating arggments from
strong ones (O’Keefe, 2002).

Apart from motivation, elaboration ability constitutes a second determinant for
processing strategy (O’Keefe, 2002). Individuals with cognitive alsilitbegponder the message
are more likely to process the information centrally. Ability is influenog factors including the
presence of distraction (Petty & Brock, 1981) and prior knowledge (Cacioppn, & &tidera,
1982). When the message recipient is distracted (e.g., due to noise), he/she ie tegarabkss
the information via the central route. In addition, individuals with considerablegetrti
background knowledge about the topic are more capable of evaluating the centredrasgand
are more adept at differentiating the weak arguments from the strong oness€gnilienited
knowledge about the topic always causes individuals to be less able to process théamforma
centrally (O’Keefe, 2002).

As succinctly put by O’Keefe (2002), the persuasive effect hinges uporediffactors
in the central route (under high elaboration) than in the peripheral route (undéatbonagon).
Under high elaboration, the predominant valence (negative or positive) of thegenessa
recipient’s issue-pertinent thoughts will mainly impinge on the persuafiees. In particular,

the predominant valence is affected by two factors. The first factor involvether the

13



advocated position is proattitudinal or counterattitudinal for the message redgventthing
else being equal, proattitudinal messages tend to elicit more favorable thougktsage
recipients. In contrast, everything else being equal, counterattitudasslbiges are likely to
trigger more negative thoughts in message recipients (O’'Keefe, 2002). e §actor is
argument strength. When people process the information via the central routetinyzgtg the
message argument, strong arguments tend to elicit more favorable attitugesctiem do weak
arguments. Under low elaboration, the persuasive effect relies on cognitit@ishavhich are
activated by peripheral cues, such as attractiveness of the communictyoiG&aoppo, &
Schumann, 1983).

The ELM is extremely potent in explaining rhetoric-based belief chadingEognizes
the fact that sometimes message recipients are active thinkersyalyesgsessing the argument
strength to make decisions, whereas other times they are cognitive,nma&ing decisions
based on some simple heuristics. In addition, the ELM delineates two distinsttmute
persuasion taken by active thinkers and cognitive misers under differemhstences. Further,
the ELM specified the conditions under which different routes will be aetivaiastly, the ELM
has identified several factors such as involvement, source expertiseivattess of the
endorser that tend to influence rhetoric-based belief change. These stiitgthELM make it
a powerful tool in predicting and explaining persuasion through argumentative sidgerti

Nonetheless, it is pivotal to note that the ELM bears limited explanatory patsede
the realm of rhetorical persuasion. Albeit potent, the ELM mainly applies toridee

persuasion and thus fails to adequately address the workings of the narrative rhodgldf t
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According to Prentice and Gerrig (1999), neither of the dual-process mod#&ts KESIM)
“seems to capture the phenomenological experience of reading (or heanegiog) a work of
fiction” (p. 453).

In fact, the persuasiveness of narratives has long been recognizeaiarktewithin the
context of advertising, the narrative mode of thought has also been examineth®lesgra
persuasion model that is mainly applicable to narrative-based belief chaagtll lacking
prior to the proposition of the Transportation-Imagery Model by Melanie Green in 1996.

Research on narratives prior to Green mainly viewed the narrative-basfabalige as
a result of empathy. Ever since Aristotl&setics(Trans, 1987), literary theorists have stated
that the persuasiveness of narratives lies in their ability to move an audiemmpdthize with
the story characters (Booth, 1961; Martin, 1986). Empathy can be construed as a dtigdonic
compatible and concordant” affective reaction that the reacting individubliés to
happenings to another person and/or “by this person’s expressive and behavioraésespons
them” (Zillmann, 2006, p. 155). In a narrative advertising context, empathy has beeivedn
as a dynamic process through which audience members imaginatively girejaselves into the
experiences of advertising characters (Booth, 1961; Katz, 1963).

According to Zillmann (2006), a valid comprehension of empathy is based upon a lucid
recognition of the joint operation of both emotion-inducing circumstances and dsnode
affective responding. Zillmann (2006) suggested that the causal and expcesspaents in a
model’s affect appear to be sequentially dependent. As such, prior knowlecdgesalf c

conditions of affective reactions should facilitate pronounced empathic respondimgr§ely,
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when causal circumstances of a model’s affective display remain yrnbleatensity of
resultant empathy in the observer should be relatively diminished (Ziln2&06). Furthermore,
the conceptual separation of causal and expressive elements in a modélasdfensures
close attention to types of causal conditions as well as to the linkagecetive model’s and the
observer’s reactions to such conditions (Zillmann, 2006).

Regarding the type of the presentation of causal circumstances, Zillmann £26686gd
that the reproductive fidelity of affect-eliciting circumstantesled to impact the affective
reactions of the observer. Zillmann (2006) stated that closer (re)presenfaie actual
stimulus conditions tended to result in greater affective impact. Analgg@auisiertising
scholars also highlighted the key role of verisimilitude in determiriagersuasiveness of the
narrative advertising. Verisimilitude refers to the believabilitgltdracter actions and dialogue
within the story context (Todorov, 1977). To have verisimilitude, the advertising story must
portray the product consumption experience in such a fashion that it conforms to consumers
general understanding of human experience. A “contrived” or “hokeyatnagradvertising
message fails to evoke empathic responding in audience members (Wells, 1989, p. 15).
Moreover, the vivid portrayal of affective reactions of story charactegually essential in
eliciting consumers’ empathic reactions. In advertising stories, aeasanteract with or use the
brand, and thus display overt indications about their affective responses towarathéBlotker
& Olson, 1991). By virtue of their interactions with and reactions to the advebiaed,
characters in narrative advertisements can offer viewers afabie psychosocial consequences

germane to the brand consumption (Boller, 1990). It is through charact@ahseso the events
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that experiential meanings of the advertised brand are conveyed. In thisaselsece members
process narrative ads by establishing empathic relationships with thésadgeharacters.
Through such relationships, individuals are able to vicariously experience thegeelevance
of the advertised brand (Boller & Olson, 1991). Note that all modes of representation (bot
visual and non-iconic) can be potent in evoking affect reactions (Zillmann, 2006).

From the audience members’ perspective, the empathic process involves tts: aspe
character identification, and vicarious participation in the story evBote( & Olson, 1991).
First, they may identify with a character. In particular, during thedosdre to a narrative
advertisement, their empathic feeling normally starts with theirifdeion with a character.
Second, they may vicariously participate in that character’s exgerién other words,
consumers experience the story events vicariously by virtue of the cegmitivaffective
perspectives of the story character with whom they identify. In the bagimsuch vicarious
participation in the events may be just some thoughts and perceptions. Nevertheless, a
identification with the characters intensifies, their vicarious ppgtan evolves to a deeper
level, such that they may exhibit some emotional and even some physical reactcassoally,
consumers with a short sense of empathy may even feel as if they vifivatiythrough” the
story events (Boller & Olson, 1991, p. 173).

The persuasive power of narratives stems from the human tendency to arrange
information about people and their actions in the form of a story according to narrative
psychology. Adaval and Wyer (1998, p. 207) asserted that, “much of the social indarmeat

acquire in daily life is transmitted to us in the form of a narrative.” More@eaple tend to
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associate their interpretations of experience to others by narratintjingrd®ries. Narrative
processing hinges upon existing narrative knowledge structures. In pasttéska (1993)
contended that people retain causal relations inherent to recurringueagq@iodes as structures
of causality and store such structures as prototypes in their minds. People praresgyinc
narrative information by referring to the prototypes or structures devkfopa their personal
experiences (Schank & Abelson, 1995). In this way, people comprehend how and why a story
evolves. In addition, people also tend to picture themselves in the same situagpicted in

the narrative. To put it differently, people are likely to engage themselvesntal simulation,
defined as “the cognitive construction of hypothetical scenarios” (T&f&chneider, 1989, p.
175).

Consistent with such human inclination to understand experience by narrativas/enarra
advertising has been found to prompt consumers to construct functional consequences and
symbolic meaning from the depicted stories so as to understand the adverti¥éhezats the
dominant persuasion models such as the ELM fail to identify the underlying mechanism of
narrative persuasion, the above-discussed research on the narrative mode of theegjaly
unable to evolve into a comprehensive persuasion model that explains and predicts the
effectiveness of the narrative-based persuasion, where the evocation of magéaliplays a
paramount role.

Nevertheless, the previous research on the narrative mode of thought ideetified s
elements of persuasive narratives: character identification anibugaarticipation in the story

events by the audience, as well as the intrinsic characteristics of tagveancluding
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successful development of characters and verisimilitude. These elemehtsexbmith the
human tendency to process information in a story format may lead to empathysttinear
narrative. Such empathy is where the persuasive power of narratiiesresi
Melanie Green’s Transportation-Imagery Model

An audacious attempt to explicate a model specifically applicable tdinanparsuasion
was made by Melanie Green in 1996. Green (1996) first proposedatinspportationconstitutes
the underlying mechanism in narrative-based belief change. The conceptrabtat
“transportation” is based on its use in the book entEegeriencing the Narrative Worlay
Richard Gerrig in 1993.

Someone (“traveler”) is transported, by some means of transportation, ak afres

performing certain actions. The traveler goes some distance from hisveorte: of

origin, which make some aspects of the world of origin inaccessible. Theetreateirns

to the world of origin, somewhat changed by the journey. (Gerrig, 1993, pp. 10-11).

The literal experience of traveling was employed here to construedtespes that take
place during one’s exposure to a story (Gerrig, 1993). Such feeling of beingdosarrative
(Nell, 1988) seems quite common for many people. Gerrig (1993) noted that transpdstati
immersion into the text, or being lost in the narrative.

Following Gerrig (1993), Green (1996) further asserted that with exposutegbla
involving narrative, transportation is likely to be activated. Transportation ieptuatized as

“an integrative melding” of cognitive attention, mental imagery, and emotiovalvement.
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That is, transportation entails attentional focus, mental imagery, andealatsponses (Green
& Brock, 2000, p. 701).

First, as transportation is perceived as a convergent process, all of thgewesgaents’
mental systems and capacities become focused on the events taking placairathe.
Attentional focus constitutes one attribute of transportation (Green, 1996).

In addition, both the degree of transportedness of the narrative and the induced belief
changes hinge upon the evocation of measurable imagery. Isolated images tbapartinent
to a focal story are not powerful enough to induce belief change. Moreover, theypmitenc
mental imagery is contingent upon the narrative structure to some extenthi# she
narrative is a mere collection of provocative descriptions, transportationkslyrb be elicited.
Instead, transporting narrative entails an identifiable storyline, witlgiartiag, middle and end,
in which emerged questions and problems are only answered and resolved in the subsequent
portions of the narrative (Green, 1996).

Furthermore, transportation is an emotional immersion into the narrative. Traadspor
individuals tend to exhibit positive attitude towards the characters in theiveriidie
experiences and the beliefs of these characters may then have a hdigtiteeece on the
message recipients. As a result, message recipients tend to endorserstmteiat beliefs. In
addition, Green (2004) found that more transported individuals are more likely to endorse st
consistent beliefs regardless of their prior knowledge and experience.

In sum, transported individuals tend to be cognitively attentive to the events ocaurring

the narrative, experience vivid mental imagery, and generate stronigreahotactions to the
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story characters. As a result, upon returning to their world of origin, transpedigdiuals tend
to exhibit story-consistent beliefs (Green, 1996).

In this scenario, the transported individuals are not likely to simply follow theatent
the peripheral route to persuasion as identified by the ELM. Moreover, althouglldiced
belief change via transportation does not involve elaboration, it has been found to be more
enduring and persistent than the one realized via central route, and even have abspérte s
effects (Appel & Richter, 2007).

Gilbert (1991) noted that audience members are naturally susceptible to believing
whatever they read or hear, whereas disbelieving tends to be an arduous correcéss s
such, transportation into a narrative world renders message ngsilges motivated (or less able)
to disbelieve any specific conclusion. In addition, transported individuals amessadrin the
narrative such that they may become less willing to stop and cyiteoeimine propositions
manifested therein (Green & Brock, 2000).

The Inception of Transportation in Narrative Persuasion

Green and Brock (2000) empirically investigated the role of transportationrativar
persuasion. Transportation can influence readers via three meanmddsteds with characters,
decreasing counterarguments, and rendering narrative events more li&goezance.

In particular, transportation induces heightened positivity towards symgathatacters
(Green & Brock, 2000). As such, transportation seems to be a significant predjpbsitnfe
evaluation for story characters. Empirically, highly transported indilsda#ed characters more

positively than their low-transported counterparts. Moreover, it was found thay igigported
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individuals were also more likely to endorse story-consistent beliefs on botficspedigeneral
items implied by the narrative.

Moreover, the study revealed that transportation results in less counteraaguing
indicated by “Pinocchio Circling” (Green & Brock, 2000). In particular, beeds traditional
thought-listing coding technique was not sufficiently sensitive enough to capyméive
responding to stories, Green and Brock (2000) created “Pinocchio Circlinggassanessage
recipients’ questioning or doubtful reaction to a story. It was found that highly tréedpo
readers circled fewer false notes in the story than less-transpeatiets. Specifically,
“Pinocchio Circling” required participants to go back over the story dfesrhad completed
dependent measures and circle any “false notes,” or parts of the storylthat dppear factual
to them. Green and Brock (2000) contended that false noting in narrative comruaniczsi
akin to counterarguing (Brock, 1967) in rhetorical communication because both werssa®
that might impair the text influence. Green and Brock (2000) used two waysutatalc
Pinocchios: the number of circles drew and the number of linegtadnievhich circles appeared.
A circle was deemed a single unit, but might correspond to a single word or seveeaices.
Circles were indicative of the number of ideas people considered to be “falsg ndiereas
lines presented a measure of the actual amount of text people rejected. An ANMDVA
reported transportation, source (fiction vs. nonfiction), and instruction sets (tmsatative,
fourth-grader) as factors indicated only a main effect of trangmortan both lines and circles,

with highly transported individuals drawing fewer circles andiagcdfewer lines. In other words,
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highly transported individuals were more likely to endorse the story andegsrikely to
engage in disbelieving processing. As such, transportation enhanced percepitberiaty.

An ANOVA using need for cognition (NFC), source, and instructions as the independent
variables revealed that NFC was unrelated to Pinocchios for both circles andhliparticular,
participants high in NFC (as measured by a median split) did not draw more Posabetm
their counterparts low in NFC. Neither did NFC significantly affectdfelor character
evaluations. Therefore, unlike transportation, NFC did not appear to constitutkereli
moderator of the narrative influence on beliefs or character evaluatiogen(&rBrock, 2000).

In consequence, the Pinocchio technique appears to lend additional evidence supporting
the distinction between transportation and cognitive elaboration: highly traespadtviduals
circled fewer false notes in the story compared with their less-traadpmtinterparts; no such
differences were observed between individuals high versus low in NFC. Extemtspiariation
reliably distinguished between participants who circled many false nessst{ansported
participants) versus few false notes (highly transported participamt)ntrast, need for
cognition (Cacioppo & Petty, 1982), which measures the natural enjoyment aiveegffort
was unrelated to the circling of false notes. As such, transportation and cogaiieBbn are
hypothesized to be distinct constructs. Following this line of reasoning, theSk&€ would not
necessarily predict transportation. In effect, Green and Brock (20@0palsd that the
correlation between NFC and transportation was small and lacked sthfigjitficance.

Transportation seems to be resistant to external manipulation, becausente@mtust and

the pre-reading instructions did not affect degree of transportation (in gnesi one to three)
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(Green & Brock, 2000). Neither did truth status and instructions influence belétharacter
evaluations. Further, there was no interaction effect between transportationthrstetus and
instruction on beliefs and character evaluations.

Green and Brock (2000) performed mediational analyses (Baron & Kenny, 1986) in
experiment four to explicate the relationship between pre-reading instryc¢taorsportation,
beliefs and character evaluations. Results demonstrated that tramspadastituted the
underlying mechanism in narrative-based belief change. Furthermocress failed to find
any significant effect of absorption on beliefs and character evaluatioasefére, the level of
absorption could not account for story-consistent beliefs.

Given the association between transportation into a narrative world and repozted gre
degree of endorsement of story-consistent beliefs, researchers argukd stagntific study of
persuasion should refocus on poetics in lieu of rhetoric (Green & Brock, 2000). Accrding
Green and Brock (2000), the dearth of empirical studies on narrative perseasitsfrom the
fact that the dominant dual-process persuasion models such as the ELM aBdtifeilHio
identify the apposite mechanism in narrative-based belief change. PeardiGerrig (1999)
echoed that neither of the dual-process models appears to “capture the phenona¢nologic
experience of reading (or hearing or viewing) a work of fiction” (p. 543). Icefiieis study
highlighted the fundamental difference between rhetorical and narrativawoaication.
Specifically, rhetoric is much affected by framing. For instance, prevesesrch (e.g., Eagly &
Chaiken, 1993) revealed that source credibility influences the impact of argu@emersely,

Green and Brock (2000) found when the audience members are transported into ke narrat
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world, the source exerted negligible influence. In other words, transpartatids to be immune
to source manipulation. That is, regardless of the truth status of the narratigppttation can
affect real-world beliefs. As such, less credible sources and speakt@atveiogent arguments
may employ narratives to more effectively achieve their persuasals. go

In summary, transportation is distinct from cognitive elaboration (Petty&o@jpo,
1986) and demonstrates characteristics consistent with its conceptoalimaterrig (1993):
temporary immersion (involving cognitive attention, mental imagery, aratienal involvement)
into the narrative world afar from a reader’s original situation. # feand that the entire
Transportation Scale was predictive of beliefs and character evaluati@mss the four
experiments. Meanwhile, an alternative process, need for cognition, alale tm moderate
story-consistent beliefs and evaluations. In addition, Green and Brock (2000) fuaith&ined
that any text can elicit transportation theoretically, but welltedsfind high-quality narratives
are more likely to activate such transportation experience.

Green and Brock (2000) also predicted that narrative-based belief charadpty tthe
extent that it activates transportation, would result in stronger and more enoklrgfg than
rhetoric-based change. The prediction is based upon three underlying preciis#iag: 1)
narrative is the universally preferred mental structure for organamdgetrieving human
experiences (Schank & Abelson, 1995); 2) compared with rhetoric, narratieeaconducive
to integrating affective and cognitive processes for opinion faomabther things being equal; 3)
attitudes formed both affectively and cognitively (e.g., Edwards, 1990; Babti@95) tend to be

more enduring (Rosselli, Skelly, & Mackie, 1995).
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Furthermore, the narrative worlds are broadly defined with respect to mouétether
the narrative is in audio, written, or cinematic formats, the same trangpopatcess is
theorized to occur. Accordingly, the reader (as used in Gerrig, 1993) includes aagees
recipients (reader, listener, or viewer) of a narrative (Green & Brock)2000

According to Green, the degree of transportation is affected by messdgégestsuch as
the level of artistic craftsmanship and the degree of adherence to the natratitige. In
addition, the degree of transportedness is also affected by the messagatieafiributes such
as imagery abilities, field dependence, and hypnotic susceptibility. And theereaderate
correlation between dispositional empathy and transportation (Green, 1996 g(Beark,
2000). Nevertheless, transportation may not generally vary by gender.

Transportation has been measured by a 15-item self-report scale (GBzeok&2000).
The scale consists of 11 general items and four imagery items spBcgerahane to the target
narrative. All items are measured on a seven-point scale anchovedybyuchandnot at all.
The theoretical range of the Transportation Scale was 15 to 105, with highernsdimagsg
greater degree of transportedness. The scale taps into cognitive dimeffsaiveadspects, as
well as visual imagery processes and these three factors neverthelessraorrelatedr§
ranged from .41 to .21). The transportation experience results from the synerggahtiieed
processes (Green & Brock, 2000).

Application of Transportation Theory to the Advertising Domain
Mental simulation elicits narrative transportation. Previous studies long asserted that

people naturally think about and interpret the world around them through stories (Bruner, 1990;
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Kerby, 1991). Schank and Abelson (1995, p. 1) echoed that narrative processing is so pervasive
that “all of our knowledge is contained in stories and the mechanisms to constructiaud ret
them.”

In an advertising setting, Escalas (2004) empirically validatedque researchers’
prediction (e.g., Fiske, 1993; Polkinghorne, 1991) that mental simulation tends to elativea
processing. Mental simulation refers to the cognitive construction of hypeilstications
(Taylor & Schneider, 1989) in a story or a narrative format (Fiske, 1993). Mantabsion is
episodic in nature, as people imagine an event unfolding over time. As such, simalaions
similar to stories or narratives (Fiske, 1993) linking actions and outcomes in bhfaahim
(Bruner, 1990; Pennington & Hastie, 1986; Stein & Albro, 1997).

Escalas (2004a) empirically demonstrated that advertising-encdureeggal simulation
persuades via narrative transportation. In effect, Escalas (2004a) was thmeery few
scholars who examined transportation theory in the advertising domain. flbwmasthat
transportation was accompanied by positive affective responses and redicadhinking,
which results in more favorable ad attitude and brand evaluation.

In an advertising context, Phillips, Olson, and Baumgartner (1995) mainthated t
consumption visions, or self-constructed mental simulations of future consumptionas;enar
encourage consumption behavior because these visions involve the self-enaciled, deta
product pertinent behaviors. According to Escalas (2004a), such consumption visieresse
subset of possible mental simulation stories and are the most germane ameslvertising

setting, where advertisers seek to evoke imagined product consumption experienc
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Escalas (2004b) empirically examined self-focused mental simulationcetglkae print
ad for running shoes. It was a 2 x 2 between-subjects design, with simulation condition
(simulation encouraged versus not encouraged) and argument strength (ssaagveak) as
two factors. It was found that under the mental-simulation-encouraged condittas, thiaen ad
viewers were simulating themselves using the advertised product witlalideyconsequences,
they tended to ignore argument strength, and their ad attitude and brand@valdidtnot vary
significantly in response to the ad with strong or weak argument. Es2@h| argued that
when simulation was activated, audience members became lost in or absotiedthptghts
in the form of a narrative, which precluded them from thinking critically abowddkiertisement
and its arguments. As such, argument strength did not exert any impact atishal
attitudes and brand evaluations. In contrast, under mental simulation not-gecocwadition,
that is, when ad viewers were not simulating, they seemed to go throughydicar@gnitive
process. In this case, argument strength influenced viewers’ attitudesl tihe ad, with strong
argument eliciting more favorable ad attitude compared to weak argumenacKiod |
statistically significant difference in terms of brand evaluation wagaltlee fact that
respondents in simulation not-encouraged condition universally did not like the advertised
running shoe, even when the argument was strong. Besides, it is possible thatdfdoause
involvement, ad viewers were only attentive to those peripheral cues in theladsshe
appearance of the picture of the stimulus shoe, which is consistent with the ELy (Pett
Cacioppo, & Schumann, 1983). That is, nonsimulators tended to engage in analytical thought

processes rather than narrative thought processes. Analytical thoughsimgtesds to more
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critical thoughts and fewer positive emotions. The end result of analyticalgsing is less
favorable ad attitude and brand evaluations, compared with the narrative proeeskeu)via
mental simulation. Nevertheless, regardless of why nonsimulators did not |&lecire Escalas
(2004b) found that ad-encouraged mental simulation can overcome ad viewers’ negative
perception of the stimulus brand and result in more favorable ad attitude and braatiaal

Escalas (2004a) measured narrative transportation in two ways: thatéme
transportation scale and thought coding for narrative structure. It was faatndental
simulation leads to narrative thought structure and narrative transportatioh,regudt in more
positive effect on ad attitude and brand evaluation. Furthermore, when examingfigthef
narrative transportation on ad attitude and brand evaluation, Escalas (20@dahatt
transportation affected ad attitude and brand evaluation by elicitimgypagnotions and
reducing critical cognitive responses. As such, narrative transportatianeteelings, and
reduced critical thinking resulted in more persuasive ad appeal than one basedypon
analytical processing, as indicated by ad attitude and brand evaluation.

Escalas (2004a) concluded that different types of processing wereyewahbly
simulators and nonsimulators. In particular, narrative processing trartsponigators’
attention away from critical evaluations and elicited more favoral#etafé responses in terms
of more positive ad attitude and brand evaluation. In contrast, non-simulatore@ngag
analytical cognitive processing where argument strength influenceddthattitude. As such, ad
viewers generated more critical thoughts and fewer positive emotionking# less favorable

ad attitudes and brand evaluations.
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Mental simulation type (process versus outcome) influences behaxal outcomes.As
previously discussed, mental simulation was likely to elicit narrativeepsireg, in which
transportation constitutes the underlying mechanism (Escalas, 2004a). Sodialqugygal
studies further indicated that mental-simulation type affects behaviocales (Pham &

Taylor, 1999). In particular, most successful mental simulation focuses orotespof
attaining a goal in lieu of the outcome of completing the goal (TaylomPRakin, & Armor,
1998). In other words, in order to achieve a goal, it is more effective to sirthoate
progressive steps towards the goal than to simulate experiences of suaaghkstyy reaching
the goal (Pham & Taylor, 1999). For instance, for a recovering alcoholic, itlweuhore
useful for him to simulate how he is going to tackle the anticipated pressuhaskafg at a
Super Bowl party than to simulate how good he will feel if he finishes the entirevgémoeit
binging (Pham & Taylor, 1999). In fact, mentally going over those problem-soletivitias
may allow the alcoholic to formulate a specific plan for handling such nackég event
(Escalas & Luce, 2003).

Escalas and Luce (2003) extended such findings into the advertising domainided! yie
consistent results. Specifically, it was found that process-focused preiseiment thought led
to more favorable behavioral intentions than outcome-focused pre-advertisemeht, tivbieq
the print ad involved strong arguments.

In process-focused simulation, planning and emotion regulation constitute twoargediat
(Taylor et al, 1998). Process-focused simulation emphasizes a series of actions required t

achieve an outcome, and thus forge the linkage between action and outcome. As such, process-
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focused simulation is likely to encourage plan formation, during which simulasr&alty go
through a timeline of specific activities, constructing a detailed, evostony. In other words,
the process-focused simulations consist of a sequence of casually linkedc syeticifis or
events that conform to real-world constraints. These mentally visualized belaeitighly
pertinent to problem-solving activities in reality. Due to the realistic padific nature of
simulation, the plan for attaining the goal includes precise and feasiblks déhis enhances the
likelihood that the plan will be carried out and thus affect behavioral intentions and behaviors
(Kahneman & Miller, 1986). By contrast, outcome-focused simulation emphasizasdtio¢ the
story, that is, the positive benefits or results of the actions. The actiorssanees to have
occurred, but the step-by-step details are not necessarily consideraagltad that process-
versus outcome-focused modes of thought encourage the creation of different typestioésar
in working memory (Escalas & Luce, 2003).

In an advertising context, process-focused advertising messagsststrpsocess of
product consumption. Alternately, outcome-focused advertising messages ofteragacour
consumers to simulate favorable outcomes of product consumption. Such messagesrfeature
“eye on the prize” focus and tend to stimulate ad viewers to concentrate on Huzgbaasing
from the achievement of positive benefits or outcome (Escalas & Luce, 2003).

In their first experiment, Escalas and Luce (2003) found that when theergstrength
in the advertisement was strong, process-focused mental-simulatioedesutiore favorable
behavioral intentions (product purchase intention and free-sample usage intentian)ttoene-

focused mental simulation. In particular, it was noted that under the procesed instructions
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condition, individuals thought not only about the process but also about the outcome of using the
advertised product (vitamins), whereas under the outcome-focused instruction®opnditi
individuals thought more exclusively about the end benefits of using the vitamins.msr®ic
empirical findings demonstrated that process-focused mental simulatittedas both
behavior and outcome thinking within the context of plan formulation. More importantly, the
study revealed that individuals under the process-focus instructions conditioriezkbtlonger
behavioral intention to purchase the product and use a free sample of the product cottipared w
their counterparts under the outcome-focus instructions condition. To summareleskEzsal
Luce (2003) noted that process-focused mental simulation resulted in theafitwmof a
progressive plan to achieve a favorable outcome, with outcome being one component of the plan.
By imagining taking the advertised vitamins on a daily basis, participaertseseto visualize the
necessary behavioral steps to obtain the benefits of the vitamin usage. & theysappeared
to be more willing to take these steps as indicated by greater purclesdi®mand free sample
usage intention.

To examine the moderating impact of argument strength on thought-focus inasucti
Escalas and Luce (2003) conducted another 2 x 2 between-subject experimdmiwgkit focus
and argument strength as two factors. Specifically, researchers nageupillought focus with
pre-advertisement thought-focus instructions. Moreover, researchers meaa@utgument
strength as a potential moderator of the process-versus outcome-focubetif@en
participants. The argument strength manipulation was achieved by varyicrgdhality and the

strength of specific “scientific” claims made in each advertisen@orisistently, researchers
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found that under the process-focused condition, participants thought about both the process and
outcome of the advertised product (a fictitious vitamin brand) consumption, whereer
outcome-focused condition, participants thought predominantly about results of the product
usage. In addition, the process-focused thoughts tended to enhance behavidmisrdaht in

an ad with strong arguments and were found to diminish behavioral intentions in an ad with
weak arguments compared to outcome-focused thoughts. As such, compared to outcome-focuse
mental simulation, process-focused mental simulation rendered partigipargsensitive to the
argument strength. It was argued that such heightened sensitivity in plaaessd mental

simulation was due to the associated planning processes. Under the progcesd-foental

simulation condition, when their behavioral ability to attain the outcome wds (wkan

exposed to weak argument), participants seemed to be more unwilling to terarukctionable

plan compared to the outcome-focused simulation condition.

Based on the above-mentioned findings, Escalas and Luce (2003) empirically
demonstrated the superiority of process-focused mental simulation to outcometimeueal
simulation in inducing favorable behavioral intentions when ads involve strong arguments. |
addition, the researchers identified an interaction effect between argstmength and thought-
focus. Specifically, process-focused simulation appeared to make the cansurne discerning
to argument strength, such that consumers showed enhanced behavioral intentipos e tes
strong argument, whereas they decreased their behavioral intentions in respona@#i the

argument.

33



It is pivotal to note that the findings with respect to the impact of thought-focus on
behavioral intention were obtained in a somewhat unrealistic advertising eneirrioacause
Escalas and Luce (2003) mainly used pre-advertisement thought-focugimstroienanipulate
individuals’ thought-focus on process versus outcome of the product consumption. For instance,
in the case of the vitamin ad, process-focused thought instructions requiregaaisitd
imagine themselves “using the vitamin being advertised,” whereas tlemaifocused thought
instructions asked participants to “imagine the end benefits of using thenviiamg
advertised.” As participants imagine, process-focused thought instruaskmeeople to “focus
on how you would feel if you took these vitamins EVERY DAY,” and focus on “how you would
feel as you used the advertised product,” whereas the outcome thought focus ask pecoye to f
on “the benefits you would gain from using the vitamins” and “as a result of usiag\bdised
product” (Escalas & Luce, 2003, p. 250). In the real world however, such a manipulation
technique does not seem to be a practical option for advertisers to implement.

To address such concern, Escalas and Luce (2003) suggested that futuwk sbeedd
use narrative advertisements to more efficiently manipulate the degreectoaghriewers focus
on the process versus the outcome by including the product-consumption process at a centr
component of the depicted story in the ad. Narrative advertising depicts expkebientd
meaning, or meanings about the self-relevant outcomes pertinent to brand consumption by
portraying stories about one or more characters’ brand relevant experi@neds the human
inclination to process information in narratives, narratives fulfill twofkegtions in an

advertising context (Chang, 2009). First, they portray the benefits of intapgadlects in a
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meaningful manner (Mattila, 2000; Padgett & Allen, 1997). Second, they can hook consumers
and transport them into the narrative world (Escalas, 2004; Green & Brock, 2000). More
importantly, the degree of transportedness is positively correlated widageesecipients’ ad
attitude.

Moreover, if the process-focused mental simulation is superior to its outcousedoc
counterpart in inducing favorable behavioral intentions (Escalas & Luce, 2003), and
transportation constitutes the underlying mechanism in mental simulaticg&s2004), it
seems reasonable to infer that the degree of transportation is also influgmegchbve focus.
Therefore, the first research objective of the present study is to é&ghearelationship between
narrative focus and transportation. Specifically, by using differentovex f narrative
advertising copies to manipulate thought focus on the process versus tiraeatgroduct
consumption, the researcher expects that advertisements with narrative fdueipatess
would generate higher degree of transportation than those with focus on the eitd-benef
product usage. Hence, H1 has been proposed as below:

H1: Transportation is influenced by narrative focus of the advertisemertgnodess-
focused narrative advertisements eliciting more transportation than outocoused narrative
advertisements.

Fluency of imagery construction influences transportationTransportation is
phenomenologically similar to flow, a state of complete absorption in the tasszE€ntmihalyi,
1982; Green et al., 2008). A flow state entails a smooth and uninterrupted focus on an activity

(Green et al., 2008). Consistently, recent perspectives on transportation haatedhttat
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fluency of processing constitutes a key element of transportation exgefitsselle &
Bilandzic, 2008; Vaughn et.aP007). Two recent studies on transportation examined the
fluency of imagining in evocation of transportation. Busselle and Bilandzic (20083 ghtisat
readers would seek to build mental models while reading, and when the model camstructi
process proceeds smoothly, transportation is likely to be activatedinilar sein, Vaughn and
colleagues (2007) proposed that feelings of processing fluency tend to enhanpmetatios, so
long as audience members attribute such feelings to the narrative. Based dimdags, it is
argued that factors enhancing fluency or ease of mental model construdtionrease
transportation, whereas those undermining this process will reduce transpdGatien et al.,
2008).

In an advertising context, the vividness of product depiction and individual’s
dispositional ability to generate vivid mental imagery was idedt#ie two factors that affect the
ease of mental imagery generation (Petrova & Cialdini, 2005).

In particular, vividness essentially concerns the clarity of iuadyed controllability
reflects the extent to which images can be held in mind and/or altered incsp@gi§i at will
(Marks, 1972). Informational vividness consists of three factors: “(a) emdtiontresting, (b)
concrete and image provoking, and (c) proximate in a sensory, temporal, or spgtidNisbett
& Ross, 1980, p. 45). Not commonly independent in practice, these three factors are resgerthel
conceptually distinct. Each factor consists of different components, and eacleof thes
components tends to independently contribute to greater inferential impact of mdre vi

information (Nisbett & Ross, 1980).
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Specifically, the degree of emotional interest of an event singen several components.
One pivotal set of components involves the nature of one’s familiarity with theijpants of
the event, and affective stance towards them (Nisbett & Ross, 1980). For instanteteat
happen to one’s acquaintances or oneself are more emotionally interestitigpd®atihat happen
to strangers. Independent of the first set of components, the degree of emotioest] ahtzn
event is also affected by “the hedonic relevance of the event to the particifdistsett & Ross,
1980, p. 46). That is, the degree of resultant emotional interest is in direct proportion to the
degree to which an event impacts the participants’ needs, desires, motives, an(hvsihatis&
Ross, 1980).

In contrast, the concreteness dimension revolves around the extent of detail and
specificity about actors, actions, and situational context. These components aréveciodihe
“imaginability” of information, or its tendency to elicit sensory imagé&gr example, the
information that “Jack was killed by a semitrailer that rolled over on hisnchcraished his
skull” conveys information with greater impact than the message “Jackmnadstatal injuries in
an auto accident” (Nisbett & Ross, 1980, p. 47). In this particular case, the concretaiitn
alone can enhance emotional impact however message recipients’ familitivjtor affective
stance towards the event protagonist Jack may be. To a large extent, thenessret the first
statement and the ensuing involuntary imagery contribute to its emotional invpastt then
generates stronger inferences (Nisbett & Ross, 1980). Moreover, inagedpg information

was found to exert greater impact on inferences (Enzle, Hansen, & Lowe, T@&&d it has
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been found empirically that people have difficulty making associations thatdacreteness
and imaginability (Wason & Johnson-Laird, 1965).

In addition, informational vividness is also affected by one’s temporal, s@atdal
sensory proximity to it. For instance, the news about a bank robbery that jusedcowne’s
neighborhood is considered more vivid than the news about a bank robbed last week in another
town (Nisbett & Ross, 1980). Moreover, ample anecdotal evidence indicates tHafitls
acquired information, or information procured through one’s own sensory apparatusiesidee
more vivid and thus more apt to influence one’s assessment and inferences than arformati
received verbally via an indirect channel.

Indeed, compared to nonvivid information, vivid information has been found to carry a
disproportionate weight in judgment and decision making (Borgida & Nisbett, 1977% Begk,
1980; Shedler & Manis, 1986), the so-called “vividness effect.” Researcherd é/lgr &
Thompson, 1982; Taylor & Wood, 1983) delineated several conditions under which the
vividness effect is likely to occur. In particular, they suggested that theimfarmation tends to
be disproportionally influential when 1) the vivid information competes with less vivid
information for attention; 2) the message bears personal relevance to sageneipient; 3)
the vivid information induces an affective reaction or is emotionally arousing.

Past studies have manipulated the level of vividness through the use of the presence of
pictures (Keller & Block, 1997; Kisielius & Sternthal, 1984), concrete versusaabgictures
(Babin & Burns, 1997), concrete versus abstract words (Rook, 1987), or narrative versus

statistical information (Keller & Block, 1997).
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Specifically, Petrova and Cialdini (2005) noted that accessibility of cqutsarmmimagery
evoked by the advertisement is a mediator of the effects of imagery apgfbagisements
featuring imagery appeal seek to induce viewers to immerse themselvesyined product
experiences. Typical imagery advertisements feature phrases suctagmé yourself,”

“visualize yourself here,” and “picture how it would be.” Vividness of product depiend
consumers’ mental imagery abilities were found to affect the easegémnconstruction and
have opposite effects on product preference under different circumstancesg ReCialdini,
2005).

It was noted that when the product depiction is high in vividness, imagery ads result in
stronger product preference. Conversely, when the product depiction is low in vividness,
imagery ads result in weaker product preferences (Petrova & Cialdini, 2005).

Vividness was manipulated by presenting either personal case stofssracta
impersonal information. As in Rook’s (1987) manipulation, two versions of stories have been
created, with one featuring a fictitious couple’s reaction upon learning theyHRYV, the other
replacing summary abstract information with the personalized storyiVideand nonvivid
versions were matched as closely as possible in terms of content and length.

In Petrova and Cialdini’'s (2005) studies, researchers empirically ex@thaénfluence
of vividness of product depiction and the presence of imagery-inviting appeals onyimager
fluency. In particular, they varied the concreteness of the pictorial prddpudtion (study 2)
and used either easy-to-imagine verbal product description versus nonexgdentartnation

such as numerical ratings (study 3) to manipulate the vividness of product depiction
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It was found that participants reported more favorable emotional responsesatasad
by the extent to which the ad made them feel good, excited, stressed, elatedebesied,
unpleasant, sad, happy, bored, pleasant, uninterested, tranquil, flat, positive emotionsiver negat
emotions) at their exposures to ads featuring high-vividness than ads involving ldnesgsi In
addition, it was found that participants under the high-vividness conditions reported more
product-relevant thoughts, and more product attributes in these thoughts than therpadsnte
under low vividness condition. These findings were in line with previous researclssagge
heightened cognitive elaboration in response to vivid information (Kisielius &l&te 1984).
However, no statistically significant difference was detected betade with or without
imagery appeals in the number of product-relevant thoughts and the number of prabutestt
reported in these thoughts. This suggests that imagery appeals per se did net cogeisise
elaboration.

In addition, MANOVA analyses confirmed the interaction effect betweewividness
of the product depiction (vivid versus pallid) and the presence of imagery appeasan br
attitudes and purchase intentions. Imagery appeals had the opposite effergginupon the
vividness of product depiction. In the presence of imagery appeals, ads featunintyioigess
of product depiction resulted in more favorable brand attitude and purchase intention than ads
featuring low vividness of product depiction. Nevertheless, in the absence ofyrapgeals,
the vividness of the product depiction did not influence brand attitude or purchase intention.

Furthermore, there was an interaction effect between vividness of progiatiacseand

presence of imagery appeals on the accessibility of the consumption imagergasure the
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accessibility of the consumption imagery, researchers asked pantscipavisualize the
advertised service (vacation) as well as to provide a written descriptiba ofental image. The
ease of this subsequent generation of the consumption imagery was gauged Qvphist
scales. The first three items seek to measure 1) whether the partieipamible to imagine the
vacation, 2) how easy it was for them to imagine the vacation, and 3) how long it toolothem
create the mental image. For the remaining three items, participaetasked to rate the mental
image as 1) vivid and clear versus vague, 2) alive and dynamic versus notajyarah3)
detailed versus not detailed. Petrova and Cialdini (2005) found that in the presencgeoyima
inviting appeals, high vividness of product depiction increased the perceived ease of suibseque
imagery generation, whereas low vividness of product depiction decreasedctiequbease of
imagery construction. Next, following the procedures used by Baron and Kenny (1&86yaP
and Cialdini (2005) conducted additional analyses and found that imagery acce$sbilit
significant effects on both brand attitudes, and intentions. Furthermore, when thefeffe
imagery accessibility was controlled, the interaction effect of vividnepsooiuct depiction and
the presence of imagery appeal was no longer significant for both brand attitudes, hadepurc
intention. Finally, the mediating role of the imagery accessibility fuether validated by the
significant estimate of the mediated effect for brand attitudes and puinterseon.

In study 3, Petrova and Cialdini (2005) replicated and extended the results from the
previous study using another stimulus ad, with different manipulations of imagengyl and
with a direct measure of actual product choice. Specifically, aurasiiareview ad created by

Pham, Meyvis, and Zhou (2001) was used as the stimulus material. Researcbdnsevari
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original review’s degree of vividness into three conditions. The originalorensited as very
easy to visualize was used as the first version. In the second version, the arigination was
presented in a table with corresponding numerical ratings. In the third vehgariginal
information was presented by including the numerical ratings in parentlftesabeavivid
description of each of the items. To manipulate the processing instructions, Pett&Maldini
(2005) adopted a previously validated technique (Keller & McGill, 1994). In the imagery
processing condition, participants were asked to fully harness their imagjmeot to be coldly
analytical, to close their eyes, visualize the description, and rely on the pbtleir
imagination to picture it; in the analytical processing condition, participeerts asked to be
careful, to stay well reasoned, and not to let their imagination overcome tHgircahgudgment;
no specific instructions were provided in the third condition.

To measure the actual product choice, researchers initially toldpeants that their
names would be automatically entered in a drawing for a $30 cash prize. At thelemd of
experiment, participants were then asked to choose between the $30 cash prize arit a $50 g
certificate from the restaurant featured in the ad. Their choice of theedificate for the
restaurant over the monetary prize was used as the measure of product choice.

To gauge cognitive elaboration, recall, and affect as alternative agdoutite predicted
reverse effects of imagery appeals, researchers asked participasttthmrithoughts in
response to the restaurant review and answer an open-ended recall question. Twdentepe
raters coded 1) the number of product-relevant thoughts, 2) the valence of thesesfl®)ubhat

number of product attributed mentioned in the thought listings, and 4) the number of product
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attributes recalled correctly. In addition, participants were asked t@tadite extent to which
the restaurant review made them feel good, bad, excited, stressed, happyt, pleptsasant,
interested, bored, positive emotions, and negative emotions. Moreover, researchtre use
Private Self-Consciousness Scale (Fenigstein et al., 1975) to assessittedonedderating role
of internal focus. The style of Processing Scale (Childers, Houston, & Het8&%) was also
used to control for differences in personal preference of visual versus verbaf gigdeessing.
Regression analysis was conducted with the choice of a gift certifioatetlie restaurant over
the $30 cash prize as the outcome/predicted variable, style of procesaigg\ariate, and three
independent variables including type of information, type of processing instructions,\atd pri
self-consciousness. The analysis identified a three-way interactmmgetme three independent
variables. Using the median split technique on the private self-conscioussesschers found
that among the high private self-consciousness group, there were mainadftgpts of
information, and type of processing instructions on the preference of tlcerificate over the
monetary prize. In addition, for participants high in internal focus, imaginingiatsins exerted
opposite effects on product preferences depending upon the vividness of product information.
When product vividness was high, the imagining instructions increased product chiogge. W
the vivid product depiction was combined with numerical ratings, the imaginingatistrs did
not influence product choice. When the product was presented only with numerical ratings
imagining instructions decreased their product choice. Note also that theseofyinformation
were equally effective in the absence of imagining instructions. For partisilow in internal

focus, neither the main effects of type of information, and type of instructions, rotdfretion
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effect between them was significant. As such, it seems that thectidaaraffect between the
type of information and type of instructions was only significant among indig@taned to
their internal experiences.

Moreover, there was a main effect of information type on participantstiate
responses, with vivid product depiction resulting in more favorable affectivearesitian the
numerical ratings. There were no significant effects of type of praoxgesstructions on
affective responses. These results indicate that affective response tesiagenes not likely a
mediator of the effects. When examining the cognitive responses and recat;hesefound
significant interactions between type of information and type of processtigctions for the
number of product-related thoughts, the number of product attributes mentioned in the thought
listings, and the number of product attributed recalled. The pattern of thesetiotes was in a
direction different from the above-noted results for product choice. In particulan,tivne
product depiction included both vivid information and numerical ratings, the imagining
instructions produced more product-related thoughts, and product attributes mentioned in the
thoughts or recalled. However, when the product information included either vivitptiescor
numerical ratings, the imagery appeals decreased product-related thdwaglgkis about
specific product attributes, and recall. In addition, when the product was desctib e/l
information or a combination of vivid and numerical ratings, more product featuresaseled
than when the product was depicted with numerical ratings alone. As such, theggsfardiin
line with previous research suggesting that vivid information facilitates mefidmmnas, 1978).

In Petrova and Cialdini’'s (2005) study, such findings also indicated that theseffeégtagining
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instructions could not be attributed to enhanced cognitive elaboration or recall. Mptheve
effect of valence of the product relevant thoughts was not significant, whictutther support
that the preference of the cognitive responses did not mediate the observsd effec

Petrova and Cialdini (2005) concluded that the persuasive effect of inzgpeals can
be reversed by conditions that decrease the fluency with which consumegirseitineg product-
consumption experience. In particular, vividness of the product depiction was etkasfone
factor that impacted the fluency of imagery generation. Study 2 and Study &ealdilcat in the
absence of vivid product depiction, imagery appeals or asking consumers to ienéayineable
product experience exerted a negative impact on their product evaluations. Morenthporta
study 3 suggests that adding non-experiential, numerical information to/itiel@piction
impaired the persuasiveness of imagery appeals. In other words, impgeaysanstructions
were effective only when the vivid information was the only information for consutoer
process. It is noteworthy also that in both study 2 and study 3, the different produttbdgpic
were equally effective in the absence of imagining or analytical piagasstructions. As such,
the differential effects of imagining instructions were not simply edulsy the different
information types of the product. Given the above-mentioned discussion, thelresearc
formulates the second research hypothesis.

H2: Transportation is influenced by the vividness of product depiction: narrative
advertising featuring vivid product description will elicit greater degretransportation than

that featuring pallid product depiction.
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As noted above, besides the vividness of product depiction, Petrova and Cialdini (2005)
also observed that individuals’ dispositional ability to create vivid mental incagessituted the
second factor that affected fluency of imagery generation. In effeathtbaic vividness of
imagery ability has garnered ample scholarly attention inlpsggy (e.g., Crawford, 1982; Katz,
1983; Shaw & Belmore, 1982). It was found that individuals vary systematicalyms of
vividness of their mental imagery (cf. Betts, 1909; Galton, 1880).

In particular, vividness of imagery ability constitutes one of the two maiardirons of
an individual's imagery ability, with the other dimension being one’s ability to alcsutid
manipulate mental images (e.g., Katz, 1983; White, Sheehan, & Ashton, 1977). Previous
research showed that a shared trait governs one’s vividness of imagssyraodalities (e.g.,
Richardson, 1969; Sheehan, 1967). Moreover, vividness of imagery was found to be uncorrelated
with gender (Sheehan, Ashton, & White, 1983) or intelligence (e.g., Richardson, 1969; Rossi &
Fingeret, 1977). Instead, vividness of imagery was found to be associated with piingfrea
ability (Wallace, 1991), hypnotizability (e.g., Crawford, 1982gehan & McConkey, 1982),
divergent thinking (e.g., Forisha, 1981; Shaw & Belmore, 1982), and paired-assamadte re
(Rossi & Fingeret, 1977).

Despite the above findings, how chronic vividness of imagery affects decisiamgmaki
remains essentially unexplored. In effect, two competing hypotheseaffitty hypothesis and
the creativity hypothesis) coexist with respect to how this dispositiaigitight cast influence
on one’s usage of vivid and salient information vs. nonvivid and pallid information in decision

making (Pham, Meyvis, & Zhou, 2001).
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The affinity hypothesis states that vivid imagers would be more susceptibied
information than nonvivid imagers (Swann & Miller, 1982). That is, chronic vividness of
imagery would amplify informational vividness on judgement and decision makiag Bt al.
(2001) offered two theoretical reasons for this potential amplificationteRest, vivid imagers
tend to be more sensitive to vivid information, as they are arguably more cotrpetassors
of vivid and imaginal materials than nonvivid imagers (e.g., Hanggi, 1989; Hiscock, 1976;
Marks, 1973). Following this line of reasoning, one may deduce that vivid imagers are more
receptive to concrete and imagery-rich information (cf. Richardson, 19on&evivid
imagers may naturally prefer processing information that isreand imagery-rich (cf.
Richardson, 1977). Consistently, Katz (1983) observed that high imagers opted for imagery-
based strategies across a variety of tasks over verbal strafeggsch, if chronic vividness of
imagery could amplify the impact of informational vividness in judgement andideenaking,
it is because of an intrinsic match between this dispositional trait and the ititrtype with
respect to responsiveness and/or preference.

In contrast, the creativity hypothesis states that vivid imageegpate be less affected
by vivid information than nonvivid imagers. Past research suggested that vsvafnesmgery
would enhance one’s creativity in problem-solving (Finke, 1993; Forisha, 1981; Gonzales,
Compos, & Perez, 1997; Rhodes, 1981; Shaw & Belmore, 1982). Shepard (1978) proposed
several potential explanations. First, imagery is less constrained thahogerpaunication, the
predominant usage of the later serving to perpetuate established ideas. Seageny, isn

endowed with a perceptual richness which enables a more acute grasp oaddtagsobvious
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relationships. Third, imagery allows for spatial manipulation and intuition. Fdab&lpotential
affective load of imagery renders itself more powerful in motivating. Moreovegr o¢search
indicated that vividness of imagery appeared to be both related with a propensity to
idiosyncratically perceive and construe information, and with a tendenoypletely absorb
oneself with attentional objects (Crawford, 1982; Sheehan & McConkey, 1982). As such, it
follows that if these tendencies affect decision making, less attention wodévdied to
“obvious” information than “beyond the obvious” information (Pham et al., 2001, p. 229). In
summary, creativity hypothesis states that vividness of imagery mitipata the effects of

vivid and salient information (Gonzales et al., 1997; Sheehan & McConkey, 1982; Shepard,
1978). Empirically, Pham et al. (2001) found that low imagers were not influenced by the
abstract attribute information but were affected only by the vivid testimofeamation.

Medium imagers were influenced by both the abstract information and vivid destisy High
imagers were influenced by abstract information while remaining wteéfdy the vivid
testimonials. The results prompted Pham and his colleagues to propose that vieid imag
generally are inclined to elaborate on less salient patteafecision field. However, Pham et al.
(2001) also identified a condition under which the chronic vividness of imagery alility di
amplify responses to vivid information in judgement and decision making. Spegifishkn the
vivid information was the only information accessible, high imagers were mspensive to the
valence of the vivid information than medium and low imagers. In summary, Pham et al.
(2001)’s study reveals that vivid imagers process decision information in a dGasuen. Vivid

imagers appeared to rely on an independent cognitive style and an idiasylastabn of
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information processing. Vivid imagers seem to reinterpret the informatios teonaatch with
their personal perceptive (Sheehan & McConkey, 1982). In addition, vivid imagers appear t
have a stronger absorption tendency by immersing themselves into the attentiectal obj
(Crawford, 1982; Sheehan & McConkey, 1982). In summary, compared with nonvivid imagers,
vivid imagers are more likely to rely on less salient information, becduke synergy of their
immersion into the attentional objects and their independent cognitive sgdawiile, due to
their idiosyncratic processing style and the constraint of attentional cespuivid imagers
seem to depend less on highly salient information. Vivid imagers mayditsto® obvious”
information albeit paying attention to it. Meanwhile, given the limited amourttesiteon, as
vivid imagers pay more attention to less salient information, they devadtiigeBldess attention
to the more salient information as nonvivid imagers do.

In an advertising context, Petrova and Cialdini (2005) examined the role of the
dispositional ability to generate vivid imagery in their first study. Ini@alar, researchers
examined the effects of imagery fluency in the context of a vacation ad. Twangen$ the ad
were used, with one version containing imagery-inviting phrases (inviting corstonmagine
their experience at the advertised destination), and the other without sucls.afspleast one
week before the experiment, participants filled out the Vividness of Viswuagdry
Questionnaire or VVIQ (Marks, 1973). During the experiment, participants vieweaf tme
two versions of the vacation ad. After a five-minute distraction task of rduengrtistic
combination of geometric figures, participants then rated 9-point semangieediftl items to

measure their brand attitudes (bad/good, unfavorable/favorable, and negative)jpositive
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purchase intentions (likelihood of considering the vacation in the future, requestoaharker
with further product information, visiting the website shown on the ad, and visiting the
advertised destination given that they were to plan such a vacation and had theyeeessar
and money). The order of the two sets of items was counterbalanced. Then® wignaficant
effects of order of the questions on attitudes or intentions.

Regression analyses indicated a significant interaction effectdetive presence of
imagery appeal and individuals’ dispositional imagery vividness on brand attitadgs@hase
intentions. For high imagers, the imagery ad resulted in more favorahldedtand purchase
intentions than non-imagery ad. For low imagers, ad with imagery-inviting ghnesdted in
more negative brand attitudes and purchase intentions than non-imagery ad. As seifs it s
that the ease of imagining the consumption experience can affect the dorofgieople’s
product evaluation. Specifically, imagery appeals proved to be ineffective for patplew
imagery vividness abilities.

In summary, both vividness of product depiction and individuals’ dispositional imagery
vividness influenced the ease of imagery generation and reversed thedffexagery appeals.
In addition, Petrova and Cialdini (2005) also demonstrated that these effectaedaéed by
the accessibility of the image of experiencing the product. As such, the floeimeggery
generation affected product choice after exposed to the ad immed&itely @), and after a
delay created by a distraction task (studyl), or when completing differe@ss and personality
measures. It was found that the increased accessibility of the consumptienyinvag the

underlying process. Moreover, imagery appeals did not influence affectpenses in both
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study 2 and 3, the observed effects of imagery appeals on product evaluations couldtnot resul
from the differences in the affective response to the message. Furtheéhaagrensignificant
effect of the imagining instructions on the valence of the cognitive respongaedyr2sand 3
revealed that the effects of the imagining instructions on product choice did nofreauhe
favorability of the cognitive responses. Finally, in study 3 the positive sftdédtnagery appeals
in the vivid condition were accompanied by reduced number of product pertinent thoughts and
recall. All these results show that cognitive elaboration and recall do not apfpeamediators
of the effects of imagery appeals. Additionally, such findings suggest that whemmyagesort
to imagery processing, attribute recall tends to be an inaccurate mebadvertising
effectiveness.

Since mental imagery constitutes the key factor in Transportatiogelm&lodel (Green,
1996) and is impacted by the vividness of product description and one’s dispositional imagery
abilities, it seems reasonable to deduce that the degree of transportasoriisebl to be
influenced by these two factors. Hence, another research focus of the preberg ©
empirically probe the influence of vividness of product depiction and one’s disposélmliiyl
to generate vivid imagery on transportation. Such investigation is of gtaatbecause it could
help shed provocative insights into the nature of transportation and add to our knowledge of
narrative transportation.

Green has contended that the activation of transportation at one’s exposureativaenar
is moderated by message recipient’s attributes such as imagery siaks (G&996; Green &

Brock, 2000). However, Green and her colleagues failed to empirically denterniséa
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significant influence of one’s imagery ability on transportation (Gréah,&2008). Given such
discrepancy, the researcher suspects that part of reason may be atwithiestale that
researchers used in their study. Green noted that participants gesevsedd high on Paivio’s
Individual Differences Questionnaire (1971), which did not allow them to establisinithe li
between mental imagery ability to transportation (Green et al., 2008).

To address this concern and also help to revalidate PetrovaadohiG (2005) findings,
the researcher used a more sensitive instrument, the Vividness of Visgahyrm@uestionnaire
or VVIQ (Marks, 1973, 1995) to measure consumers’ dispositional abilities to genezatal
imagery. This instrument has been widely employed in numerous studies for nmottairtya
years and has proved to be reliable and valid. The third hypothesis has been profmesdsas

H3: In response to narrative advertising, high imagers will be more transpostelow
imagers.

Potential impact of need for cognition on transportation As a key moderator for
motivation in the ELM, need for cognition (NFC) refers to one’s dispositiondketecy to enjoy
or engage in thinking so as to understand the world (Cacioppo & Petty, 1982). The M sta
that individuals high in NFC are more likely to be motivated to process the mtformand
diligently evaluate the argument strength via the central route thanlthogeNFC.

As noted above, Green (1996, p. 20) initially claimed that NFC and transportation are not
significantly correlated. In addition, NFC is not a significant moderatdodbef change or
character evaluations in narrative persuasion. However, Green and heguzsd|€2008)

recently found a low to moderate correlation between NFC and transportaties awdality
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(film versus print). That is, NFC seems to affect the degree of transpestedoross modality.
Individuals high in NFC were more transported when reading the narratigar(t), whereas
those low in NFC were more transported when watching the narrative (in 8 movie

Probably due to the initial insignificant correlation between transportathiN&C,
scholars who examined transportation in an advertising context (e.g., Escalas,s2aas &
Luce, 2003) have yet to investigate NFC in their studies. Nevertheless, Grewifiting
findings in this regard prompts us to explicate a definite relationship hetvaesportation and
NFC. More research is needed to address NFC in narrative persuasioisgbecan enhance
our knowledge about the intricate relationship between elaboration and transpoktatioe,
the present study has become the first study to investigate NFC and traimepartnarrative
advertising. Specifically, the first research question has been fdedwas below:

RQ1: Does the Need for Cognition influence the degree of transportatiomativear
advertising?

Moreover, previous research identified a moderate correlation between vivadiness
imagery ability and NFCr(= .21,p < .05), suggesting these two dispositional traits were related
but not identical (Pham et al., 2001). In a narrative advertising context, the curdgnseseks to
probe the potential relationship and interaction effect of these two individual fantors
transportation. Hence, the next research question has been proposed as follows:

RQ2: Is there any interaction effect between need for cognition anvibiual's mental

imagery ability on transportation?
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Transportation constitutes a key mechanism in narrative persuasion (Gaée2@08).
Empirical findings consistently have shown that transported individuals ardikebyeo adopt
attitudes and beliefs consistent with the narrative (e.g., Dal cin, Zanna, &Zafig Green,
2004; Green & Brock, 2000; Wang & Calder, 2006). In an advertising setting, E0d3 (
also noted that transportation tends to evoke positive affective responses and decrease
counterarguments. Based on the previous studies, the researcher has proposesipibidatian
would consistently result in more favorable brand attitude and ad attitudd! as steonger
behavioral intention in a narrative advertising context. Hence, the followjmgiigses have
been formulated.

H4: Transportation will positively influence the brand attitude, with highlysparted
individuals showing more favorable brand attitude than their less transported camsterp

H5: Transportation will positively influence the ad attitude, with highlggparted
individuals showing more favorable ad attitude then their less transported cousterpar

H6: Transportation will positively influence the behavioral intentions, with highly
transported individuals showing stronger behavioral intentions than theirdespdrted
counterparts.

Product category.Previous advertising studies on transportation have predominantly
used ads of packaged goods such as shampoo and vitamin (e.g., Escalas & Luce, 2003).
Nonetheless, narrative form of advertising tends to be uniquely effectivehmpitexperiential
services (Mattila, 2000). In effect, by using experiential service§i.adsrestaurant and tourism

ads), Petrova and Cialdini (2005) identified several factors that impact consumpmery

54



fluency. Albeit the encouraging findings, the relationship between thasesfand
transportation remains unexplored. Thus, the last research objective of the studgrns to
probe the potential influences of these factors on transportation by using bothredgberie
service ads and packaged goods ads. Given the discussion, the third research gadsem ha
formulated below:

RQ3: Does transportation effect vary between narrative ads of manathgtds and

experiential services?
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CHAPTER 3
RESEARCH METHOD

Experimental Design

A 2 x 2 x 2 between-subjects experimental design was carried out to addrese#rehr
guestions and hypotheses. In particular, the three independent variables vatresrfagus
(process vs. outcome), the vividness of product depiction (vivid vs. pallid), and product category
(a fictitious packaged product vs. an experiential service brand). Elghtveee produced
including 1) one narrative ad about a manufactured product focusing on the processaif prod
consumption and featuring vivid product depiction; 2) one narrative ad about a $ecusiag
on the process of service consumption and featuring vivid service depiction; 3) @tir@ad
about a manufactured good focusing on the process of product consumption and featiging pal
product depiction; 4) one narrative ad about a service focusing on the procesgef ser
consumption and featuring pallid service depiction; 5) one narrative ad about achaedfa
product focusing on the outcome/end-benefits of product consumption and featuming vivi
product depiction; 6) one narrative ad about a service focusing on the outcolmetefits of
service consumption and featuring vivid service depiction; 7) one narrative acaabout
manufactured good focusing on the outcome/end-benefits of product consumption antyfeatur
pallid product depiction; and 8) one narrative ad about a service focusing on the dencbme

benefits of service consumption and featuring pallid service depiction.
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Participants

450 undergraduate students from the College of Communication and Information
Sciences at a large southeastern U.S. university were recruiteddgpgetin this experiment in
exchange for extra credit. The researcher recruited students framayaofadifferent mass
communication classes, including Introduction to Advertising, Introduction to Pullidiéhs,
Public Speaking, News Reporting, Introduction to Telecommunication, Introductionst Ma
Communication, Motion Pictures, and Research Methods. They were told that thenexperi
was to examine individuals’ responses to advertising.

Stimulus Materials

Product category.According to Wells (1994), when we evaluate the effectiveness of
brand-centered narrative advertising messages, it is pivotal to conductiiem®@ang prospects
in lieu of the general population, which inevitably includes many non-prospectso&oy non-
prospects can confound outcomes especially when randomization cannot be Eafeetyd
(Wells, 1994).

As college students constitute the participants of this study, the reseseigoted a
recorder pen as the packaged product, and a music application as the expereitiabsand.
More specifically, the recorder pen allows students to record professousekeand can then
convert the audio files into a word document, whereas the music application, akin to Pandora and
Slacker, boasts more powerful functions than such existing music applicationsa@afhries

were deemed appropriate to market among college students.
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Stimulus ads To ensure the good quality of the ad copies, the researcher hired a
professional copy writer to create different versions of the narralsveTde researcher had
several rounds of telephone conversations with the copy writer before and durcnggtinen of
the ad copies, to make sure that the latter fully understood and captured teackfteetween
the ad copies.

Pretest.Upon receiving the ad copies, the researcher ran a pretest among 80
undergraduate students to see if the manipulations of narrative focus and vividoreskiof
depiction were successful. Forty of the students were exposed to the copiegsobtterrpen
ads, and forty of them were presented with the copies of the music application &is eath
group of forty, each subgroup of ten students read one of the four different versionsawhéhe
product.

For the pretests, the researcher did not include advertising processucfimss before
the advertising copies. The manipulation check for thought focus on the product consumption
process was the average score of three items rated on a scale ramgitdriot at all) to 100
(very much). These questions were as follows: “1. While reading the ad, how rduyaudhink
about how the product works? 2. While reading the ad, how much did you think about the
process of using the product? 3. While reading the ad, how much did you think about the easy
steps of using the product?” The manipulation check for thought focus on the end benefits of
product consumption was the average score of three items rated on a scatgfrangil (not at
all) to 100 (very much). The questions were as follows: “1. While reading the ad, how much did

you think about the outcome of using the product? 2. While reading the ad, how much did you
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think about the benefits you would gain from using the product? 3. While reading the ad, how
much did you think about the end results of using the product?” The manipulation check for
vividness of product information was the average score of six items rated da eaegang from
1 (not at all) to 100 (very much). These questions included the following items: “1. How vivid
was the product description in the ad? 2. How imagery-provoking was the ad? 3. Do you think
the description of the product is specific? 4. Do you think the description of the product is
detailed? 5. How likely is the ad to elicit your imaginability? 6. How likelyhesad to evoke
your sensory imagery?” In the actual questionnaires, the generic word “pradisateplaced
with either “recorder pen” or “music app” based on the product categoriesciéat the ad
copies.

Regarding the recorder pen, the vividness of product depiction was successfully
manipulated N yivig = 68.5,SD= 11.8,M paiig = 57.5,SD = 11.7,t (38)= 2.6,p =.01), whereas
the manipulation of narrative focus was somewhat problenMtigdess= 65.7,SD= 21.1,M
outcome= 60.7,SD= 21.1t (38) = -.84,p = .41 for the average process score), dgdeess 63.9,
SD=22.1,M outcome=67.9,SD= 18.8,p = .55 for the average outcome score). Regarding the
music app ads, the narrative focus manipulation was not successful on the pogess<
69.6,SD= 15.2,M gutcome= 65.3,SD= 12.8,t (38) = .98,p = .34), and was not successful on the
outcome eitherNl process= 70.7,SD= 21.4,M oyrcome= 71.5,SD=15.2,t (38) = -.15p = .88).
However, the manipulation of the vividness of product depiction was succédsfit € 67.3,

SD=13,M pallid = 51.1,SD=18.6,t (38) = 3.2,p =.003).
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As such, the manipulation in terms of the vividness of product depiction was effective f
both product categories, whereas the manipulation of the narrative focus wasnatablin
consequence, the researcher further revised the ad copies so as to make W foausitnore
salient in different versions. In addition, the researcher also added sitdiggptiocessing
instructions before the ad copies so as to maximize ad viewers’ thought fotwespradess or
the outcome respectively. More specifically, when the experiment was ceddbefore reading
the process-focused ad copies of the recorder pen and the music app, students érgiogere
to the following processing instruction: “Next, you will read a print ad otarder pen/a music
application. While you are reading this ad, we would like you to focus on the podaessg

the recorder pen/the music application, that is, focus on the easy steps ohesewprder

pen/the music application.” In a similar vein, before reading the outcome-tbadsmpies of
the recorder pen and the music app, students first were presented with theeefotumsed
processing instruction: “Next, you will read a print ad of a recorder peasec app. While you
are reading this ad, we would like you to focus on the outadrasing the recorder pen/the

music app, that is, focus on the benefits that you would gaindsing the recorder pen/the

music app.”

Product likeability . To ensure the comparability in terms of the product likeability of the
recorder pen and the music app, the researcher did another pretest using revisess ainoog
60 undergraduate students. The students were randomly assigned to two groups, wgth the f
group being exposed to the first version (vivid ad featuring the process of produchpting)

of the recorder pen ad, whereas the second group to the first version (vivid addehtiri
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process of service consumption) of the music app ad. Upon finishing reading the adss student
were asked three questions aiming to measure their likeability of the two {roduz

continuous scale ranging from 0 to 100. The three questions are “How do you like the product?”
“How good is the product?” and “How attractive is the advertised product?” A Wsst

performed using the mean of the three questions as the dependent variable and the product
category as the categorical independent variable. It was found that thdafliliked the two

products did not differ significantly from each othit fusicapp= 79.8,SD = 11,M recorder per=
77.1,SD=9.3,t(58) = 1,p = .31).

Manipulation checks. In addition, to ensure the revised ad copies coupled with the
advertising thought processing instructions can effectively manipulatewadrsiehought focus,
the researcher then performed a third pretest among 80 different stdd@estisdents were
instructed to read the copies of the revised recorder pen ads, whereasainenge40 students
were instructed to read the revised copies of the music app ads. Within each groupaxh
subgroup of ten students read one of the four different versions of the same pnodicet/Jehe
same set of questions was used to check the manipulation of narrative focus andnleswivi
the ad.

It was found that for the recorder pen ads, the manipulation of the narrative focus
successfully influenced the process-focus chtkdcess= 67,SD= 20. 2,M outcome= 44.1,SD =
23,t(38) = 3.3p =.002). However, the thought-focus manipulation did not significantly
influence the outcome-focused chebkocess= 73.2,SD= 16.9,M outcome= 77.3,SD= 16.6,t

(38) =-.762p = .45). Regarding the vividness of product depiction, the difference between the
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vivid versions and the pallid versions was significtt{iq = 69.7, SD= 15.8 M pajiq = 56,SD =
15.7,t (38) = 2.7,p = .009).

Regarding the revised music app ads, the same pattern was observedcutapatte
thought focus manipulation was effective for the process-focus chegk.éss= 82.8,SD= 6.7,

M outcome= 61,SD = 26.6,t (38) = 2.1 p =. 041). In contrast, the thought focus manipulation did
not significantly influence the average score of the outcome items betweendiceapp ads
featuring the process or the outcome of the product consumptigigedss= 79.4,SD= 9.8,M
outcome= 83,SD=7.5,t (38) =-1.3p =.20). In addition, the vividness of product depiction was
found to be significantly different between the two vivid versions and the two palfibrsriVi

vivid = 78.6,SD=12.2, M paiiq = 55,SD=13.6,t (38) = 5.7,p <.001).

In summary, with advertising processing instructions and revised ad copies, the
researcher was able to successfully manipulate people’s thought fotwespyndess of the
product consumption and vividness of product depiction before running the final experiment.
The failure to influence people’s thought focus on the outcome of product usagdedghea
relevant findings of Escalas and Luce’s study (Escalas & Luce, 2003)ticufa, they also
found that participants in the process-focused conditions thought about both process and
outcome, whereas participants in the outcome-focused condition thought mainly about the
outcome of product usage. In effect, previous mental simulation literature setiest
advertising reading instructions stressing the process of the product usadeausd

deviations from the typical focus of thoughts on the outcome of product consumption (Bscalas
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Luce, 2003). Empirically, in the current study as well as in Escalas andslstady, researchers
all found that ad viewers would focus on the outcomes regardless of processuugiamstr
Procedure

The experiment was based on the presentation of stimuli materials and theoodect
guestionnaire responses via compudar online survey was conducted in a survey lab equipped
with 12 computers for a period of four weeks. Students were asked to fill out an online
guestionnaire consisting of the following measures that were displayed aivedgcVividness
of Visual ImageryQuestionnaire 2 (VVIQ 2), the Need for Cognition Scale (Cacioppo & Petty,
1982), the ad processing instructions, one of the four versions of ad copy, the tatiospscale,
dependent measures, and demographic questions. The online survey ended with agdebriefin
statement, and the entire study lasted about twenty to thirty minutes. Dheifigst two weeks,
only ad copies of the recorder pen were tested. The 12 computers were numlreose wot12,
with every four of computers showing one of the four versions of the recorder p&iwatents
were randomly assigned to sit before different computers and theretbas legual chance of
being exposed to any of the four versions of the recorder pen ad. The same procedure wa
adopted during the second two weeks with computers showing the ads of the musatiappli
Mental Imagery Ability

The Vividness of Visual Image@Questionnaire 2 or VVIQ-2 (Marks, 1995) was used to
assess individuals’ dispositional ability to generate vivid mental imagee/VVIQ-2 is based

on the original VVIQ that Marks developed in 1972, the creation of which stimulated g stead
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flow of studies probing the VVIQ’s psychometric properties and its links with rnenta
performance.

Following McKelvie’s suggestions (1995) with respect to the improvements of VVIQ
Marks (1995) modified the original scale and produced the VVIQ-2. The newcsecelists of
32 items, all of which are rated along a five-point likert scale of vividness eytseclosed
condition. One indicates “No image at all, you only “know “that you are thinking aflifeset”,
whereas five indicates “Perfectly clear and as vivid as normal vision.” Suln$etudies
consistently showed that individuals’ performance ability varies siginifig among high and
low imagers as measured by VVIQ-2. For instance, Rodway, Gillies, andrBah€2006)
found high imagers were significantly more capable of detecting salianges to pictures
compared to low imagers.

Minor revision of the VVIQZ2. During the second round of pretest among the 60
undergraduate students, in addition to the product likeability check, the reseascleskald the
students to fill out the VVIQ 2. The purpose of the test was to see whether Ue§eilidents
can perfectly understand the scale and closely follow the instructions, gatehée scale was
created by a British scholar more than three decades ago, and certailanebedpressions used
in the test were rarely spoken in the United States. Upon their completion of IQ2 Y&st, the
researcher conducted personal interviews with each of these students so afy@idei
words that are confusing or difficult to understand. Based on the feedbackhe students, the
researcher eliminated and revised all the confusing words or express$iengvTQ2 used in the

current study was included in the Appendix A. In the current study, the VVIQ2 veediauous
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variable with a possible range from 0 to 160. The descriptive statistics indicatyt/tQe2
score was normally distributed ranging from 41 to 160, with 120 as its median.

Need for cognition The 18-item Need for Cognition Scale (Cacioppo, Petty, & Kao,
1984) was used to measure an individual’s dispositional ability to engage in andfejby e
thinking. All items were measured on a five-point likert scale, with 1 itidigdextremely
unlike mé and 5 “extremely like mé
Dependent Variables

Transportation. Participants completed the transportation scale (Green & Brock, 2000),
with 11 general questions gauging cognitive, affective, and imayg/ggement, and several
specific questions about participants’ mental images of the main chautettse advertised
product. Participants responded on a scale ranging from 1 (not at all) ty Tn{wen). After
reverse coding several items, higher numbers indicate higher degree of tetispor

Brand attitude. Three items were used to measure ad viewers’ ad attitude on a
continuous scale ranging from 0 to 100: “1. How do you like the brand? 2. After readiny the a
do you hold favorable attitudes towards the brand? 3. After reading the ad, do you hold posit
attitudes towards the brand?”

Ad Attitude. The following three items measured on a continuous scale from 0 to 100
were used to gauge individual's ad attitude: “1. How do you like th@ .ad8 you have positive
attitudes towards the a@? Do you have favorable attitudes toward the ad?”

Behavioral intention. Following Escalas and Luce (2003) and Petrova and Cialdini

(2005), the behavioral intentions were measured by the average score @mnfeurAtll items
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were rated on a scale ranging from 1 (definitely would not) to 100 (defimtaiyd). The first

item asked “How likely would buy this product?” The second item asked “Hahy Wwould you
use a free trial of this product?” The third item asked “How likely would yqute advertised
product given that you plan to buy such a product and have the necessary time?” Theefaurth i
asked “how likely would you request additional information of the product?”

Demographics.Towards the end of the survey, participants were asked to give their age,
gender, and class standing. 197 students did the online survey with recorder peheds as
stimuli, and 156 of them completed all the questions (both dispositional measures and the
guestions about the ad) without any missing data. The analysis on the recorder pee #usswe
based on the answers from these 156 studBntsdmar— 30,N sophomore= 53, N junior= 56, andN
senio= 17), 75.6% of these participants were female students, whereas 24.4% of thenaMere m
studentsN temae= 118,N mae= 38). The age of these participants was normally distributed,
ranging from 18 to 25 with 20.3 as their mean age.

253 students did the online survey with music app as the stimulus, and 237 of them
submitted their answers without any missing data. Among the 237 students, 22.8% were
freshmen Nl freshmar= 54), 38.4% were sophomore$ {,phomore 91), 21.9% were juniorN(unior
=52), and 16.9% were seniobd £nio= 40). Regarding the gender of these students, 78.5% of
them were female students, whereas 21.5% of them were male stiiepta€ 186, andvi
male= 51). In addition, the age variable of these students was normally distributedgriingi

18 to 25, with 20.1 as their mean age.
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Statistical analysesTo address research questions and hypotheses, the researcher
adopted certain statistical techniques and performed a series ofcstiadisélyses, including
descriptive statistics, median split technique, computing function, T-Test, iBR&NOVA,
One-Way ANOVA, regression, and mediational analyses using SP&8csthsoftware.

Detailed explanations on the analyses were provided in the next chapter.
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CHAPTER 4
RESULTS

The current study investigated two product categories, namely a recenjemg a
music application. As such, while answering and addressing research quexlibgpa@heses,
the researcher presented the findings of these two product categori¢arsmusly.

To address H1 and H2, the researcher performed a three-way factorialAAte€ty
with the continuous transportation score as the dependent variable, narrative fomess(pso
outcome), vividness of product depiction ( vivid vs. pallid), and product category (recorder pen
VS. music app) as three categorical independent variables.

H1 predicts that transportation is influenced by the narrative focus of theiselwvenmts,
with process-focused narrative ads eliciting more transportation than odfocoused narrative
ads. First, the ANOVA test indicated there was no significant maaetedf product category on
transportationf (1,385) = .13p = .72. In addition, there was a significant main effect of
narrative focus on transportatida (1, 385) = 34.62p = .03,7° = .01, with process-focused ads
eliciting higher degree of transportedness than outcome-focusell gds4= 65.21,SD=
12.54,M outcome= 62.55,SD = 13.34). As such, H1 was supported. Moreover, no significant
three-way interaction effect among product category, narrative focusivéahtess of product
depiction on transportation was fouid(1,385) = .004p = .95. There was no significant two-
way interaction effect between narrative focus and product category epdrtation eitherf: (1,

385) =.0,p = .98.
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H2 predicts that transportation is influenced by the vividness of product depiction, with
vivid narrative ads eliciting more transportation than their pallid countsrgdre same
ANOVA test revealed that there was a significant main effect of vivedoeproduct depiction
on the degree of transportednds$l, 385) = 38.78p < .001,n° = .092, with vivid ads
triggering higher degree of transportedness than pallid\vigs{(= 67.88,SD= 12.89M pajig =
59.77,SD= 11.67). As such, H2 was supported. In addition, the interaction effect between
vividness of product depiction and product category on transportation was not sighificant
(1,385) = .81p = .37,n° = .002. The interaction effect between narrative focus and vividness of
product depiction on transportation was not significant eithét,385) = .11p = .74,n°= .00.

To answer RQ3, product category did not influence the impact of narrative focus or the
vividness of product depiction on the degree of transportedn@s885) = .13p =.72. In other
words, for ads of both music app and recorder pen, transportation was significandgaatl by
narrative focus and the vividness of product depiction.

To address H3, H4 and RQ1, the researcher first centered the two continuous VVIQ2
score and NFC score so as to enhance the interpretability of their potentaadtioteeffect and
to eliminate the potential multicollinearity problems. This technique has beereddnpa
number of previous researchers (e.g., Aiken & West, 1991; Judd & McClelland, 1989). The
researcher centered the continuous VVIQ2 and NFC variables by subtractinggimecaore
from each data-point. In particular, the researcher used the "Compute" ocdnm&PSS to
create two new variables that were the original values minus the mearchAshe researcher

created the centered VVIQ2 score and the centered NFC score. Next, toher éatieraction
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term, the researcher used the “Compute” command to create a new vahedblevas the
multiplication of the centered VVIQ2 and the centered NFC. Thirdly, the rdsagrerformed a
regression analysis, with the continuous transportation score as the dependelet aatbthe
centered VVIQ2 and the centered NFC being the independent variables in thie¢ksThe
newly created interaction variable was then added in the second block, and thé qgatehory
variable was added in the third block. The Coefficients table suggested that titimporas
significantly influenced by one’s mental imagery ability, 3.636,4 = .180,p < .001, and by
one’s need for cognition,= 2.784 4 = .138,p = .006. Moreover, the interaction effect between
one’s mental imagery ability and one’s need for cognition was goifisant,t = 1.270,4 = .063,
p = .205. In addition, product category did not have a significant main effect on transpottati
=.179,p =.009,p =. 858, As such, H3 was supported. That is, transportation was influenced by
one’s mental imagery ability, with high imagers being more transportaddivamagers. To
answer RQ1, need for cognition influenced the degree of transportedness, wittualdihigh
in NFC being more transported than those low in NFC. To answer RQ2, there wasauianter
effect between one’s mental imagery ability and one’s need for cognitisar@portation.
Research hypotheses four, five, and six posited that transportation would positively
influence the brand attitude, ad attitude and behavioral intention, with highly treatspo
individuals showing more favorable affective and conative reactions than theémalessorted
counterparts. To test these three hypotheses, the researcher stlostlgd Green’s median split
approach to treat the continuous transportation score and thus divided participanthiatalhig

low transportation groups (Green & Brock, 2000). The descriptive statisticatedithat

70



transportation was normally distributed, ranging from 27 to 95, with 64 as its median and a
standard deviation of 12.95. As such, following the previous research (Green & Brock, 2000)
those who scored from 27 to 63 were coded as the less transported, whereas thosewho scor
from 65 to 95 were coded as highly transported and those who scored 64 were deleted from the
dataset.

Next, a series of factorial ANOVA tests were performed to addnessyipotheses.
Regarding brand attitude, it was found that the interaction effect betwaduncprategory and
transportation level on brand attitude was not signifidaigt,,374) = .72p = .398,,° = .002. In
addition, it was found that there was a main effect of transportation level on kraredE (1,
374) = 107.09p < .001,7° = .22, with more transported ad viewers holding statistically more
favorable brand attitude then their less transported counterbits i ransporte= 79.30,SD
=.14.60,N =194, VSM ess transported 60.62,SD= 19.32N = 184). As such, H4 was supported.

In addition, there was a main effect of product category on brand atfRti74) =
5.77,p = .017,7* = .015, with music app ads eliciting more favorable brand attitude than recorder
pen adsNl music app= 71.81,SD=18.76 N = 227, VSM recorder pe= 67.80,SD=20.23 N = 151).
As such, to answer RQ3, the music app ads tend to elicit more favorable brand attitude tha
recorder pen ads.

Regarding ad attitude, another factorial ANOVA was performed withtaddst as the
continuous dependent variable, and product category and level of transportedness as two
categorical independent variables. It was found that ad attitude was not inflignoeduct

categoryF (1,374) = 2.71p = .10,n’ = .007. The interaction effect between product category
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and degree of transportedness was not significant eft{ér,374) = 3.18p = .075,7> = .008.
Consistent with researcher’s expectation, the degree of transportation iefllahattitude
significantly,F (1,374) = 139.57p < .001,7° = .27, with highly transported individuals showing
more positive ad attitude than their less transported countervbyitsif ransported 75.98,SD =
16.74,N = 194, VSM (ess transportet 92.78,SD = 22.87 N = 184). As such, H5 was also supported.
In addition, as aforementioned, product category did not have any significant featroafad
attitude. Therefore, to answer RQ3, the transportation effect on ad attitude dafynbetween
recorder pen ads and music app ads.

Another factorial ANOVA test was performed to address H6, with behavidgeaition as
the continuous dependent variable, and product category and degree of transportation as the
categorical independent variables. First, it was found that the interadechleftween product
category and degree of transportation on behavioral intention was nonsignii¢a/¥74) =
1.33,p = .25, = .004. In addition, it was found that behavioral intention was affected by degree
of transportation significantlyg (1, 374) = 91.96p < .001,7* = .197, with highly transported
individuals showing stronger behavioral intention than their less transported coriaidypa
highly transported 91.06,SD = 22.47 N = 194, VSM (ess transportet 65.26,SD=27.91 N = 184). As
such, H6 was also supported.

In addition, it was found that there was a significant main effect of prodegargton
behavioral intentionk: (1, 374) = 5.63p = .018,n° = .015, with music application eliciting

stronger behavioral intention than recorder pen Bds§ic app= 80.87,SD= 28.00N = 227, vs.
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M recorder per= 74.94,SD= 28.58 N = 151). Therefore, to answer RQ3, music app ads tended to
evoke stronger behavioral intention than recorder pen ads.
Mediational Analyses

To provide a further test with respect to the potential causal path betwespottation
and one’s affective (brand attitude and ad attitude) and conative (behaviorabinggreactions,
the researcher conducted additional mediational analyses (Baron & K&&oy,to investigate
whether the direct effects of vividness of product depiction and narrative focus onftettisea
and conative responses were reduced when transportation was inclutedeigréssion analysis.
In all these analyses, transportation was treated as a continuous variable.

Before conducting the mediational analyses, the researcher firstetidfaamalyses to
investigate the role of the product category on transportation effecttfi@rsgsearcher
investigated whether there were significant relationships betweativatiocus, vividness of
product depiction, product category, and transportation. To verify these relgimrefactorial
ANOVA was performed with the continuous transportation score as the dependdrieyaria
product category, vividness of product depiction, and narrative focus as three categoric
independent variables. It was found that there was a significant mainafi@atdness of
product depiction on transportatida(1,385) = 38.78p < .001,n° = .092. In addition, there was
a significant main effect of narrative focus on transportafa, 385) = 4.62p = .032,n° = .012.
However, the degree of transportedness was not influenced by product cdgdgsgs) = .004,
p =.95,n° = .00. Therefore, based on above analyses, the significant relationshipmetwe

product category and transportation was not established.
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Next, another factorial ANOVA test was conducted to test the relationshipdretw
narrative focus, vividness of product depiction and one’s affective and conative raesitonas
found that narrative focus did not significantly influence one’s brand attifude385) = 2.58p
=.11,n>=.007, or one’s ad attitude(1,385) = 3.43p = .065,,> = .009, or one’s behavioral
intention,F (1,385) = .001p = .97,n” = .00. Based on the above analyses, the significant
relationships between narrative focus and one’s affective (brand attitudd atiduale) and
conative (behavioral intention) responses were not established. As such, thgenfessa of
narrative focus was ruled out in the following mediational analyses.

In addition, regarding the vividness of product depiction, it was found that this message
factor significantly influenced one’s brand attitufie(1,385) = 24.54p < .001,»° = .060, one’s
ad attitudeF (1,389) = 23.80p < .001,7° = .058, and one’s behavioral intentién(1,385) =
21.43,p <.001,7° = .053. Hence, the following mediational analyses were performed to solely
test the potentially mediating influence of transportation on the effect olinass of product
depiction on one’s affective and conative responses.

In particular, with respect to the message factor of vividness of product depmati
brand attitude, four relationships should be established to confirm the causahséiati
between transportation and brand attitude. First, there should be a significaonskipt
between transportation and vividness of product depidi¢h, 391) = 42.565 = .313,t = 6.52,

p <.001. Second, there should be a significant relationship between transportation and brand
attitude,F (1,391) = 157.844 = .536,t = 12.56,p < .001. Third, there should be a significant

relationship between vividness of product depiction and brand attiude391) = 28.535, =
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5.34,p = .26,p < .001. Fourth, when transportation was included in the regression model
together with vividness of product depictiéh(1,390) = 82.437p < .001, the relationship
between vividness of product depiction and brand attitude was reda@80,5 = .103,p
=.022, whereas the relationship between transportation and brand attitude rergaifiednt t
=11.275p = .504,p < .001. As such, transportation worked as a partial mediator between
vividness of product depiction and brand attitude.

Analogously, regarding the vividness of product depiction on ad attitude, four
relationships should be established to confirm the causal relationship betweportedion and
ad attitude. First, there should be a significant relationship between tratispatal vividness
of product depictionf- (1, 391) = 42.56¢ = .313,t = 6.52,p < .001. Second, there should be a
significant relationship between transportation and ad attitu@e,391) = 250.094,= 15.81
=.625,p < .001. Third, there should be a significant relationship between vividness of product
depiction and ad attitud€, (1,391) = 24.41t = 4.94,5 = .242,p < .001. Fourth, when
transportation was included in the regression model together with vividness of prquatbde
F (1,390) = 126.00 < .001, it was found that the relationship between vividness of product
depiction and ad attitude was not only reduced but also became nonsighi#idagd7 s = .052,
p = .213, whereas the relationship between transportation and ad attitude designifecantt =
14.638,5 = .608,p < .001. As such, transportation worked as a mediator between vividness of
product depiction and ad attitude.

Finally, regarding the effect of vividness of product depiction on behavioratiome

four relationships should be established to confirm the causal relationship betweportetion
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and behavioral intention. First, there should be a significant relationship betwespottation

and vividness of product depictida,(1, 391) = 42.567 = .313,t = 6.52,p < .001. Second, there
should be a significant relationship between transportation and behavioral intEr{tigg91) =
120.361t =10.971p = .485,p < .001. Third, there should be a significant relationship between
vividness of product depiction and behavioral intentto(i,391) = 26.318&,= 5.13,5 = .251,p

< .001. Fourth, when transportation was included in the regression model together with
vividness of product depictiok, (1,390) = 63.713 < .001, it was found that the relationship
between vividness of product depiction and behavioral intention was retta@874, = .110,

p = .018, whereas the relationship between behavioral intention and transportatimedema
significantt = 9.736,4 = .451,p < .001. As such, transportation worked as a partial mediator

between vividness of product depiction and one’s behavioral intention.
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CHAPTER 5
DISCUSSION

The current study constituted the researcher’s first attempptorexhe Transportation-
Imagery Model in narrative advertising. The study generated a number afimgrigndings,
some of which warrant further discussion.

The most remarkable contribution of this study is that it empiricallyifteshseveral
promising moderators of transportation. Before this study, we had possesskihied
knowledge regarding the exact moderators of transportation.

Previous research only suggested that the vividness of product description and one’s
mental imagery ability both influenced fluency of mental imagery geoeré®etrova & Cialdini,
2005). As mental imagery constitutes the key component in Transportation-ynéaybel
(Green, 1996), the researcher therefore deduced that the degree of traoepeastlso likely
to be affected by these two factors. In effect, the current study sudesshfirmed the above
hypothesis. To further scrutinize the relative weights (as indicated btatigasdized beta
coefficients in the regression model) of these two factors on transportagaesearcher then
performed a regression analysis with the continuous transportation sdoeedapéndent
variable, and vividness of product depiction (vivid vs. pallid) and one’s mental imagety abil
(treated as a continuous variable) as two independent variables. It washatwtien both
factors were included in the regression model, the vividness of product depiction haera bigg
influence on transportation than one’s mental imagery ability (standafliz@gkss= .297,p

< .001, standardizeflmental imagery ability= -184,p < .001). Such findings helped attest to the fact
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that the message factor of vividness of product depiction affected transpadadigneater
degree than one’s dispositional ability to generate vivid mental imageiy. the perspective of
advertising practitioners, this finding appeared to suggest that whereatssadyeannot control
the dispositional mental imagery ability of their audience, they should cgrtamis on
enhancing the inherent vividness of the advertising message to elicit grepes oe
transportedness.

Noteworthy also is the fact that the current study is the first one that eafigiri
confirmed the impact of individual differences in terms of vividness of mentgeimability on
the degree of transportedness upon exposure to the print version of narrativeeméasey
findings failed to be validated by Green and her colleagues (Green et al., 268§)8jpoBited
that the lack of statistical significance was probably due to the faghttiadir study,
participants obtained generally high marks on the Paivio’s Individual Biféexs Questionnaire
(Paivio, 1971). The current study, by adopting Marks'VVIQ2 (Vividness of Visual Ingager
Questionnaire), seemed to be able to more effectively distinguish one’s meagaly ability.
In particular, the VVIQ2 score among ad viewers was normally distdbtaeging from 41 to
160, with 120 as its median. As such, it would seem appropriate to say that VVIQ2 wamlikely
be a more sensitive instrument to gauge individuals’ difference in mental ingegersation
than the PIDQ (Paivio, 1971).

Moreover, besides vividness of product depiction and one’s mental imagery ability, the
current study also revealed that the message factor of narrativedadsda influence

transportation significantly. In particular, regardless of product cateth@study indicated that
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ads featuring the process of product consumption were more transporting than tiose) fibee
outcome of product usage. On the other hand, despite the significant findings, theditatgd
that narrative focus only explained 1% of the variance in transportation. Thisbeigrguably
due to the nature of print medium, because electronic media such as television@adaaio
be more capable of manipulating ad viewers’ thought focus compared with priat snetlias
magazine and newspaper. Since this speculation calls for further elucidatie@sefeiner
intends to perform a series of follow-up studies to systematically investlgatole of narrative
focus in transportation across other forms of advertising media.

Furthermore, it is crucial to note that the current study constitutes theffits kind that
investigated the impact of need for cognition on transportation in the advertisinqqdoma
Presumably due to Green’s early finding that NFC did not influence transpoitaharrative
persuasion, the subsequent studies (Escalas, 2004; Chang, 2009) that have erappicetly
transportation in an advertising setting seem to have largely ignored the NF& hawever is
a key factor in rhetorical persuasion and plays a pivotal role in the ELM.tJnHadindings
generated in the current study were in agreement with Green and her adleagst recent
study (Green et al., 2008) that high NFC individuals were more transported thaowhidiFC
counterparts in response to print narrative messages.

Intriguing as such findings may seem, this study solely focused on the prininmeall
thus has yet to touch upon other advertising media. Green and her colleagues (2008gasnethe
suggested that NFC tended to influence transportation across modality.dnlpgrthey found

that high NFC individuals were more transported while reading the narradryewhereas low
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NFC individuals were more transported while watching the narrative stocgrding to Green
and her colleagues (2008), a greater degree of transportedness is likegvtikbd upon one’s
exposure to a medium that matches his or her preferred level of cognitiveasfgaged by
NFC score) compared with a medium that entails either more or less we@fitirt than one
prefers. In the same study, it was found that high NFC message recngeatsiore transported
into print medium, which is generally assumed to be a more difficult medium thanvhiich
may entail lower degree of mental effort. This finding appears to bearcatatgnificance,
because it suggests that when it comes to being transported into the narrddydifferent
communication media (for example, print vs. film) should be used selectively so agtothe
preferred cognitive effort required by the high versus low NFC individuals. Marebise
finding also suggests that it may not be particularly effective to resekettronic media to
convey transporting persuasive messages among high NFC individuals. Analptimustyerse
argument seems to hold true. In particular, print media may not serve as théadeals to
disseminate transporting narrative messages among low NFC individuals ngho tee more
transported by exposure to a medium that requires relatively less cogfidiveRromising as
these speculations appear to be, none of the previous studies have yet to emaribatlyam
in a narrative advertising context. To help address this information void, thecheseaill
continue her investigation of the impact of NFC on transportation across other auyentslia
(television, radio, etc) in her follow-up studies.

Most importantly, this study reveals that regardless of the product category,

transportation seems to positively influence one’s affective (ad atanalérand attitude) and
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conative (behavioral intention) responses. Nonetheless, pertaining to theonatliafluence of
transportation on one’s affective and conative responses, the current sttty daillineate a
conclusive picture. Specifically, it was found that transportation constitutesetti@tor between
the vividness of product depiction and one’s ad attitude, but only worked as a partetbmedi
between vividness of product depiction and brand attitude and behavioral intention.

To summarize, the current study not only shed new insights into the nature of
transportation but also advanced and enriched our knowledge of the intricate mechanism
whereby transportation influences narrative persuasion in an advertisiegtc@puecifically,
the study presents certain means by which we can enhance the degree otd&dmesgsrin
particular, when the narrative ads feature the process of product usage and vivitl produc
depiction, the transportation effect is more likely to be elicited. In additiondispmsitional
factors, that is, one’s mental imagery ability and need for cognition, edso ® influence the
degree of transportedness at one’s exposure to print narrative adveristhgrmore, whether
transportation plays the full or partial mediating role in narrative pemsydbe positive
relationships between the degree of transportedness and one’s affective and cesfainses
were re-confirmed in the current study. In effect, such relationship hacbesistently
validated by a series of studies over the past decade (Green, 1866,&3Brock, 2000; Escalas,
2004; Green et al., 2008). Based on these findings, we are in a good position to conclude that
transportation theory tends to be remarkably potent in construing and predictiniyednaaed
belief change. Meanwhile, we should be equally aware of the fact that tratispdhaory is

still in its early stage of development and far from conclusive or definite. They thae®mnot
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presented a clear schema elucidating the relationship among the thpamneats of
transportation (mental imagery, cognitive attention and emotional involvement),snior ha
explicated the moderators of the three components respectively. Akin to angsp@nsheories,
transportation theory would entail sufficient time and persistent schoféohyseover several
decades to develop and perfect itself before it can become a relativahg lmad comprehensive
persuasion model.

The implications of the research findings are essentially twofold. Thealhgtithe
current study appears to make unique contributions to the formulation and application of the
transportation model and advance persuasion theory building in advertising. Fissttydkis
pinpoints four promising moderators (narrative focus, vividness of product depiction| menta
imagery ability and need for cognition) of transportation, and thus delireeatese complete
and systematic Transportation-Imagery Model. Secondly, this study exjpanajsplication of
transportation theory to the domain of narrative advertising, where a verydlimiteber of
studies have been conducted so far. Even Melanie Green, who proposed transportagion theor
and extensively examined the transportation effect in health communication, hasxpesrd
such effect in the advertising domain. Moreover, the findings bear pradgciicance. The
study suggests that advertisers can enhance transporting effect of ttativenadvertising as
well as elicit favorable affective and conative responses in ad viewemstbgyng vivid
product depiction and featuring product usage process.

Notwithstanding its theoretical and practical bearings, the current stadgtain

limitations. First, only ads on print medium were examined to gauge trangpog#ect. It is
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generally assumed however that print medium tends to be least transporting, cangihred
with electronic media such as television, as the latter can adroitly a@ougtic and visual
stimuli seamlessly so as to more readily evoke transportation. Second, theetetly
investigated two product categories, and thus can not sufficiently conchedbewr
transportation effect is influenced by product category. As such, futuarckseeds to more
explicitly construe the impact of product category on narrative tratagjoor by conducting
advertising studies featuring an array of product categories. The thirationibf the study lies
in its exclusive usage of student sample to examine the transportationreffecthstanding
students constitute the target audience of both the recorder pen and the musicoapdiwat
enhance the generalizability of the research findings, future studies stsmuldalnon-student
samples.

The present study merely constitutes the initial step of the resealongrterm
research agenda to refine the Transportation-Imagery Model in an advertisiex.coat
achieve this goal, the research has set up a research agenda thatafansesties of follow-up
studies. First, as aforementioned, the researcher will investigatpdrat®on effect across
modality (print, television, and radio) and in various product categories so as tepaaviore
definite conclusion regarding narrative focus and NFC. Second, the researtbgplaate the
moderators of the three components in the transportation model. Such knowledge will allow us
to lay out more clear-cut means of maximizing transportation effeat, Tthitriangulate the
results in terms of degree of transportedness, the researcher wiltogsseythophysiological

measures, such as skin conductance and heart rate, in addition to Green’s papecind-
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transportation scale. Based on these studies, the researcher seeks to doenbledeyt
construction for the Transportation-Imagery Model in the next three todmesyThe ultimate
goal of the researcher is to be able to integrate the Transportationyrivéapkzl with the ELM
SO as to come up with a comprehensive persuasion model applicable to both narrative and

rhetorical persuasions.
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Appendix A
Vividness of Visual Imagery Questionnaire (VVIQ2) & Reading Instructiors

For your first task, you will be asked to imagine some scenarios. Beforstgmuplease spend
two minutes familiarizing yourself with the different rating catég®on the scale below.
Throughout this task, refer to the rating scale when judging the vividness of eaygh ifiny to
do each item separately, independent of how you may have done other items.

Rating Scale

The image aroused by an item might be:

Rating 5: Perfectly clear and as vivid as normal vision

Rating 4: Clear and reasonably vivid

Rating 3: Moderately clear and vivid

Rating 2: Vague and dim

Rating 1: No image at all, you only “know” that you are thinking of an object.

Complete each of the following 32 items for images obtained with the eyes closed.

In answering items 1 to 4, think of a friend whom you frequently see (but/ho is not with
you at present) and consider carefully the picture that comes to mindror each item, close
your eyes for 5-10 seconds to focus on the image in your mind before rating the ireag

1. With your eyes closed, think of the exact contour of the face, head, shoulders and body of you
friend.

2. Now, with your eyes closed, think of your friend’s poses of head, and body postures.

3. With your eyes closed, now think of your friend’s walking pace and the lengttpohnste

walking.

4. And now with your eyes closed, think of your friend wearing some familiar clathes i

different colors.

For items 5 to 8, think of the sunrise. Consider carefully the picture tht comes to mind.
For each item, close your eyes for 5-10 seconds to focus on the image in your mietbie
rating the image.

5. With your eyes closed, think of the sun rising above the horizon into a hazy sky.

6. With your eyes closed, now think of the sky clearing and surrounding the sun withsbluene
7. With your eyes closed, now think of clouds. Then a storm blows in, with flashes of lightning.
8. And now with your eyes closed, imagine a rainbow appears.
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For items 9 to 12, think of the front of a store which you often go to. Consider thegbure
that comes to mind. For each item, close your eyes for 5-10 seconds to focushenrage in
your mind before rating the image.

9. With your eyes closed, think of the overall appearance of the store from the opdesife s

the road.

10. Now with your eyes closed, imagine a window display including colors, shape, ait& afet
individual items for sale.

11. With your eyes closed, now imagine that you are near the entrance. Thinkalbthshape
and details of the door.

12. And now with your eyes closed, imagine that you enter the store and go to the ctnenter. T
clerk helps you. Money changes hands.

For items 13 to 16, think of a country scene which involves trees, mountains ancaié.
Consider the picture that comes to mind. For each item, close your eytor 5-10 seconds to
focus on the image in your mind before rating the image.

13. With your eyes closed, think of the contours of the landscape.

14. Now with your eyes closed, think of the color and shape of the trees.

15. With your eyes closed, now think of the color and the shape of the lake.

16. And now with your eyes closed, think of a strong wind that blows on the trees and on the
lake causing waves.

For items 17 to 20, think of being driven in a fast-moving automobile by a friend alapa
major highway. Consider the picture that comes to mind. For each item]ase your eyes for
5-10 seconds to focus on the image in your mind before rating the image.

17. With your eyes closed, imagine you observe the heavy traffic travdllmghaspeed around

your car. Think of the overall appearance of vehicles, their colors, sizes @eg.sha

18. Now with your eyes closed, imagine your car accelerates to ovdreakaftic directly in

front of you. You see an urgent expression on the face of your friend and the people in the other
vehicles as you pass.

19. With your eyes closed, now imagine a large truck is flashing its headligluitydoehind.

Your car quickly moves over to let the truck pass. The driver signals with a frieadé; w

20. And now with your eyes closed, imagine you see a broken-down vehicle besideltHesro

lights are flashing. The driver is looking concerned and she is using a cell phone.
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For items 21 to 24, think of a beach by the ocean on a warm summer’s day. Consider the
picture that comes to mind. For each item, close your eyes for 5-10 seconds ta$oon the
image in your mind before rating the image.

21. With your eyes closed, think of the overall appearance and the color of the wtards
sky.

22. Now with your eyes closed, imagine bathers are swimming and splashing abeuvater.
Some are playing with a brightly colored beach ball.

23. With your eyes closed, now imagine an ocean liner crosses the horizon.dtde¢eaikof
smoke in the blue sky.

24. And now with your eyes closed, imagine a beautiful hot air balloon appears withdple pe
aboard. The balloon drifts past you, almost directly overhead. The passengesnd/avale.
You wave and smile back at them.

For items 25 to 28, think of a railway station. Consider the picture that comes tmind. For
each item, close your eyes for 5-10 seconds to focus on the image in your mirfdreerating
the image.

25. With your eyes closed, think of the overall appearance of the station viewea firomt iof
the main entrance.

26. Now with your eyes closed, imagine that you walk into the station. Think of the sitdpe,
and details of the entrance hall.

27. With your eyes closed, now imagine you approach the ticket office, go torat cacater
and purchase your ticket.

28. And now with your eyes closed, imagine you walk to the platform and observe other
passengers and railway tracks. A train arrives. You climb aboard.

For items 29 to 32, think of a garden with lawns, bushes, flowers, and shruliSonsider the
picture that comes to mind. For each item, close your eyes for 5-10 seconds ta$oon the
image in your mind before rating the image.

29. With your eyes closed, think of the overall appearance and the design of the garden.

30. Now with your eyes closed, think of the color and shape of the bushes and shrubs.

31. With your eyes closed, now think of the color and appearance of the flowers.

32. And now with your eyes closed, think of some birds flying down onto the lawn and starting
to peck the food.
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Appendix B

Need for Cognition Scale & Instructions
(Cacioppo, Petty, & Kao, 1984)

Next, for each of the statements below, please indicate whether or not thestase
characteristic of you or of what you believe. If the statement is eglyamcharacteristic of you
or of what you believe (not at all like you), please check “1”. If the stateimextremely
characteristic of you or of what you believe (very much like you), pldasekc'5".

The scale asks participants to describe the extent to which they agreaetitstatement using
a 5-point scale with the following values:

. Extremely unlike me

2. Somewhat unlike me

3. Uncertain

4. Somewhat like me

5. Extremely like me

=

1. I would prefer complex to simple problems.

2. | like to have the responsibility of handling a situation that requires a lon&irii

3. Thinking is not my idea of fun. *

4. | would rather do something that requires little thought than something that is sure t
challenge my thinking abilities. *

5. | try to anticipate and avoid situations where there is likely chanikehlawe to think in
depth about something. *

6. | find satisfaction in deliberating hard and for long hours.

7. 1only think as hard as | have to. *

8. | prefer to think about small, daily projects to long-term ones. *

9. I like tasks that require little thought to make my way to the top appeals*to me.
11.1 1 really enjoy a task that involves coming up with new solutions to problems.

12. Learning new ways to think doesn’t excite me very much. *

13. | prefer my life to be filled with puzzles that | must solve.

14. The notion of thinking abstractly is appealing to me.

15. I would prefer a task that is intellectual, difficult, and important to one teatriswhat
important but does not require much thought.

16. | feel relief rather than satisfaction after completing a task thaireel a lot of mental
work.*

17. It's enough for me that something gets the job done; | don’t care how or wirk&. W
18. I usually end up deliberating about issues even when they do not affect mellyersona

* Reverse scoring is used on this item.
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Appendix C
Advertising Processing Instructions

For recorder pen ads (version 1 and version 2) that feature vivid or pallid product depidtion wit
focus on the process of the product consumption. The following reading instructienssedr

Next, you will read a print ad of a recorder pen. While you are reading this ad, we wadll
like you to focus on the process of usintpe recorder pen, that is, focus on the easy steps of
using the recorder pen.

For recorder pen ads that feature vivid or pallid product depiction with focus on the outcome of
the product consumption. The following reading instructions were used.

Next, you will read a print ad of a recorder pen. While you are reading this ad, we wadll
like you to focus on the_outcome of using the recorder pethat is, focus on the benefits that
you would gain from using the recorder pen.

For music app ads that feature vivid or pallid product depiction with focus on the protess of
product consumption.

Next, you will read a print ad of a music application. While you are reading this ad, we
would like you to focus on the processf using the music app, that is, focus on the easy
steps of using the music app.

For music app ads that feature vivid or pallid product depiction with focus on the outcome of the
product consumption.

Next, you will read a print ad of a music application. While you are reading this ad, we
would like you to focus on the outcomef using the music application, that is, focus on the
benefits that you would gain from using the music application.
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Appendix D
Recorder Pen Ad Version 1 (Vivid Product Depiction & Process-Faused Copy)

Picture this. It's me versus the captain of the football team, and we're going after the same girl. He tries to
impress her with his bulging muscles, and me? I'm an average guy, but 'm smart. So | get the Vernad
Recorder Pen. Why? Because | know a thing or two about our lovely lady. She’s a 10, but she wants a 4.0.
And | want her.

Not only did this pen catch her attention with its sleek lines, she loved how easy it was 1o use. All you have 1o
do is click a button to record the lecture into the memory of the pen. At the end of the day, just download the
audio files to the computer, where they automatically convert to a Word doc. Plus, with great features like 300
hours of recording times and 4 Gigs of memory, she simply couldn’t resist getting one of her own. Now, after
class, we “bump” our pens together, and they automatically exchange files. Plus, the clarity is so good, she
can hear me whispering messages o her asking her out on dates when we exchange files.

This pen may not look like much, but it got me the girl, and the girl got her 4.0. And hulking biceps over there?

He’s still writing with a No. 2. Oh, and the Vernad Recorder Pen helped my GPA as well. | even aced the final.
So, yeah, this pen is definitely mightier than the sword.

DISCLAIMER: Recorder Pen has 4Gb df storage. Supports WINDOWS! 000/XPMAC OS /LINUX cperating systems. U! standard interface. Ability to share files from other
Recorder Pens occurs by simply pairing pens together and hitting the send/ ve button. Built-in microphone range = 15 square meters. complimentary high-capacity lithium batteries.
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Recorder Pen Ad Version 2 (Pallid Product Depiction & Procesg&ocused Ad Copy)

Picture this. It's me versus the captain of the football team, and we’re going after the same girl.
He keeps trying to impress her, but | have the Vernad Recorder Pen. Why? She wants a 4.0,
and | want her.

Not only did this sleek pen catch her attention, but she loved how easy it was to use. All you have
to do is click a button to record the lecture into the memory of the pen. At the end of the day, just
download the audio files to the computer to convert them to a document. Plus, with features like
300 hours of recording times and 4 Gigs of memory, she decided to get one of her own. Now, after
class, we put the two pens together, and they automatically exchange files. The pen records with
perfect clarity as well.

This pen may not look like much, but it got me the girl, and the girl got her 4.0. And our football
cap-tain over there? He’s still writing with a pencil. The Vernad Recorder Pen helped improve my
GPA as well. So this pen is definitely mightier than the sword.

DISCLAIMER: Recorder Pen has 4Gb of storage. Supports WINDOWS98/98SE/ME/2000/XPMAC OS /LINUX cperating systems. USB2.0 standard interface. Ability to share files from other
Recorder Pens occurs by simply pairing pens together and hitting the sendfreceive button. Built-in microphone range = 15 square meters. Six complimentary high-capacity lithium batteries
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Recorder Pen Ad Version 3 (Vivid Product Depiction & Outcome-Focsed Ad Copy)

Picture this. It's me versus the captain of the football team, and we're going after the same girl. He tries to impress
her with his bulging muscles, and me? I'm an average guy, but 'm smart. So | get the Vernad Recorder Pen.
Why? Because | know a thing or two about our lovely lady. She’s a 10, but she wants a 4.0. And | want her.

Not only did this pen caich her atiention with its sleek lines, she loved how easy it was to use. At the end of the
day, | always have all the recorded lectures saved as audio files on my computer. With great features like 4 Gigs
of memory, | can record up o 300 hours of lectures. That's more than enough room 1o get all the notes | need
1o get an A. These cool features made it hard for her to resist getting one of her own. So, now, after class, all we
have to do is “bump” our pens together, and they automatically exchange files. With the recorder pen, our notes
are automatically converted to a Word doc, and | don't have to be embarrassed about showing her my chicken
scratch, which makes our “study session” go really well...if you know what | mean. Plus, the clarity is so good,
she heard my whispered messages asking her out. Now, we are dating.

This pen may not look like much, but it got me the girl, and the girl got her 4.0. And hulking biceps over there?
He’s still writing with a No. 2. Oh, and the Vernad Recorder Pen helped my GPA as well. | even aced the final. So,
yeah, this pen is definitely mightier than the sword.

DISCLAIMER: Recorder Pen has 4Gb of storage. Supports WINDOV [2000/XPMAC OS /LINUX operating systems. USB2.0 standard interface. Ability to share files from ather
Recorder Pens occurs by simply pairing pens together and hitting the button. Built-in microphone range = uare meters. Six complimentary high-capacity lithium batteries.
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Recorder Pen Ad Version 4 (Vivid Product Depiction & Outcome-FocuseAd Copy)

Picture this. It's me versus the captain of the football team, and we're going after the same girl. He keeps
trying to impress her, but | have the Vernad Recorder Pen. Why? She wants a 4.0, and | want her.

Not only did this sleek pen catch her attention, she loved how easy it was to use. At the end of the day, |
have all the lectures saved on my computer. With features like 4 Gigs of memory, | can record up to 300
hours of lectures. That's more than enough room to get all the notes | need to make an A. These features
convinced her to get a Vernad Recorder Pen of her own. So, now, after class, all we have to do is put our
pens together, and they automatically exchange files. With the recorder pen, our notes automatically con-
vert to a document, and | don't have to show her my bad handwriting. Plus, the clarity of the pen is better
than any of its rivals.

This pen may not look like much, but it got me the girl, and the girl got her 4.0. And our football captain
over there? He’s still writing with a pencil. The Vernad Recorder Pen helped improve my GPA as well. So
this pen is definitely mightier than the sword.

DISCLAIMER: Recorder Pen has 4Gb of storage. Supports WINDOV! 0/XPMAC INUX operating systems. U standard interface. Ability to share files from other
Recorder Pens occurs by simply pairing pens together and hitting the e range = 15 square m complimentary high-capacity lithium baiteries
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Appendix E
Music App Ad Version 1(Vivid Product Depiction & Process-Focuse€opy)

| was desperately looking for a online radio station that didn't play the same music over and over again. | have very
eclectic tastes in music... | ike Weezer, but | love Kings of Leon. | like Wolimather, but love Gov't Mule. | like REQ, but
love Michael Jackson.... Crap. Please don't tell my girlfriend about that. It's only the early Michael Jackson... really.
You know, the stuff before his fifth nose job.

Anyways... | was really tired of listening to the same old songs from Pandora. Did you know that Pandora only has
700,000 songs? Yeah, | didn't either. Online music shouldn't be about what others want you to hear, it should be about
what you love and what you want to hear right now. So that’s when my girliriend recommended URadio. Here is how
URadio works: | can easily populate endless playlists by querying the 5 million songs in URadio and customize my
playlisis using the genre and release date filiers. Plus, | can listen to my music anywhere, anytime, by dropping my
playlist onto a Micro SD card with URadio’s Gache and Carry ™ fealure. | can even download the music to my cell
phone. Just click and I'm done. And my favorite part? All | had to pay was a one-time fee of $29.99, and after that, all
the songs are free. You know how you can get a lyric in your head, but can't remember the rest of the song? | don't
know about you, but that drives me crazy. Well, with URadio, | can simply IM them the lyric and in a few seconds Il
know what the song itis.

Some Internet radio gives you what they want. But with URadio... It’s all about you. | can listen to what | want when
I'want it. After all, this isn't your grandmother’s radio... it's URadio. Seriously though, don't tell my girlfriend about the
Michael Jackson thing.

Disclaimer: 1Pandora = 700,000 songs as of 11/25/09. 2Audio specs available upon request or viewable at www.uRadio.com/audiospecs.
™Cache and Carry a trademark of uRadio, Inc.
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Music App Ad Version 2 (Pallid product depiction & Process-Focusg Ad Copy)

| was looking for an online radio station that didnt play the same music repeatedly. | like different types of
music... | ike Weezer, but | love Kings of Leon. | like Wolfmother, but love Gov't Mule. | like REO, but love
Michael Jackson.... Please don't tell my girlfriend about that. It's only the early Michael Jackson.

| was tired of listening to the same songs from Pandora, which only has 700,000 songs. Online music
shouldnt be about what others want you to hear, it should be about what you want to hear. So that's when
my girlfriend recommended URadio. This is how URadio works: | can build playlists out of the 5 million
songs in U Radio and organize them by genre and release date. Plus, | can listen to my music anywhere,
anytime, by dropping my playlist onto a Micro SD card with URadio’s Cache and Carry™ feature, | can
download the music to my cell phone as well. Just click and | am done. | only paid a one-time fee of $29.99,
and after that, all the songs are free. With URadio, when | can’t recall the name of a song, | can search the
song by its lyric and find it really fast by using the IMLyric™ feature.

Some Internet radio gives you what they want. But with URadio... It's all about you. | can listen to what |
want when | want it. After all, this isn’t your grandmother’s radio... it's URadio. Please don't tell my girlfriend
about the Michael Jackson thing.

Disclaimer: 1Pandora = 700,000 songs as of 11/25/09. 2Audio specs available upon request or viewable at www.uRadio.com/audiospecs
™Cache and Carry a trademark of uRadio, Inc.
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Music App Ad Version 3 (Vivid Product Depiction & Outcome-Focused AdCopy)

| was desperately looking for an online radio station that didn’t play the same music over and over again. | have very
eclectic tastes in music... | like Weezer, but | love Kings of Leon. | like Wolfmather, but love Gov't Mule. 1 like REO, but
love Michael Jackson.... Crap. Please don' tell my girliriend about that. It's only the early Michael Jackson... really.
You know, the stuff before his fifth nose job.

Anyways... | was really tired of listening 1o the same old songs from Pandora. Did you know that Pandora only has
700,000 songs? Yeah, | didn’t either. Online music shouldn't be about what others want you to hear, it should be about
what you love and what you want o hear right now. So that’s when my girlfriend recommended URadio. URadio offers
alot of exclusive features. With customizable playlists that can be arranged by both genre and release date, and more
than 5 million songs, for example, URadio seriously puts competition to shame. With the trademarked Cache and
Carry™ feature, | can listen to my music anywhere, anylime. Cache and Carry™ leis me take the music with me on

a Micro SD card or even as aringione on my cell phone. And my favorite part? | can actually afford it. All | had to pay
was a one-time fee of $29.99, and after that, all the songs are free. You know how you can get a lyric in your head, but
can'tremember the rest of the song? | don't know about you, but that drives me crazy. Well, with URadio, the IMLyric™
feature can tell you the name of the song in just a few seconds. And then you can get the song out of your head.

Some Internet radio gives you what they want. But with URadio. .. It's all about you. | can listen to what | want when
I want it. After all, this isn't your grandmather’s radio.. . it's URadio. Seriously though, don't tell my girlfriend about the
Michael Jackson thing.

Disclaimer: 1Pandora = 700,000 songs as of 11/25/09. 2Audio specs available upon request or viewable at www.uRadio.com/audiospecs.
™ Cache and Carry a trademark of uRadio, Inc.
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Music App Ad Version 4 (Pallid Product Depiction & Outcome-Focuseddd Copy)

| was looking for an online radio station that didnt play the same music repeatedly. | like different types of
music. .. | like Weezer, but | love Kings of Leon. | like Wolfmother, but love Gov't Mule. | like REO, but love
Michael Jackson. ... Please don't tell my girlfriend about that. It's only the early Michael Jackson.

| was tired of listening to the same songs from Pandora, which only has 700,000 songs. Online music shouldn’t
be about what others want you 1o hear, it should be about what you want to hear. So that’s when my girlfriend
recommended URadio. Here are some of the exclusive features that URadio offers: URadio surpasses iis
completion with 5 million songs and customizable playlists by both genre and release date. The trademarked
Cache and Carry™ feature makes music accessible anywhere, anytime. This feature lets me 1ake the music
with me on a Micro SD card or even as a ringtone on my cell phone. | only paid a one-time fee of $29.99, and
after that, all the songs are free. The IMLyric™ feature of URadio can find a song by its lyric really fast when |
can'trecall the name of the song.

Some Internet radio gives you what they want. But with URadio... It's all about you. | can listen to what | want
when | want it. After all, this isn't your grandmother’s radio. .. it's URadio. Please don't tell my girlfriend about
the Michael Jackson thing.

Disclaimer: 1Pandora = 700,000 songs as of 11/25/09. 2Audic specs available upon request or viewable at www.uRadio.com/audiospecs
™Cache and Carry a trademark of uRadio, Inc
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Appendix F
Transportation Scale
(Green & Brock, 2000)
I: General Items

1. While | was reading the narrative, | could easily picture the everittaking place.
2. While | was reading the narrative, activity going on in the room around menvag mind.
(R)

3. | could picture myself in the scene of the events described in the narrative.

4. | was mentally involved in the narrative while reading it.

5. After finishing the narrative, | found it easy to put it out of my mind. (R)

6. | wanted to learn how the narrative ended.

7. The narrative affected me emotionally.

8. | found myself thinking of ways the narrative could have turned out differently.
9. | found my mind wandering while reading the narrative. (R)

10. The events in the narrative are relevant to my everyday life.

11. The events in the narrative have changed my life.

Il. tems germane to the recorder pen ad:

12. While reading the ad | had a vivid image of the guy.

13. While reading the ad | had a vivid image of the captain of the football team.

14. While reading the ad, | had a vivid image of the guy’s girlfriend.

15. While reading the ad, | had a vivid image of the recorder pen.

lll. Items germane to the music app ad:

12. While reading the ad, | had a vivid image of the guy enjoying the music app.

13. While reading the ad, | had a vivid image of the scenes described in the ad.

14. While reading the ad, | had a vivid image of the music app.

15. While reading the ad, | had a vivid image of the guy listening to songs on ticeaps

Note: All items were measured on a seven-point scale anchoreghbgnuchandnot at all
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Appendix G

Manipulation Questions of the Narrative Focus

On a continuous scale ranging from 0 (not at all) to 100 (very much), pleaseuatiegree of
agreement with the following statements about this ad. Feel free to move thretcuasy
number that best reflects your degree of agreement. For example, if \@hare agreement
with the statement, you need to move the cursor to number 25. Similarly, if y6boana
agreement with the statement, please move the cursor to number 65. If you fiestd@bout
the scale, please raise your hands and ask the experimenter.

1. While reading the ad, how much did you think about how the product works?

2. While reading the ad, how much did you think about the process of using the product?

3. While reading the ad, how much did you think about the step of using the product?

4. While reading the ad, how much did you think about the outcome of using the product?

5. While reading the ad, how much did you think about the benefits you would gain from using
the product?

6. While reading the ad, how much did you think about the end results of using the product?

Note: The generic word “product” was changed to “recorder pen” or “music apipé recorder
pen ads or the music app ads respectively.

Appendix H

Manipulation Questions of the Vividness of Product Depiction

On a continuous scale ranging from 0 (not at all) to 100 (very much), please natiegee of
agreement with the following statements about this ad. Feel free to move thetcuasy
number that best reflects your degree of agreement. For example, if \@hf@aia agreement
with the statement, you need to move the cursor to number 25. Similarly, if you are 65%
agreement with the statement, please move the cursor to number 65. If you fiestd@bout
the scale, please raise your hands and ask the experimenter.

How vivid was the description of this ad?

How imagery-provoking was the ad?

Do you think the description of the product is specific?
Do you think the description of the product is detailed?
How likely is the ad to elicit your imaginability?

How likely is the ad to evoke your sensory imagery?

QA WNE

Note: The generic word “product” was changed to “recorder pen” or “music iapipé recorder
pen ads or the music app ads respectively.
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Appendix |

Dependent Measures of Brand Attitude

. How do you like the product?

. After reading the ad, do you hold favorable attitudes towards the product?
. After reading the ad, do you hold positive attitudes towards the product?

. After reading the ad, do you think the product is good?

A WN B

Dependent Measure of Ad Attitude

. How do you like the ad?
. Do you have positive attitudes towards the ad?
. Do you have favorable attitudes toward the ad?

WN B

Dependent Measure of Purchase Intention
(Escalas & Luce, 2003)

1. How likely would you use a free trial of this product for 30 days?

2. How likely would you buy the product given that you plan to buy such a product and have the
necessary money?

3. How likely would you request additional information of the product?

4. How likely would you buy this product?

Note: The generic word “product” was replaced by “recorder pen” or “music iagpé
recorder pen ads or the music app ads respectively.
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