
Journal of Advertising, vol. 38, no. 1 (Spring 2009), pp. 21–33.
© 2009 American Academy of Advertising. All rights reserved.

ISSN 0091-3367 / 2009 $9.50 + 0.00.
DOI 10.2753/JOA0091-3367380102

Advertising can take either an argumentative or narrative 
form (Boller and Olson 1991). The former provides product 
attribute information in a logical manner, whereas the latter 
tells a story. For example, ads can lecture to consumers about 
how a cruise vacation can relieve work stress and restore energy, 
or they can feature consumption stories by showing a happy 
couple cruising toward Alaska. How people respond to nar-
ratives in advertising has drawn increasing research interest. 
As Adaval and Wyer stated, “much of the social information 
we acquire in daily life is transmitted to us in the form of a 
narrative” (1998, p. 207). In parallel, much of the consump-
tion information we acquire is transmitted in the form of ad 
narratives (Escalas 1998).

Narratives in advertising serve important functions. They 
present the benefi ts of intangible products in a meaningful 
way (Mattila 2000; Padgett and Allen 1997) and get consum-
ers transported (Escalas 2004a; Green and Brock 2000) and 
hooked (Escalas, Moore, and Britton 2004). Most important, 
to the extent that ad perceivers are hooked, they feel more 
positive and express more favorable attitudes toward the ads 
(Escalas, Moore, and Britton 2004). However, it is argued in 
this paper that the effectiveness of narrative ads hinges on an 
individual’s cognitive capacity. In situations where cognitive 
capacity allows, a narrative ad, in comparison to an argument 
ad, can generate a greater degree of cognitive and affective 
involvement, which leads to more favorable ad and brand at-
titudes. On the other hand, in situations where a consumer’s 
cognitive capacity is constrained, a narrative ad will not get the 
individual more cognitively and emotionally involved than an 

argument ad. Under such conditions, the superior effectiveness 
of narrative advertising will be attenuated.

Advertising literature shows that the greater the consumer’s 
involvement in magazine articles or contextual programs, the 
less cognitive capacity there will be available for processing 
subsequent ads, which results in poor memory of these ads 
(Norris and Colman 1992, 1993). Editorial articles sometimes 
feature narratives, such as stories about the lives of successful 
entrepreneurs or politicians, adventure stories, and so forth. 
Even in articles discussing social issues, journalists can ap-
proach the problems by featuring stories of real persons to 
address the seriousness of the issues. When reading narrative 
magazine articles, individuals are likely to be transported to 
and lost in the narrative world. It is proposed here that this 
degree of involvement in editorial content will constrain read-
ers’ cognitive capacities and reduce their ability to process 
subsequent advertisements. Reduced cognitive capacity will 
thus attenuate the superior effectiveness of narrative advertis-
ing relative to argument advertising.

WHAT IS A NARRATIVE?

A narrative involves “one or more episodes consisting of actors 
engaged in actions to achieve goals” and contains a “sequence 
initiated by some events and actions result[ing] in outcome(s)” 
(Escalas 1998, p. 273). The two important structural features 
of narratives are chronology and causality (Escalas 1998; 
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Polkinghorne 1991). Narratives are organized in terms of 
a series of events occurring over time, and these events are 
structured in a way that the causal relationship among them 
can be inferred. Both editorials and advertising can be in the 
form of narratives.

PROCESSING NARRATIVES

Narrative processing relies on existing narrative knowledge 
structures. Fiske (1993) argued that people store in their 
minds recurring narrative content and episodes with causal 
relations as event prototypes or causal knowledge structures. 
Individuals try to comprehend incoming narrative informa-
tion by relating it to the prototypes or structures they have 
previously developed from their personal experiences (Schank 
and Abelson 1995). Individuals not only generate an under-
standing of how and why a story evolves; they are also likely 
to imagine themselves in the same situation or, in other words, 
engage themselves in mental simulation, which refers to “the 
cognitive construction of hypothetical scenarios” (Taylor and 
Schneider 1989, p. 175).

In the process of mental simulation, message perceivers 
may get transported (Escalas 2004a). Transportation is defi ned 
as “an immersion into a text” (p. 702) and is conceptualized 
as “a convergent process, where all mental systems and ca-
pacities become focused on events occurring in the narrative” 
(Green and Brock 2000, p. 701). Transportation in a narra-
tive involves the processes of attention, imagery, and feelings 
(Green and Brock 2000). One consequence of transportation 
is that message perceivers lose access to real-world facts. This 
reduces the likelihood that they will notice things happening 
in their physical environment or keep track of time (Green 
and Brock 2000).

Within the context of ad processing, Escalas, Moore, and 
Britton (2004) introduced a similar concept, being hooked, to 
describe the degree of experiential involvement that occurs 
when an individual reads a narrative. According to them, a 
narrative can draw in or hook readers, making them experi-
ence what the characters feel and immersing them in the 
characters’ world.

NARRATIVE AND ARGUMENT ADVERTISING

Advertising composed of narratives is generally referred to 
as narrative advertising. Escalas (1998) defi ned a narrative 
ad as an ad that tells a story. In advertising, narratives always 
evolve around product consumption, that is, the experiences 
or consequences of product use. Escalas (2004b) reviewed two 
forms of narrative advertising: drama advertising (Deighton, 
Romer, and McQueen 1989; Stern 1994) and story advertising 
(Deighton, Romer, and McQueen 1989). Drama advertising 
is a special form of narrative advertising (Padgett and Allen 
1997). In drama advertising, characters talk to each other 

and the audience observes product-related events unfolding 
in front of them via ad characters (Wells 1989). Alternatively, 
story advertising not only has characters and plots, but also a 
narrator (Deighton, Romer, and McQueen 1989). Therefore, 
narrative advertising refers to ads with the story either acted 
out by actors (drama advertising) or presented by narrators 
(story advertising).

Argument advertising differs from narrative advertising 
in that it has no plots or characters (Deighton, Romer, and 
McQueen 1989). The distinction between argument and 
narrative advertising has been specifi ed by Wells (1989), 
who argued that the former directly conveys to the audience 
information about product features by presenting arguments 
and lectures. According to Deighton, Romer, and McQueen 
(1989), argument advertising persuades via logical arguments 
for a claim.

One of the most important functions of narrative advertis-
ing is to get consumers cognitively and affectively involved 
in an ad. For example, stories in advertising can involve and 
entertain consumers (Escalas 1998) or hook them into the 
viewing process (Escalas, Moore, and Britton 2004). To the 
extent that ad perceivers are hooked, they feel more positive 
and express more favorable attitudes toward the ad (Escalas, 
Moore, and Britton 2004).

However, processing narrative ads has been shown to de-
mand greater cognitive capacity than processing argument 
ads (Peracchio and Meyers-Levy 1997). It is argued in this 
paper that the superior effectiveness of narrative advertising 
in getting message perceivers cognitively and emotionally 
involved will only emerge in situations where perceivers’ 
cognitive capacities have not been exhausted by contextual 
media content.

THE INFLUENCE OF INVOLVEMENT IN MEDIA 
CONTENT ON PROCESSING ADVERTISING

The negative infl uence of involving program or editorial 
content on the effectiveness of subsequent advertisements has 
been well documented. Most of these studies did not distin-
guish cognitive involvement from affective involvement (e.g., 
Norris and Colman 1992). This is probably because cognitive 
involvement is highly associated with affective involvement. 
For example, to represent high-involving programs, Soldow 
and Principe (1981) selected programs that are suspenseful, 
which can be both cognitively and affectively involving. Norris 
and Colman (1992; see also Tavassoli, Shultz, and Fitzsimons 
1995) measured program involvement using both cognitive 
items, such as involving and absorbing, and affective items, 
such as exciting and entertaining. Regardless of what aspects 
of involvement these studies referred to, their fi ndings are 
consistent, suggesting that involving programs deteriorate 
recall of subsequent ads. For example, Norris and Colman 
(1992, 1993) showed that the more participants are involved 
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in magazine articles, the lower their ad recall and recognition. 
Soldow and Principe (1981) found that a high-involving pro-
gram reduced recall of brands and sales messages. Kennedy 
(1971) demonstrated that when programs are involving, the 
drive for closure becomes more intense, which reduces the 
reception of advertising messages.

Some research has specifi cally focused on the infl uence of 
individuals’ cognitive involvement in contextual programs or 
editorial content and has shown that cognitive involvement 
in contextual media content reduces recall of the subsequent 
ads (e.g., Bryant and Comisky 1978; Lord and Burnkrant 
1993). For example, Bryant and Comisky (1978) showed that 
ad recall is worse when ads are inserted in a high cognitive 
involving action adventure show than a low cognitive involv-
ing nonprogram control stimulus. Ad recall has also been 
shown to deteriorate when ads are placed immediately after a 
cognitively involving program than after a delay (McGrath and 
Mahood 2004). This line of research suggests that cognitive 
capacity is limited. When an individual’s cognitive capacity 
is consumed by processing program or editorial content, less 
capacity is available to process advertising (Lord and Burnkrant 
1993). Indeed, Lord and Burnkrant (1988) demonstrated that 
it takes longer for participants to respond to a secondary task 
when they are watching cognitively involving rather than 
noninvolving programs, suggesting that the former consumes 
more cognitive capacity than the latter.

Relatively less research has explored how individuals’ affec-
tive involvement in contextual programs or editorial content 
affects their processing of subsequent advertisements. Park and 
McClung (1986) showed that affective involvement in pro-
grams reduced consumers’ involvement with the subsequent 
commercial. Furnham, Gunter, and Walsh (1998) found that 
programs that evoked more affective involvement attenuated 
recall of subsequent ads. Gunter, Furnham, and Beeson (1997) 
demonstrated that affective involvement with a program was 
negatively associated with ad recall. These studies suggest that 
when participants are affectively immersed in editorial content, 
they are less likely to attend to subsequent ads.

THE INFLUENCE OF NARRATIVE EDITORIAL 
ON PROCESSING NARRATIVE ADVERTISING

In line with context involvement literature, this study argues 
that narrative editorial content may cognitively and affectively 
involve readers more than facts-based editorial content. Narra-
tive editorial articles can keep readers cognitively busy. As re-
viewed earlier, when processing narratives, individuals engage 
in mental simulation and feel transported (Escalas 2004a) or 
hooked (Escalas 2004b). When transportation happens, read-
ers are lost in another world and lose access to real-world facts 
(Green and Brock 2000). Indeed, past research demonstrated 
that transportation triggered by narrative processing reduces 
message perceivers’ capacities to process information in a 

systematic way and thus discourages their counterarguments 
(Green and Brock 2000). The fi rst experiment in Green and 
Brock showed that participants who are highly transported 
into a narrative are less likely to express beliefs inconsistent 
with what is depicted in the narrative. Their second and third 
experiments further indicated that those who are engaged 
in higher degrees of transportation are less likely to gener-
ate critical thoughts regarding the story and are less likely 
to express negative evaluations of the story characters. In a 
similar vein, Slater and Rouner’s (2002) model asserts that 
individuals engaged in processing narratives experience a 
greater extent of absorption, or transportation in Green and 
Brock’s (2000) terms. According to their model, when indi-
viduals experience higher degrees of absorption, they are less 
likely to engage in counterarguing or to generate inconsistent 
cognitive responses.

Narratives encourage mental simulation, which not only 
cognitively involves readers, but also evokes strong emotional 
responses (Taylor et al. 1998). Furnham, Gunter, and Walsh 
(1998) found that a drama program elicited more affective 
involvement than a news program. Integrating fi ndings from 
the program involvement literature and the narrative litera-
ture, this paper argues that when reading narrative articles, 
readers’ cognitive and affective involvement reaches such a 
degree that they are not able to attend to other incoming 
information.

Unlike narratives, “nonnarratives do not create alternative 
worlds for individuals to enter” (Green, Brock, and Kaufman 
2004, p. 314). Therefore, editorial content featuring facts-
based information should impose fewer demands on cognitive 
capacity. This paper proposes that reading narrative editorial 
contexts, as opposed to non-narrative editorial contexts, will 
involve participants cognitively and affectively, thus consum-
ing their cognitive capacity, which will decrease their ability 
to attend to a subsequent ad. When the subsequent ad itself 
employs a narrative, this diminished attention will result in 
reduced cognitive and affective involvement with the ad.

Reduced Cognitive Involvement with Narrative Ads

As reviewed, the processing of narrative ads generates cogni-
tive involvement, such as being transported (Green and Brock 
2000) and “hooked” (Escalas 2004a). Therefore, it is argued 
that when a narrative advertisement is not fully attended to 
due to a cognitive constraint, the ad will not transport or hook 
the reader. Specifi cally, when participants read a narrative 
editorial, as opposed to an article with facts or arguments, 
they will be less likely to get transported and hooked by a 
narrative ad.

H1: Exposure to a narrative ad will induce lower levels of 
narrative transportation (H1a) and being hooked (H1b) after 
reading a narrative editorial than after reading a facts-based 
editorial.
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Reduced Affective Involvement with Narrative Ads

The previously reviewed literature suggested that processing 
narrative ads triggers mental simulation. Mental simulation 
not only involves cognitive representations of events, but also 
evokes strong emotional responses (Taylor et al. 1998). Indeed, 
one common way of inducing positive or negative emotions 
in experimental research is to use mental simulation (Strack, 
Schwarz, and Gschneidinger 1985). In an ad context, it has 
been shown that when consumers are immersed in ad narra-
tives, they are also captured by emotions (Escalas, Moore, and 
Britton 2004). In addition, Escalas, Moore, and Britton (2004) 
found that the more complete an ad’s narrative structure, the 
more likely it evokes emotions.

Empathy is one type of emotion that is likely to be expe-
rienced when individuals process ads featuring stories and 
characters. Empathy is defi ned as “an involuntary and un-self-
conscious merging with another’s feelings” (Escalas and Stern 
2003, p. 567). Advertising researchers have demonstrated 
that ad perceivers experience empathy for characters in drama 
advertising (Boller and Olson 1991; Deighton, Romer, and 
McQueen 1989; Puto and Wells 1984). Escalas and Stern 
(2003) also established a multiple-stage model to argue that 
dramas in advertising evoke sympathy, which results in em-
pathy, thus enhancing attitudes toward ads.

Empathy comes easily with mental simulation. Slater and 
Rouner (2002) proposed that mental simulation results in 
absorption through which message perceivers vicariously ex-
perience the characters’ emotions. Within advertising research, 
it has been demonstrated that when advertising generates 
self-referencing to past experiences, higher levels of empathy 
can be elicited (Baumgartner, Sujan, and Bettman 1992). 
Therefore, empathy can be one of the important emotional 
responses that individuals experience when processing narra-
tive advertising.

Based on similar reasoning given for H1, it is argued here 
that participants exposed to a narrative article, as opposed to 
a facts-based article, will lack the capacity to process a subse-
quent narrative advertisement. As a result, they will be less 
emotionally involved in the ad and will feel less empathy.

H2: After reading a narrative article, as opposed to a facts-
based article, exposure to a narrative ad will induce less 
empathy.

THE INFLUENCE OF EDITORIAL CONTEXT ON 
THE EFFECTIVENESS OF ARGUMENT STRENGTH

The reasoning behind H1 and H2 is that processing editorial 
narrative stories demands more cognitive resources and leaves 
readers with less capacity to process additional messages. Argu-
ment strength can be used to test this assumption. Past research 
showed that argument strength infl uences judgments when 

cognitive capacity is high, but has no effect when cognitive 
capacity is low (Petty, Wells, and Brock 1976). If exposure to 
a narrative editorial article reduces participants’ processing 
capacities, it will also decrease the effects of argument strength 
in subsequent ads.

Escalas (2004a) showed that ad argument strength infl u-
ences ad attitudes and brand evaluations when the ad does 
not transport readers, but it has no infl uence when the ad 
does transport readers. Unlike her study, this study explored 
whether cognitive constraints imposed by processing narrative 
editorials infl uences the effectiveness of arguments contained 
in subsequent ads.

H3: The interactions between editorial type and argument 
strength on ad attitudes (H3a) and brand attitudes (H3b) 
will be signifi cant. After exposure to a narrative editorial, 
argument strength will not affect participants’ ad and brand 
attitudes. After exposure to a facts-based editorial, however, 
participants’ ad and brand attitudes will be more favorable in 
response to strong arguments than weak arguments.

THE RELATIVE EFFECTIVENESS OF NARRATIVE 
ADVERTISING AND ARGUMENT ADVERTISING: 

EDITORIAL CONTEXT AS A MODERATOR

As reviewed previously, there are many advantages associ-
ated with narrative advertising (Escalas 2004a). When both 
narrative and argument advertising feature the same product 
attribute information, using a story should be more effective 
than using arguments. Specifi cally, the former will generate 
more supportive cognitive responses, more positive emotions, 
and more favorable ad and brand attitudes. However, it is 
proposed that editorial context will moderate the relative ef-
fectiveness of these two forms of advertising. When individuals 
are not able to engage in ad elaboration because of engrossing 
editorial materials, the advantages of narrative advertising 
will not emerge.

Effects on Cognitive Responses

It is important to note that H1 and H2 concern the infl uence 
of reduced capacity on responses only to narrative advertising 
in terms of being transported, getting hooked, and feeling 
empathy. These specifi c responses can be generated by narrative 
advertising, but are not likely to be triggered by argument 
advertising. Therefore, to compare the relative effectiveness of 
narrative and argument advertising, this study also explored 
cognitive and affective responses that are applicable to both 
types of advertising. Specifi cally, the total number of ad 
thoughts was used as an indicator of cognitive involvement.

H4: The interaction between editorial type and ad type on total 
number of ad thoughts will be signifi cant. After reading a nar-
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rative editorial, ad type will not infl uence number of ad thoughts. 
In contrast, after reading a facts-based editorial, participants 
exposed to a narrative ad will generate a greater number of ad 
thoughts than participants exposed to an argument ad.

Effects on Affective Responses

Ad-evoked warm feelings were measured as the indicator of 
affective involvement. Escalas, Moore, and Britton (2004) 
demonstrated that narrative ads can elicit warm feelings. In 
addition, their fi ndings indicated that, to the extent partici-
pants are hooked by a narrative ad story, they generate more 
warm feelings. Escalas (2004a) also found that the more an ad 
evokes narrative transportation, the more consumers generate 
positive affect. Moreover, mental simulation involving product 
experiences has been shown to evoke more positive emotional 
responses (Baumgartner, Sujan, and Bettman 1992; Sujan, 
Bettman, and Baumgartner 1993). It is proposed that the 
advantage of using narrative advertising in terms of generat-
ing more warm feelings will emerge after reading a narrative 
article but not a facts-based article.

H5: The interaction between editorial type and ad type on warm 
feelings will be signifi cant. After reading a narrative editorial, 
ad type will not affect levels of warm feelings. In contrast, 
after reading a facts-based editorial, participants exposed to a 
narrative ad will report greater levels of warm feelings than 
participants exposed to an argument ad.

Effects on Persuasion

As briefl y discussed in the introduction, the more a narrative 
ad engages consumers in cognitive and affective involvement, 
the stronger its persuasive effects (Escalas 2004a). Escalas 
demonstrated that narrative transportation leads to a decline in 
critical thoughts, which leads to more favorable ad and brand 
evaluations. When a narrative ad is fully processed, it should 
generate relatively more positive cognitive responses and 
relatively fewer negative cognitive responses. Therefore, this 
study explored valenced ad thoughts, which are the number 
of negative cognitive responses subtracted from the number of 
positive cognitive responses. However, when participants are 
exposed to a narrative editorial and do not have the capacity 
to process subsequent advertisements, narrative ads will no 
longer be more persuasive than argument ads.

H6: The interaction between editorial type and ad type on 
valenced ad thoughts will be signifi cant. After reading a 
narrative editorial, ad type will not affect numbers of positive 
and negative thoughts. In contrast, after reading a facts-based 
editorial, participants exposed to a narrative ad will generate 
more positive thoughts in proportion to negative thoughts than 
participants exposed to an argument ad.

H7: The interaction between editorial type and ad type on ad 
attitudes (H7a) and brand attitudes (H7b) will be signifi cant. 
After reading a narrative editorial, ad type will not infl uence 
ad or brand attitudes. In contrast, after reading a facts-based 
editorial, participants exposed to a narrative ad will report more 
favorable ad and brand attitudes than participants exposed to 
an argument ad.

METHOD

Design and Participants

The experiment had a 2 × 2 × 2 × 2 between-subjects design. 
The factors were editorial type (narrative or facts-based), ad 
type (narrative or argument), ad argument strength (strong or 
weak), and product type (glasses or contact lenses). Participants 
(n = 195; 50% male) were recruited from the metropolitan 
campus of a university in Taipei and received payment for 
participating. Vision problems are very common in Taiwan. 
Ninety percent of college students are nearsighted (Lee and 
Chen 1999). Only participants who wore glasses or contact 
lenses were allowed to participate.

Stimuli Development

Each participant read one magazine article, either a narra-
tive or facts-based article. The narrative article was a story 
about the bonding relationship among families from a back 
issue of Readers’ Digest, which was published 10 years ago. 
The facts-based article was about the importance of water to 
human bodies. To reduce confounding due to readability or 
comprehensibility, the two articles were chosen based on their 
similarity on these measures. In a pretest (n = 113), the two 
articles were not rated signifi cantly differently in terms of read-
ability (“it is easy to read through the article”), F(1, 111) = .10, 
p = .75, M

narrative
 = 6.34, SD = .85, M

non-narr.
 = 6.29, SD = .98, 

or comprehensibility (“it is easy to comprehend the ar-
ticle”), F(1, 111) = .02, p = .88, M

narrative
 = 6.19, SD = 1.02, 

M
non-narr.

 = 6.22, SD = .98.
Professionals at an ad agency created the stimulus ads in 

both a narrative and argument form. The main idea of the ad 
copy was to suggest that a pair of the right glasses or contact 
lenses could make a person more attractive. The narrative ad 
presented a story about how a young woman’s life changed after 
she wore a good pair of glasses or contact lenses (a Cinderella 
plot). The argument ad made a case for the importance of se-
lecting the right pair of glasses or contacts that fi t the wearer’s 
features and style. To reduce any confounding infl uence of ad 
copy length on participants’ motivation to read the ad, the 
ads were of similar length and in the same typeface and font. 
The two ads for glasses were 311 words for the narrative ad 
and 317 words for the argument ad. The two ads for contact 
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lenses were 309 words for the narrative ad and 319 words for 
the argument ad.

Adopting Petty, Cacioppo, and Schumann’s (1983) pro-
cedures, argument strength in advertising was manipulated 
by including product claims that varied in importance. Both 
narrative and argument ads featured a box at the end of the ad 
copy listing either strong or weak product claims depending 
on the experimental condition. The strong argument con-
tained claims people considered important when purchasing 
glasses or contact lenses, whereas the weak argument contained 
product claims that people rated as less important. The claims 
were determined by two pretests. In the fi rst pretest (n = 44, 
all wore glasses or contact lenses), participants were asked 
to list the attributes they would consider when purchasing 
glasses and contact lenses. In the second pretest (n = 91, all 
wore glasses or contact lenses), participants rated the impor-
tance on a Likert scale of a list of product attributes generated 
from the fi rst pretest. As a result, three important attributes 
were selected to represent a strong argument for glasses: high 
technology materials, comfortable fi t, and a wide selection; 
three relatively less important attributes were selected to 
represent a weak argument: no screws for the frame, a free 
case, and a brochure of vision protection tips enclosed in the 
package. Similarly, three important attributes were selected to 
represent a strong argument for contact lenses: sterile produc-
tion lines, super thinness for comfort, and water absorption 
for comfort; three less important attributes were selected to 
represent a weak argument: a selection of different packages, 
a free case, and a brochure of vision protection tips enclosed 
in the package.

Procedures

A mock magazine containing one magazine article and the 
stimulus ad was created for each condition. Participants 
were told that a new magazine—International Student Read-
ers’ Digest—would soon be launched in Taiwan and that the 
advertiser would like to know whether the magazine’s layout 
was appealing to college students. Participants were then in-
structed to read the article and the ad as they might at home. 
After reading the magazine article, they wrote down their 
thoughts about the article, their mood, and how they liked the 
article. Then, after reading each ad, participants again wrote 
down their thoughts, and rated their ad and brand attitudes, 
their mood, and items for manipulation checks. Those who 
were exposed to the narrative ad also rated their degree of 
empathy, transportation, and being hooked.

Coding of Cognitive Responses

Two independent coders unaware of the purpose of the study 
coded cognitive responses to the article based on whether they 

pertained to a state of transportation. A cognitive response 
that was only possible if a participant had been transported 
into the story was coded as a transportation cognitive response 
(e.g., “This might happen to me if I had a different pair of 
glasses.”). Other thoughts were coded as nontransportation 
cognitive responses (e.g., “I like the background color of the 
ad.”).

They also coded cognitive responses to the ad based on 
their valence: positive (e.g., “the ad is intriguing” or “the ad 
is interesting”) or negative (e.g., “the ad is boring” or “I don’t 
like such kind of ads”). The coding units were sentences.

Coding procedures recommended by Kolbe and Burnett 
(1991) were employed to improve the objectivity of the pro-
cess. First, the two coders both coded one-third of the responses 
independently for intercoder reliability checking. Krippen-
dorff’s (1980) α for assessing intercoder reliability was .79 
for transportation thoughts and .77 for valence of ad-evoked 
cognitive responses, indicating satisfactory reliability. The 
coders resolved disagreements through discussion. Then the 
coders split the remainder of the responses between them.

Independent Variables

Since all scales employed in this study were adopted from 
English publications, the translation and backtranslation 
procedure suggested by Brislin (1987) was used to develop 
Chinese versions.

Editorial Type: Narrative Versus Facts-Based

An assumption of this paper is that a narrative magazine article 
will cognitively and affectively involve readers to a greater 
extent than a facts-based article. Therefore, in this study, 
participants’ cognitive as well as affective involvement were 
examined with manipulation checks. The number of cognitive 
responses and transported thoughts were used as indicators 
of cognitive involvement. As expected, the narrative article 
generated more cognitive responses, F(1, 193) = 4.15, p = .04, 
M

narrative
 = 2.53, SD = 1.71, M

facts-based
 = 2.08, SD = 1.37, 

and more transported thoughts, F(1, 193) = 34.89, p < .01, 
M

narrative
 = 1.40, SD = 1.90, M

facts-based
 = .19, SD = .70.

The indicator of affective involvement was the participant’s 
affective state after reading the article. The positive items 
from the UWIST (University of Wales Institute of Science 
and Technology) mood adjective checklist (Matthews, Jones, 
and Chamberlain 1990) were used to measure emotional re-
sponses to the articles. Participants reported how the article 
made them feel on the following six items: pleased, cheerful, 
happy, satisfi ed, contented, and optimistic. As expected, the 
narrative article generated more positive emotions than the 
facts-based article, F(1, 193) = 32.77, p < .01, M

narrative
 = 4.10, 

SD = 1.14, M
facts-based 

= 3.15, SD = 1.17.
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Ad Type: Narrative Versus Argument

The manipulation check consisted of fi ve items. Compared 
with those reading argument ads, participants reading 
narrative ads scored signifi cantly higher on all the items: 
“There are characters in the ad,” F(1, 193) = 23.72, p < .01, 
M

narrative
 = 4.50, SD = 1.69, M

argument
 = 3.35, SD = 1.52; “There 

is a plot in the ad,” F(1, 193) = 24.62, p < .01, M
narrative

 = 4.85, 
SD = 1.50, M

argument
 = 3.78, SD = 1.45; “There is time shift 

in the ad,” F(1, 193) = 42.09, p < .01, M
narrative

 = 4.76, 
SD = 1.37, M

argument
 = 3.55, SD = 1.17; “The ad reads like a 

story,” F(1, 193) = 40.04, p < .01, M
narrative

 = 5.11, SD = 1.45, 
M

argument
 = 3.75, SD = 1.50; and “The ad directly addresses 

product attributes” (a reversed item), F(1, 193) = 10.00, 
p < .01, M

narrative
 = 3.83, SD = 1.67, M

argument
 = 4.53, SD = 1.36. 

Therefore, the manipulation was satisfactory.

Argument Strength

Participants rated the importance of a list of product attri-
butes. t tests were used to compare average ratings of the three 
strong attributes and the three weak attributes. The differ-
ence was signifi cant for the glasses ads, t(99) = 7.03, p < .01, 
M

strong
 = 5.64, SD = 1.12, M

weak
 = 4.82, SD = 1.26, and for 

the contact lenses ads, t(99) = 8.54, p < .01, M
strong

 = 6.07, 
SD = 1.07, M

weak
 = 4.83, SD = 1.29.

Dependent Variables

All of the following measures were scored on seven-point Lik-
ert scales, with larger scores indicating stronger agreement. 
Reverse-coded items are indicated by an R.

Being Transported (for Narrative Ads Only)

Green and Brock’s (2000) transportation scale measured par-
ticipants’ degree of narrative transportation. The items were: 
“While I was reading the narrative, I could easily picture the 
events in it taking place”; “While I was reading the narrative, 
activity going on in the room around me was on my mind (R)”; 
“I could picture myself in the scene of the events described 
in the narrative”; “I was mentally involved in the narrative 
while reading it”; “After fi nishing the narrative, I found it 
easy to put it out of my mind (R)”; “I wanted to learn how the 
narrative ended”; “The narrative affected me emotionally”; “I 
found myself thinking of ways the narrative could have turned 
out differently”; “I found my mind wandering while reading 
the narrative (R)”; “The events in the narrative are relevant to 
my everyday life”; “The events in the narrative changed my 
life”; “While reading the narrative, I had a vivid image of the 
ad character”; and “While reading the narrative, I had a vivid 
image of the scene.” Reliability of the scale was satisfactory 
(Cronbach’s α = .81). Responses to the items were averaged.

“Being Hooked” (for Narrative Ads Only)

Escalas, Moore, and Britton’s 2004 “being hooked” scale as-
sessed the degree to which participants were drawn in by the 
narrative advertising. The scale was originally developed for 
commercials. Two items in the eight-item scale were only ap-
plicable for television commercials; therefore, they were not 
included. The six items used were: “The ad did not really hold 
my attention (R)”; “The ad did not draw me in (R)”; “This ad 
really intrigued me”; “I could not relate to this ad (R)”; “This 
ad reminded me of experiences or feelings I’ve had in my own 
life”; and “I felt as though I was right there in the commercial 
experiencing the same thing.” Cronbach’s α for the scale was 
.77. Responses to the items were averaged.

Empathy (for Narrative Ads Only)

To make the empathy scale as parsimonious as possible, pretests 
were conducted to select a smaller number of items from Esca-
las and Stern’s (2003) empathy scale. Following factor analysis, 
the two items yielding the highest factor loadings (.94 and .93) 
were used: “While reading the ad, I felt as though I was one 
of the characters,” and “While reading the ad, I felt as if the 
characters’ feelings were my own” (Cronbach’s α = .84).

Total Number of Ad Thoughts (for Both Narrative 
and Argument Ads)

This was created by counting all of the thoughts each indi-
vidual generated.

Ad-Evoked Warmth (for Both Narrative and Argument Ads) 

A pretest was used to select items from Edell and Burke’s 
(1987) feelings toward ads scale. “Warm-hearted” and “moved” 
had the best psychometric properties for the purpose of this 
study, manifesting high loadings on the warmth factor, low 
loadings on the other two scale dimensions, and satisfactory 
reliability (Cronbach’s α = .85).

Valenced Ad–Evoked Cognitive Responses (for Both 
Narrative and Argument Ads)

This was created by subtracting the number of negative ad–
evoked cognitive responses from the number of positive ad–
evoked cognitive responses.

Ad Attitudes (for Both Narrative and Argument Ads)

Five items (“good,” “likable,” “favorable,” “pleasant,” and “in-
teresting”) adopted from Chang (2005) measured ad attitudes. 
Reliability was satisfactory (Cronbach’s α = .92).
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Brand Attitudes (for Both Narrative and Argument Ads)

Brand attitudes were measured with a four-item scale adopted 
from Mitchell and Olson (1981). The items were “good,” “lik-
able,” “pleasant,” and “high quality.” Cronbach’s α was .87, 
indicating good reliability.

RESULTS

Test of H1: Narrative Articles Reduce the Degree 
of “Being Hooked” and Transported

ANOVA (analysis of variance) showed a signifi cant main ef-
fect of editorial type on the degree of narrative transportation 
evoked by exposure to the narrative ad, F(1, 90) = 8.99, p < .01, 
M

facts-based
 = 4.24, SD = 1.09, M

narrative
 = 3.60, SD = 1.22.

The main effect of editorial type on the degree of be-
ing hooked was also signifi cant, F(1, 90) = 4.02, p = .05, 
M

facts-based
 = 3.80, SD = 1.21, M

narrative
 = 3.34, SD = 1.15. 

Therefore, both H1a and H1b were supported.
The editorial type × product type interactions on these two 

dependent variables were not signifi cant (for being transported, 
F[1, 90] = 1.13, p = .29; for being hooked, F[1, 90] = 3.51, 
p = .06), indicating that the pattern of infl uence of editorial 
type did not vary signifi cantly as a function of product type.

Test of H2: Narrative Articles Reduce Empathy 
Responses to Narrative Ads

The main effect of editorial type on empathy evoked by ex-
posure to the narrative ad was signifi cant, F(1, 90) = 3.87, 
p = .05, M

facts-based
 = 3.70, SD = 1.55, M

narrative
 = 3.11, 

SD = 1.61. Therefore, H2 was supported. Moreover, the 
editorial type × product type interaction on empathy was not 
signifi cant, F(1, 90) = .52, p = .47, indicating that the effect 
of editorial type did not vary as a function of product type.

Test of H3: Narrative Articles Reduce 
the Effectiveness of Strong Arguments

The interaction between editorial type and argument 
strength on ad attitudes was signifi cant, F(1, 179) = 7.15, 
p < .01 (see Table 1). For participants who read the narra-
tive magazine article, argument strength did not affect ad 
attitudes, F(1, 95) = 1.15, p = .29, M

strong
 = 3.88, SD = 1.08, 

M
weak

 = 4.13, SD = 1.15 (see Table 2). However, participants 
who read the facts-based article rated the subsequent ad more 
favorably when it contained strong as opposed to weak argu-
ments, F(1, 96) = 6.18, p = .02, M

strong
 = 4.32, SD = .99, 

M
weak

 = 3.74, SD = 1.26. Therefore, H3a was supported.
The interaction between editorial type and argument 

strength on brand attitudes was also significant, F(1, 
179) = 4.58, p = .03. After reading the narrative article, ad 

argument strength did not infl uence participants’ brand at-
titudes, F(1, 95) = .42, p = .52, M

strong
 = 3.84, SD = 1.18, 

M
weak

 = 4.02, SD = 1.19. After reading the facts-based ar-
ticle, however, participants rated the brand more favorably 
when the ad contained strong as opposed to weak arguments, 
F(1, 96) = 5.61, p = .02, M

strong
 = 4.14, SD = .84, M

weak
 = 3.65, 

SD = 1.16. Therefore, H3b was supported.
Moreover, the three-way interactions among editorial type, 

argument strength, and product type on ad attitudes and 
brand attitudes were not signifi cant (see Table 1), suggesting 
that the two-way interaction did not vary as a function of 
product type.

Test of H4: Editorial Type Moderates 
the Total Number of Ad Thoughts Evoked 
by Narrative and Argument Ads

The interaction between editorial type and ad type on ad-evoked 
cognitive responses was signifi cant, F(1, 179) = 5.22, p = .02. 
For participants who read the narrative article, ad type did not 
affect number of cognitive responses generated, F(1, 95) = 3.14, 
p = .08, M

narrative
 = 2.04, SD = 1.23, M

argument
 = 2.61, SD = 1.86 

(see Table 3). Contrary to expectations, however, participants 
who read the facts-based article did not generate more cogni-
tive responses to narrative as opposed to argument advertis-
ing, although the means were in the expected direction, F(1, 
96) = 2.11, p = .15, M

narrative
 = 2.82, SD = 2.01, M

argument
 = 2.31, 

SD = 1.36. Therefore, H4 was not supported.

Test of H5: Editorial Type Moderates Warm Feelings 
Elicited by Narrative and Argument Ads

The interaction between editorial type and ad type on 
ad-evoked warm feelings only approached significance, 
F(1, 179) = 3.14, p = .08. Given that a hypothesis regarding 
simple main effects was established a priori, testing for these 
effects was justifi ed (Winer, Brown, and Michels 1991). The 
results of simple effects tests were consistent with expectations. 
In the narrative article condition, ad type did not infl uence 
participants’ reported levels of warm feelings, F(1, 95) = 3.13, 
p = .08, M

narrative
 = 4.04, SD = 1.31, M

argument
 = 3.59, SD = 1.27. 

In the facts-based article condition, however, exposure to a 
narrative ad generated more warm feelings than exposure to 
an argument ad, F(1, 96) = 21.66, p = .01, M

narrative
 = 4.29, 

SD = 1.12, M
argument

 = 3.21, SD = 1.17. Therefore, only the 
results of the simple effects tests were consistent with H5.

Test of H6 and H7: Editorial Type 
Moderates Ad Persuasion

The interaction between editorial type and ad type on va-
lenced ad–evoked cognitive responses was signifi cant, F(1, 
179) = 5.28, p = .02. In the narrative article condition, ad type 
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TABLE 1
Summary of ANOVA for Responses to Ads as a Function of Editorial Type, Ad Type, 

Argument Strength, and Product Type

 Ad  Ad-evoked Valenced Ad Brand
 thoughts warmth thoughts attitudes attitudes

Source F p F p F p F P F p

Editorial type (E) .83 .36 .09 .76 .39 .53 .01 .92 .09 .77
Ad type (A) .02 .90 18.99 .01 4.06 .05 2.17 .14 1.30 .26
Argument strength (S) .01 .91 .01 .96 .32 .58 1.08 .30 1.19 .28
Product type (P) .01 .93 .15 .70 .22 .64 1.10 .30 .49 .49
E × A 5.22 .02 3.14 .08 5.28 .02 4.10 .04 1.34 .25
E × S .04 .85 1.39 .24 .41 .53 7.15 .01 4.58 .03
E × P .01 .97 .24 .63 .05 .83 2.53 .11 3.31 .07
A × S .14 .71 5.51 .02 .94 .33 2.57 .11 7.63 .01
A × P .21 .64 1.01 .32 .01 .99 1.32 .25 1.98 .16
S × P .08 .78 .81 .37 1.09 .30 3.17 .08 2.89 .09
E × A × S .04 .84 .26 .61 1.01 .32 .06 .80 .49 .49
E × A × P .37 .54 .23 .63 .57 .45 .07 .79 .02 .89
E × S × P .02 .89 .40 .53 .69 .41 1.13 .29 .66 .42
A × S × P 2.76 .10 .21 .65 4.50 .04 6.30 .01 2.38 .13
E × A × S × P .11 .74 1.80 .18 .06 .81 .13 .72 .26 .61

Note: ANOVA = analysis of variance.

did not affect valenced cognitive responses, F(1, 95) = .01, 
p = .91, M

narrative
 = .84, SD = 1.50, M

argument
 = .89, SD = 2.36. 

In contrast, in the facts-based article condition, narrative ads 
generated relatively more positive thoughts in proportion 
to negative thoughts than argument ads, F(1, 96) = 8.65, 
p = .01, M

narrative
 = 1.33, SD = 2.41, M

argument
 = .06, SD = 1.74. 

Therefore, H6 was supported.
The interaction between editorial type and ad type on ad at-

titudes was signifi cant, F(1, 179) = 4.10, p = .05. As expected, 
in the narrative article condition, ad type did not infl uence ad 
attitudes, F(1, 95) = .05, p = .82, M

narrative
 = 3.94, SD = 1.21, 

M
argument

 = 3.92, SD = 1.17. In contrast, in the facts-based 
article condition, narrative ads generated more favorable 
ad attitudes than argument ads, F(1, 95) = 6.58, p = .01, 
M

narrative 
= 4.33, SD = 1.27, M

argument
 = 3.75, SD = .96. There-

fore, H7a was supported. The interaction between editorial 

type and ad type on brand attitudes was not signifi cant, F(1, 
177) = 1.34, p = .25. Therefore, H7b was not supported.

Moreover, the three-way interactions among editorial type, 
ad type, and product type on valenced ad–evoked thoughts, 
ad attitudes, and brand attitudes were not signifi cant (see 
Table 1), suggesting that the two-way interactions between 
editorial type and ad type did not vary as a function of prod-
uct type.

Additional Analyses

An assumption of this study was that narrative advertising and 
argument advertising would engage participants in different 
modes of processing. As a result, argument strength would have 
a greater infl uence on responses to argument advertising. The 
two-way interaction between ad type and argument strength 

TABLE 2
Summary of Simple Effects Analyses for Ad and Brand Attitudes by Editorial Type and Argument Strength (H3)

 Facts-based article Narrative article

 Strong Weak   Strong Weak

 M (SD) M (SD) F p M (SD) M (SD) F p

Ad attitudes 4.32 3.74 6.18 .02 3.88 4.13 1.15 .29
 (.99) (1.26)   (1.08) (1.15)
Brand attitudes 4.14 3.65 5.62 .02 3.84 4.02 .42 .52
 (.84) (1.16)   (1.18) (1.19)
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was not signifi cant for ad attitudes, F(1, 179) = 2.57, p = .11, 
but was signifi cant for brand attitudes, F(1, 179) = 7.63, 
p = .01. Further simple effect tests showed that when partici-
pants read narrative ads, argument strength did not affect their 
ad attitudes, F(1, 98) = .18, p = .67, M

strong
 = 4.11, SD = 1.20, 

M
weak

 = 4.20, SD = 1.27, or brand attitudes, F(1, 98) = 1.43, 
p = .23, M

strong
 = 3.89, SD = 1.11, M

weak
 = 4.16, SD = 1.11. 

When they read argument ads, however, argument strength 
signifi cantly affected their ad attitudes, F(1, 93) = 4.21, 
p = .04, M

strong
 = 4.10, SD = .87, M

weak
 = 3.68, SD = 1.11, 

and brand attitudes, F(1, 93) = 7.31, p = .01, M
strong

 = 4.11, 
SD = .92, M

weak
 = 3.52, SD = 1.17. These fi ndings were 

consistent with expectations. When reading narrative ads, 
participants adopted a narrative-processing mode, trying to un-
derstand the narrative by relating it to prototypes or structures 
they had previously developed from their personal experiences 
(Schank and Abelson 1995). As a result, they were less likely 
to take argument strength into account when they formed ad 
and brand attitudes. In contrast, when reading argument ads, 
participants adopted an analytical processing mode and were 
more likely to take argument strength into account when they 
developed ad and brand attitudes.

DISCUSSION

Information-processing theories and models, which are com-
monly explored in advertising literature, cannot well explain 
consumers’ processing of narrative advertising. People un-
derstand narratives using a unique mode of processing, dif-
ferent from systematic processing (Green and Brock 2002). 
According to Green and Brock, processing narratives leads 
to transportation, which involves a convergent process. In 
contrast, systematic message processing, as specifi ed in dual-

mode models such as the Elaboration Likelihood Model (ELM), 
involves a divergent process. As additional analyses indicated, 
argument strength was taken into account when participants 
read argument ads, but not when they read narrative ads. This 
suggests that these two types of ad appeals encouraged differ-
ent modes of processing. The special processing mechanism 
triggered by narrative advertising deserves more research 
attention.

The central argument of this study is that narrative process-
ing imposes high cognitive demands. Two fi ndings reported in 
this study support this argument. First, processing narrative 
editorial generated more cognitive responses than processing 
facts-based editorial. Second, only when cognitive capacity 
was not consumed by processing narrative editorial content 
did exposure to subsequent narrative advertising generate a 
high level of cognitive responses. Suffi cient cognitive capacity 
seems to be important for bringing out the effectiveness of 
narrative advertising.

There are many factors in a magazine-reading context that 
can constrain a reader’s cognitive capacity, such as the distrac-
tion of others talking in the reading environment or poor 
lighting. These factors are not under the control of advertisers, 
however. This study explored editorial content as a possible 
limiter of readers’ cognitive capacities. Since advertisers can 
determine what types of magazines to place their ads in, or 
even where in a magazine to place them, such explorations 
will have important implications for advertisers. Specifi cally, 
this study found that narrative articles can cognitively and 
affectively involve readers to a higher degree than facts-based 
articles, thereby attenuating the persuasive effects of subse-
quent narrative advertising. This suggests that advertisers 
may not gain advantages by placing narrative advertising in 
an editorial context dense with narratives.

TABLE 3
Summary of Simple Effects Analyses for Ad Responses by Editorial Type and Ad Type (H4–H7)

 Facts-based article Narrative article

 Narrative Argument   Narrative Argument

 M (SD) M (SD) F p M (SD) M (SD) F p

Ad thoughts 2.82 2.31 2.11 .15 2.04 2.61 3.14 .08
 (2.01) (1.36)   (1.23) (1.86)
Ad-evoked warmth 4.29 3.21 21.66 .01 4.04 3.59 3.13 .08
 (1.12) (1.17)   (1.31) (1.27)
Valenced thoughts 1.33 .06 8.65 .01 .84 .89 .01 .91
 (2.41) (1.74)   (1.50) (2.36)
Ad attitudes 4.33 3.75 6.58 .01 3.98 4.03 .05 .82
 (1.27) (.96)   (1.18) (1.06)
Brand attitudes 4.10 3.71 3.45 .07 3.94 3.92 .15 .90
 (1.02) (1.01)   (1.21) (1.17)
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Can a weak motive to process be an alternative explanation 
for reduced message elaboration after exposure to narrative 
editorials? The more recently proposed hedonic contingency 
hypothesis argues that, from the perspective of motives, it is 
likely that positive mood enhances processing of subsequent 
ads when messages are uplifting and reduces processing when 
messages are mood threatening (Wegener and Petty 1994, 
1996; Wegener, Petty, and Smith 1995). Therefore, when 
processing narrative editorial content that evokes more posi-
tive emotions, readers should be more motivated to attend to 
an uplifting narrative ad. Nevertheless, we found the opposite 
was true, which may rule out the motive explanation.

Will fewer constraints on cognitive capacity always improve 
the effectiveness of narrative advertising? It is important to 
note that people watch television for program content and 
read magazines for editorial content, not for the advertising. 
Consumers are aware that narrative advertising differs from 
narratives in that it has invested interests and persuasive inten-
tions (Escalas 1998). Therefore, it is likely that when cognitive 
capacity is extremely high, processing narrative advertising 
may result in more critical thoughts and less transportation, 
especially when the story is not credible. This possibility 
can be explored in future research. In addition, the key to 
the success of a narrative advertisement is its verisimilitude. 
Future work can examine factors that may increase an ad’s 
verisimilitude, including the performance quality of the ac-
tors and the similarity of the depicted episode to consumers’ 
personal experiences.

Another point to keep in mind is that narrative ads may 
have incomplete structures and underdeveloped plots due to 
time or space constraints. Indeed, the degree of narrative struc-
ture completeness in an ad has been shown to infl uence the 
extent to which participants get hooked (Escalas et al. 2004). 
In a similar vein, a lack of detail in a narrative advertisement 
may deter readers from full enjoyment of the narrative and 
result in less motivation to process the ad. Future research 
should take narrative structures into account.

Even though manipulation checks showed that narrative 
articles generated greater levels of cognitive and affective 
involvement, other confounding factors were not controlled. 
For example, past research has shown that involvement can 
be positively associated with arousal (Mandler 1975; Pham 
1992). Similar to program-induced involvement, program-
induced arousal has also been demonstrated to reduce recall of 
subsequent ads (Pavelchak, Antil, and Munch 1988; Thorson 
et al. 1985). This indicates that arousal may result in a low 
level of elaboration on the subsequent ads. In addition, pro-
gram involvement may be positively associated with program 
enjoyment, which has also been shown to diminish ad recall 
(Norris and Colman 1992). Therefore, future research should 
control both arousal and enjoyment levels in order to arrive 
at more solid conclusions.

Lord and Burnkrant (1993) showed that individuals’ 
involvement with an advertised product moderates the in-
fl uence of context involvement on ad processing. This study 
only included products with which the participants were 
assumed to be relatively highly involved. Therefore, future 
research should explore products with different levels of in-
volvement. However, if the highly involving products used 
in this study could not encourage participants to attend to 
narrative ads after their exposure to a cognitively consuming 
narrative article, products of low-level involvement should be 
even less able to draw them in. Nevertheless, the infl uence of 
other product characteristics or different product types can be 
further explored. For example, it is likely that narrative ads 
may work differently for services as opposed to products, or 
for experience products as opposed to search products.

One major limitation of this study is that the stimuli 
included only editorial content and print advertising. Using 
commercials as experimental stimuli may introduce other 
confounding infl uences, such as differences in background 
music and the attractiveness of the ad characters. Print mate-
rials were used in this study because layout and background 
could easily be held constant across different conditions. 
The processing of television and print media may vary in 
important ways, however. For example, different levels of 
cognitive capacity may be required to process written mes-
sages in magazines as opposed to video messages on television. 
Moreover, individuals can skip whole print ads by turning 
the page, whereas they may be forced to expose themselves 
to commercials unless they change the channel. Therefore, 
it seems necessary to replicate this study with television 
programs and commercials rather than generalizing these 
results to that medium. Another study limitation is that 
article exposure and ad exposure were separated by the task 
of responding to instruments. If participants had rated their 
emotional responses all together after exposure to the editorial 
and advertisement, their ad-evoked affective responses might 
have overridden their editorial-evoked affective responses. 
The adopted procedure may have avoided this problem, but 
the task of responding to the instrument itself might have 
altered participants’ capacity to process succeeding ads to a 
certain degree. Future research can adopt different procedures 
to reduce the confounding infl uence of instrument ratings. 
Finally, this study revealed that the reading of a narrative 
article reduces the cognitive capacity (ability) for process-
ing a narrative advertisement. However, it is possible that a 
narrative article, by leading readers to become hooked and 
transported, causes them to spend more time on pages where 
the ad is located and thereby increases the opportunity for ad 
exposure. Whether the advantage of increased opportunity to 
process the ad would outweigh the disadvantage of decreased 
capacity to process it is an empirical question that could be 
explored in the future.
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