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Abstract 

Video ads that tell stories have become a popular method of connecting with view-
ers and making them feel emotionally invested in a product or a service. Long-form 
videos, as opposed to shorter types of advertising like TV spots and print advertising, 
can persuade viewers with a sincere and compelling brand story, creating favourable 
brand associations. We empirically investigated the impacts of narrative transpor-
tation caused through audio-visual storytelling advertising on consumers’ affective, 
sensory, cognitive, behavioural experiences and brand equity states using struc-
tural equation modelling in SPSS Amos 25.0. Our research supports the relationship  
between ad-elicited narrative transportation and various brand effects. We also 
evaluated the moderating effect of previous negative online purchase experiences 
(POPE) on all forms of advertising experience. The impact of high-quality competing 
advertising on the impressions formed by consumers who have had negative prior 
experiences and the strategies employed by brands to use negative experiences build 
positive equity for their brands. Discussions and implications are discussed.
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Introduction 

Video advertising is projected to increase from $35.45 billion to $69.43 billion by 
2024 (Nilsen, 2022). Video commercials are effective, according to 64% of 25 to 
34-year-old and 70% of 16 to 24-year-old who have seen social media clips 
recently. Since 1998, narrative-style video storytelling advertising has gained 
popularity. Advertisers can use drama, slice-of-life and transformative advertising 
as formats to communicate a brand story (Polletta & Callahan, 2017). This 
advertising style tends to appeal to consumers’ emotions, especially when drawn 
into the storylines to facilitate changes in the customer experience, promoting 
brand awareness and overall strong brand equity. Unlike traditional or print 
advertisements, video storytelling advertising uses TV, desktop, laptop and mobile 
platforms (Nilsen, 2022). 

Academics have used narrative advertising methods to understand video story-
telling advertising due to its growing prominence in digital advertising (Woodside 
et al., 2008). According to Chen (2013), through this study, we employ video 
storytelling advertising to link ‘companies in an ad story and self-related goals’ 
and to convey ‘the fundamental message by telling a story’ (Escalas, 2003,  
p. 168). Customers feel more connected to a company when it has a story, which 
boosts engagement (Kang et al., 2006). As they explain concepts through stories, 
brand story advertisements are believable due to their accuracy and narrative 
structure (Kang et al., 2006; Lee et al., 2017).

According to studies, narrative advertising may be more persuasive. Previous 
studies examined how customers receive data on product attributes and video  
storytelling components (like music, humour or spokespersons). The length, flow, 
frequency and relevancy predict retention of the message in video storytelling 
advertising. Brechman and Purvis (2015) studied the possibility of brand narra-
tives affecting consumer perceptions in a made-up universe. According to their 
research, customer receptivity determines how impactful story advertising is.

Story advertising has consistent, non-product-specific effects (Kang et al., 
2020) and studies on search and experience goods, premium scent items (Ryu  
et al., 2018), food service and restaurants and financial and investment services 
revealed positive narrative impacts (Godey et al., 2016). However, most studies 
have used student samples comprising undergrads and graduates (Lien & Chen, 
2013; Mazzocco et al., 2010). Despite being related to the product categories 
examined, customer types are yet to be investigated.

Many advertising studies have focused on deconstructing narrative print ads to 
examine their influence on advertising-related characteristics (An et al., 2020). 
According to Chen (2015), oral narrative advertising can influence consumer atti-
tudes and product evaluation. Modern advertising relies more on video than print, 
particularly in digital media, which may have reduced the managerial relevance of 
print-only studies (Berezkin, 2013). Few studies have examined how narrative 
advertising can help brands and consumers form personal connections by conjur-
ing up pleasant brand experiences (da Silva & Larentis; Hagarty & Clark, 2009). 
Limited research has been conducted to determine whether video advertising can 
affect consumer experience and brand equity. 
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This study asks, ‘Does video story advertising increase customers’ affective, 
behavioural, sensory and intellectual experiences, which in turn impact overall 
brand equity, consisting of perceived worth, awareness and loyalty with brands’? 
In order to better comprehend these factors in narrative advertising research  
and conduct a more extensive analysis of the phenomenon of video storytelling 
advertising, we propose merging narrative mobility and marketing impact  
variables (Keller, 2020).

Literature Review 

Advertising, Narrative Transportation and Persuasion Effects  
of   Video Storytelling

Video storytelling advertising would define brand meanings using a compelling 
story and brand benefits that are personally relevant to the viewer (Haring, 2003). 
‘All mental processes and capacities converge on narrative events’ is the definition 
of storytelling (Green & Brock, 2000, p. 701). We postulate that viewers become 
entirely engrossed in a brand’s video storytelling initiative and feel like the 
characters featured in the advertisement (Curenton et al., 2008). A reduced desire 
to concentrate on an advertisement’s advantages promotes peripheral processing 
(Brechman & Purvis, 2015). A compelling video narrative ad could promote 
heuristic processing, decrease elaboration and boost persuasion (Bordahl, 2003; 
Lim & Childs, 2020). Emotionally invested customers are far less inclined to 
resist persuasion and develop counterpoints to restrict the efficacy of advertising 
(Iurgel, 2003; Koenig & Zorn, 2002).

The majority of research on narrative advertising has concentrated on conven-
tional advertising factors such as improved brand recall (Brechman & Purvis, 
2015), mindset toward the promoted product (Wang & Calder, 2006b), the pro-
moted brand, as well as the willingness to buy or use it (Sangalang et al., 2013).  
A more fundamental question remains unanswered, forming the basis of many 
advertising studies: How can compelling advertising contribute to the generation 
of favourable branding outcomes that result in long-term gain, as several market-
ing professionals and business experts anticipate? By telling a compelling tale, 
brand storytelling advertising can strengthen a brand and impact the advertising 
experience of customers and other brand-related outcomes (Sangalang et al., 
2013; Wang et al., 2015).

Advertising Experience 

Advertising experience is a subjective consumer response that can be elicited by a 
narrative brand message (Hung et al., 2012). Brand tales are an example of a 
‘managed advertising effort’ that can enhance the advertising customer journey 
and impact the results, increasing brand equity and improving brand perception, 
among other things (McEwen et al., 2016). This complex marketing term has been 
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used to examine the impact of advertising experience on outcomes like trust, 
brand loyalty, recommendation, preference, uniqueness and fulfilment (Betty, 
2020; Xu et al., 2017). In video narrative advertising, affective advertising brand 
experience relates to feelings, emotional states and feelings, whereas sensory 
advertising brand experience refers to how consumers respond to colours, sounds, 
sights and phrases (Papacharissi & Oliveira, 2012; Ramon, 2021; Urgesi et al., 
2016). While behavioural advertising brand experience encompasses customers’ 
physiological experiences, bodily acts and purchasing and consumption 
behaviours, the intellectual advertising brand journey corresponds to conflict-
solving skills, stimulated thinking and company interest (Barcelos & Gubrium, 
2018). We suggest examining how brand stories affect the kind of experience, that 
is, how storytelling advertisements alter behavioural, intellectual, sensory and 
emotive ad experiences. Thus, we predict:

H1:  Storytelling ads have a significant influence on advertising behavioural 
experience.

H2:  Storytelling ads have a significant influence on advertising intellectual 
experience.

H3:  Storytelling ads have a significant influence on advertising sensory 
experience.

H4:  Storytelling ads have a significant influence on advertising affective 
experience.

Advertising Brand Experience and Brand Equity 

Experiences can be categorised according to philosophers, cognitive scientists and 
management specialists. Our hypothesis states that brand-related stimuli, such as 
shades, forms, fonts, layouts, slogans, mascots and brand personalities, evoke 
experiential qualities (Koll et al., 2010; Machado et al., 2019; Rossolatos, 2020).  
A single stimulus triggers no one experience dimension. Colour schemes, textures, 
fonts and designs can elicit sensory, emotional or intellectual responses (such as the 
blue bird for Twitter) or both (e.g., when intricate patterns are used in designs; 
Suarezserna, 2020). Taglines, logos and brand figures can inspire creative feelings, 
thoughts or actions (Hepola et al., 2017). For instance, ‘Amul Girl’ relates directly 
to the advertising mascot of the Indian dairy company Amul. Any positive brand 
encounters that consumers have should leave a lasting impression, where a 
permanent trace is preserved in the consumer’s long-term memory based on several 
brand-related stimuli (Yoo, 2008). We investigate if the notion of advertising brand 
experience encountered here is in line with consumers’ past experiences and how it 
impacts brand equity. 

An asset or liability linked to a brand, its name, and its symbol adds or subtracts 
value provided to a firm or its customers (Seifert & Chattaraman, 2020). Brand 
equity is the added value a product receives from its brand name (Koll et al., 
2010). Suarezserna (2020) defined brand equity as the value a brand receives due 
to its strong relationship with potential customers and key stakeholders. 
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Brand advertising seeks to raise awareness and subsequently influence a con-
sumer’s purchase decision (Machado et al., 2019). Consumers make decisions 
based on prior knowledge (Machado et al., 2019), so brand awareness remains 
critical (Godey et al., 2016). In this case, storytelling helps consumers remember 
information, increasing awareness and recall. Hung et al. (2012) found that sellers 
use stories to engage, persuade and educate consumers. Thus, we predict:

H5:  Advertising behavioural experience has a significant influence on overall 
brand equity.

The buyer’s perception of a product or service’s quality is critical in marketing.  
A higher perceived worth leverages or gives an advantage to brands to charge 
higher prices (Godey et al., 2016). According to Lee and Jahng (2020), stories 
impact brand experience, which impacts the perceived worth of the brand in 
consumers’’ minds. Storytelling as a marketing strategy builds trust because it’s 
less intrusive than traditional marketing campaigns (Grigsby & Mellema, 2020). 
Similar to Lundqvist et al. (2013), the story influences how consumers associate 
the product and brand. Brand associations influence consumption and perceived 
brand associations are essential to brand equity (Chen et al., 2012). To build a 
strong brand, the consumer must have a positive association with it, which 
increases the product’s value (Chen, 2015). The story serves both as an information 
source and a way to get consumer equity. Thus, we predict:

H6:  Advertising intellectual experience has a significant influence on overall 
brand equity.

H7:  Advertising sensory experience has a significant influence on overall 
brand equity.

A loyal consumer increases purchases and helps gain overall brand trust, increasing 
the company’s value (Aaker et al., 2012). According to Fog et al. (2005), consumers 
are loyal to a brand because they perceive value in the product or service. He 
further argues that using storytelling to connect with consumers will lead to more 
loyal customers. According to Lundqvist et al. (2013), consumers who felt 
emotionally connected to a brand were more likely to be loyal to it, which is 
reflected in two ways: repeat purchases or brand equity (Ohanian, 1990). 
According to Lee et al. (2005), a company must create a bond between the brand 
and the consumer. Thus, we predict:

H8:  Advertising affective experience has a significant influence on overall 
brand equity.

Moderating Effect of Negative Prior Online Purchase Experience 

According to Helson (1964), the sum of an individual’s experiences, context or 
background, and stimuli determines how they respond to an evaluative task. 
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Online shopping is increasing day by day (Nilsen, 2022), so they tend to view it as 
more precarious than traditional in-store transactions (Armstrong & Overton, 
1977; Sawhney et al., 2005). So, the quality of the experience is crucial for online 
shoppers, and it can only be achieved from previous purchases (Bhattacharya  
et al., 1995). Our past experiences will heavily influence our actions in the future 
(Li et al., 2002). Online shoppers rate their satisfaction with various aspects of the 
shopping experience, including the availability of relevant product information 
(Hennig-Thurau et al., 2004). These include the ease with which they could make 
a payment, the speed of order fulfilment, the quality of customer service, the 
overall level of service, privacy and security measures in place, the uniqueness of 
their shopping experience and the enjoyment they had while doing so, to name a 
few (Zeithaml et al., 1996).

Customers’ positive online experiences are the primary factor in expanding 
e-commerce, claim Elliot and Fowell (2000). For Shim and Drake (1990), it is 
clear that consumers with a history of positive online purchase experiences have 
an advantage when making the next purchase decision. More importantly, customers 
with previous positive online shopping experiences are more likely to purchase 
than those with negative experiences (Delgadillo & Escalas, 2004). According to 
Keller et al. (2000), this trend arises because people with some history of online 
shopping, even if only for modest transactions at first, are more likely to acquire 
the competence and self-assurance necessary to make larger, more significant pur-
chases online. The expectancy-value model becomes more critical in guiding 
behaviour when an individual has limited background knowledge of the issues 
(Chiu et al., 2012a). Customers are more likely to return to online retailers if they 
have had positive purchasing experiences with them (Azifah & Dewi, 2016). 
Online shopping has the potential to lose customers if their previous attempts are 
judged to have been unsuccessful.

For this reason, it is crucial to provide excellent service to current Internet 
buyers so they will return to the firm’s website in the future (Azifah & Dewi, 
2016; Weber & Roehl, 1999). The enormous body of literature suggests that a 
customer’s previous online buying experience significantly influences their pro-
pensity to shop again (Flavián et al., 2017; Hesketh, 2021). However, mass-
market brands may have at least one negative purchase experience (Graham & 
Wilder, 2020). Therefore, the present study aims to examine the impact of nega-
tive experiences related to online purchasing/shopping on consumers’ advertis-
ing brand experience while watching an ad. Thus, we predict:

 H9:  Prior online purchase experience moderates the relationship between 
storytelling ads and advertising behavioural experience.

H10:  Prior online purchase experience moderates the relationship between 
storytelling ads and advertising intellectual experience.

H11:  Prior online purchase experience, the relationship between storytelling 
ads and advertising sensory experience.

H12:  Prior online purchase experience moderates the relationship between 
storytelling ads and advertising affective experience.
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Methodology

We used a quasi-experimental design to investigate the effects of storytelling on 
brand-related outcome variables (Sayar et al., 2018). The experimental method is 
popular for studying brand storytelling advertising effects (Chiu et al., 2012b; Lien 
& Chen, 2013) and the advertising experience (Beierwaltes et al., 2020). We also 
used two existing and professionally produced video storytelling advertising 
campaigns as stimuli.

Because the advertising messages for these items would alter to represent how 
customers reach their purchase choice, we have followed the search and experience 
product paradigm often used in narrative advertising research (Taute et al., 2011; 
Wang & Calder, 2006b; Woodside, 2010; Zhang et al., 2020). Consider the scenario 
where customers prioritise product testing before making a choice. In that instance, 
the item is regarded as an experienced product, necessitating an evocative storytell-
ing ad (Seo et al., 2018). However, if customers prioritise product information while 
choosing a search product, demonstrating these functional qualities and benefits will 
be seen as essential (Graham & Wilder, 2020; van Laer et al., 2019).

Stimuli 

The search and experience ad paradigm used in the narrative advertising research 
(Laurence, 2018) as advertising messages for these products shall differ in how 
consumers make purchasing decisions (Weathers et al., 2007). An emotionally 
charged storytelling ad is needed if consumers value product experience before 
buying (Brechman & Purvis, 2015). However, demonstrating these functional 
attributes and benefits will be critical if consumers value product information when 
buying search products (Polyorat & Alden, 2005). We avoided the high-versus-
low-involvement dichotomy because low-involvement products can be products 
(like daily-use products) or experienced products (like vehicles). 

Our research used full-length, long-duration (Dhote & Kumar, 2019, p. 31) 
video storytelling advertising campaigns instead of one-page print ads or posters 
(Escalas, 2004; Mitchell & Clark, 2021). This restriction prevented us from artifi-
cially manipulating message elements to create a complex design with too many 
variables. Narrative advertising studies increasingly use real-world video ads as 
experimental stimuli (Chen, 2015; Chen & Chang, 2017, p. 22).

Sampling

We recruited 850 student participants using convenient sampling, and 808 
participant responses were deemed fit and usable for analysis. After reading and 
signing the informed consent form, participants were randomly assigned to view 
a Bajaj or Cadbury advertisement (N = 390 and 418, respectively). 32.4% of the 
participants were male, while 67.6% were female. Their average age was 24.35 
(SD = 5.98) years, and the majority of them (N = 94.3%) were single.
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Justifications for the use of student participants in our study are provided 
below. 

First, the student sample would be a concern if the research objectives are to 
extend these relationships to real-world contexts. However, many narratives and 
storytelling advertising studies have employed experimental or quasi-experimental 
(Chen, 2015) methods and easily recruited college students for their research. 
Second, the existing product usage experience has checked (Frost et al., 2020) and 
employed the college student population. Thirdly, a strong and plausible match 
exists between the student participants and the two highlighted products in the 
experimental stimuli (Ciarlini et al., 2010). Fourth, student participants yield mana-
gerially relevant insights because 18 to 24-year-olds are heavy users of social media 
platforms capable of delivering a great deal of video advertising content. Moreover, 
68% of the participants in the same demographic segment use YouTube regularly, 
while 89% use Instagram and 63% use Snapchat. Our current sample size for each 
condition is comparable to previously published research (Yoo, 2008).

Measures, Face-Validity and Statistical Software 

The online questionnaire included demographic, multidimensional, brand awareness 
and brand loyalty questions. The three-item narrative transportation scale was 
adapted from Green and Brock (2000) to measure brand story elements and 
consumer emotions when reading brand narratives. The experience variable was 
derived from Huang and Ha (2020). It included a three-item brand sensory 
experience, a three-item brand intellectual experience, a three-item brand behavioural 
experience, overall brand equity (Yoo, 2008) and a four-item prior online purchase 
experience (Hepola et al., 2017). The 5-point Likert scale was used, with one 
indicating ‘Strongly Disagree’ and five ‘Strongly Agree’. AMOS 20.0, SPSS 25.0 
and Excel were used for data analysis.

Data Analysis 

Since the questionnaire is the sole tool the researchers are using, Harman’s single 
factor test was performed to determine whether common method bias was  
present. For this, exploratory factor analysis (EFA) was performed after all the 
variables’ elements were placed onto a single factor without rotating. The items, 
response format, instruction, researcher, respondent capability, and motivation  
all contribute to method bias, as stated by common method bias (CMB) at the start 
of the measurement procedure. For instance, the questionnaire’s first question 
may impact a respondent’s response, skewing the results.  A two-pronged question 
or unclear phrase may have confused the respondent. Respondents must use 
entrenched responses since they can’t create a suitable response. Double-barreled 
questions are asked to two people. These characteristics cause common variance 
among indicators, which can hurt inferential statistics. There were no CMB 
problems (Podsakoff et al., 2003). Additionally, the researchers used the common 
latent factor approach to confirm the outcome (CLF). Here, the regression weight 
showed a delta of less than 0.20 for the two models, one with the CLF and the 
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other without the CLF, indicating that the CMB was absent (Ranaweera & 
Jayawardhena, 2014). No difference in the response of early and late respondents 
to the survey was observed, thus indicating no issues related to nonresponse bias 
(Armstrong & Overton, 1977).

Approach to Data Analysis

A two-step approach was applied to analyse the model’s goodness of fit and proposed 
hypotheses in a single research model using structural equation modelling (SEM) in 
AMOS 26.0 software. First, we assessed the goodness of fit of the model. On the 
satisfactory measurement of the model, we examine the indirect and direct 
relationship between multiple exogenous and endogenous variables by employing 
the maximum likelihood method and the interaction effect between brand storytelling 
ads and sympathy. As per Byrne (2016), SEM provides a unique way of assessing 
the authenticity and consistency of the hypothesised data. Conventional indices such 
as chi-square, incremental fit indices and absolute fit indices were employed to test 
the structural models. As suggested by scholars, the following model fit indices 
were: chi-square (|2)—less than 3 (Byrne, 2006); root means square error of 
approximation (RMSEA)—less than 0.08 (Hu & Bentler, 1998); comparative fit 
index (CFI)—greater than 0.90 (Hair et al., 2014); goodness of fit index (GFI)—
between 0.80 and 0.90 (Greenspoon & Saklofske, 1998); Tucker-Lewis index 
(TLI)—greater than 0.90 and Normed Fit Index (NFI)—between 0.80 and 0.90. In 
addition, the statistical significance of the index of moderated mediation, the 
moderated mediation and moderated serial-mediation effects were tested at a 95% 
confidence interval.

Preliminary Analysis

Mean (M), standard deviations (SD) and Cronbach’s α of six variables are 
presented in Table 1. The figures in Table 1 indicate that all six variables have 
satisfactory reliabilities. Nunnally (1978) suggested Cronbach’s α needs to be 
greater than 0.70. 

Measurement Model and Validity

In this study item parcels were created for the variables of narrative transportation  
(11 Items) to reduce the model estimation error and complexity. The online 

Table 1. Mean, Standard Deviations and Reliabilities. 

M SD a

NT 2.8376 1.45729 0.942
ABE 2.4325 1.01054 0.934
ASE 2.6921 1.50377 0.914
AIE 2.3694 1.23676 0.908
AAE 2.4772 1.16751 0.819
OBE 2.3715 1.23116 0.841
POPE 2.6760 1.21554 0.921

Abbreviations: NT, narrative transportation; ABE, advertising behavioural experience; ASE, 
advertising sensory experience; AIE, advertising intellectual experience; AAE, advertising affective 
experience; OBE, overall brand equity; POPE, prior online purchase experience.
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questionnaire included demographic, multidimensional, brand awareness and brand 
loyalty questions. The three-item narrative transportation scale was adapted from 
(Green & Brock, 2000) to measure brand story elements and consumer emotions 
when reading brand narratives. The experience variable was derived from Huang 
and Ha (2020). It included a three-item brand sensory experience, three-item brand 
intellectual experience, three-item brand behavioural experience, overall brand 
equity and four-item prior online purchase experience. Testing of measurement 
model revealed a good model fit (|2  = 979.9, p = 0.000, |2/df = 2.041, RMSEA = 
0.052, CFI = 0.940, GFI = 0.864, NFI = 0.891 and TLI = 0.935). Factor loadings of 
the observed indicators on the latent variables were significant as p < 0.05, with each 
construct ranging from 0.645 to 0.912. Table 2 provides composite reliability (CR), 
average variance extracted (AVE) and square root average variance extracted for the 
model construct. The reliability of all the latent variables was seen as CR values 
exceeded the threshold value of 0.60 (Bagozzi & Yi, 1988). AVE was employed for 
the convergent validity of the model and showed that all the AVE figures exceeded 
the acceptable criteria of 0.50 (Bagozzi & Yi, 1988; Chin, 1998). Discriminant 
validity was established where maximum shared variance (MSV) was lower than 
the average variance extracted (AVE) for all the constructs, indicating acceptable 
discriminant validity of the measurement model (Chin, 1998). 

Common Method Bias and Non-response Bias

Self-reported data on various constructs might raise the possibility of common 
method bias. Therefore, we conducted Harman’s one-factor test (Podsakoff et al., 
2003). All items of seven variables were forced to load on a single unrotated factor. 
The results suggested that the principal factor explained 38.495% of the variance, 
less than 50%. This shows that a single factor did not capture variance, and the 
extent of the common method bias is limited. Furthermore, the researchers confirmed 
the result by executing the standard latent factor method (CLF). Here, the regression 
weight for the two models, one with the CLF and the other without the CLF, 
exhibited a delta of less than 0.20, confirming the absence of the common-method 
variance (Ranaweera & Jayawardhena, 2014). No difference in the response of early 
and late survey respondents was observed, thus indicating no issues related to 
nonresponse bias (Armstrong & Overton, 1977). Furthermore, a one-factor model 
was tested and revealed a good fit to the data (|2 = 1227.13, p = 0.000,  
|2/df = 1.9025, RMSEA = 0.049, CFI = 0.933, NFI = 0.870 and TLI = 0.923).

Table 2. Composite Reliability (CR), Average Variance Extracted (AVE) and Maximum 
Shared Variance (MSV) for Latent Construct of Measurement Mode.

NT ABE ASE AIE AAE OBE POPE

CR 0.929 0.935 0.897 0.910 0.819 0.843 0.862
AVE 0.687 0.677 0.594 0.630 0.531 0.574 0.558
MSV 0.323 0.078 0.192 0.478 0.167 0.478 0.367

Abbreviations: ABE, advertising behavioural experience; ASE, advertising sensory experience; 
NT, narrative transportation; AAE, advertising affective experience; AIE, advertising intellectual 
experience; OBE, overall brand equity; POPE, prior online purchase experience.
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Analysis of Structural Model

Maximum likelihood estimate was used in SEM for the present study (Kwon et al., 
2005; Anderson & Gerbing, 1988). Results showed that the model attained a good 
model fit, |2 = 4.9898, p = 0.000, |2/df = 1.247, RMSEA = 0.0257, CFI = 0.998,  
GFI = 0.997, NFI = 0.995 and TLI = 0.982. Figure 1 shows narrative transportation 
(NT) ads exerted a strong significant effect on advertising behavioural experience 
ABE (β = 0.679, p < 0.001) (H1 accepted) and advertising sensory experience (ASE)  
(β = 0.474, p < 0.001) (H2 accepted). Furthermore, narrative transportation 
significantly predicts both advertising intellectual experience (AIE) and advertising 
affective experience (AAE) (β = 0.610, p < 0.001) (H3 Accepted) and (β = 0.506,  
p < 0.001) (H4 accepted). In addition, advertising sensory experience (ASE) 
significantly predicts overall brand equity OBE (β = 0.364, p < 0.001) (H5 accepted) 
but not advertising behavioural experience (β = 0.51, p = 0.628) (H6 accepted). In 
contrast, advertising intellectual experience (AIE) was a significant predictor of 
overall brand equity (β = 0.569, p < 0.001) (H7 accepted) and advertising affective 
experience (AIA) (β = 0.402, p < 0.001) (H8 accepted).

Analysis of Moderation

Criteria stated by Baron & Kenny (1986) were used to test the moderation effect. 
Where the moderator should not directly relate to the dependent variable, the 
moderator should practice as an independent variable, and the moderator 
hypothesis is supported if the interaction is significant. By using moderated 
structural equation modelling approach, Figure 2 shows that the interaction 
coefficient is significant (β = 0.05, p < 0.05). Moderation results were further 
confirmed with a slope test to examine the effect of prior online purchase 
experience (POPE) on narrative transportation for one standard deviation with all 

Figure 1. Proposed Research Model.
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advertising behavioural constructs. As per Cohen (1983), the relationship between 
narrative transportation and advertising behaviour is lower when the prior online 
purchase experience (POPE) is higher (β = 0.401, t = 6.597 p < 0.05). Thus, H9 is 
supported. 

Furthermore, the interaction coefficient is significant (β = 0.062, p < 0.05) 
toward advertising attitude. Further, the slope test confirmed the effect of brand 
storytelling ads on advertising attitude with one standard deviation above and 
below the level of sympathy. The relationship between narrative transportation 
and advertising sensory, intellectual and affective is higher when the prior online 
purchase experience (POPE) is lower. Thus, H10, H11 and H12 were not supported, 
and POPE did not moderate consumers’ affective, sensory and intellectual experi-
ence while watching an advertisement. 

Discussion 

Advertising Experience and Narrative Storytelling 

Our findings indicate the positive impact of ad-elicited narratives on aspects of  
the advertising experience and confirm that storytelling video ad impacts viewers’ 
experiences and positively impacts overall brand equity. Once advertising communi- 
cations create narrative transportation, they can increase brand awareness, loyalty and 
perceived worth independent of the product or platform. Customers can easily be 
transported to the fictional world by watching video storytelling advertising, leaving 
society behind, as an innovative approach to stimulate their neural activity (Escalas, 
2004). Due to its lengthy style, video narrative advertising is convincing and creative 
(Trivedi & Trivedi, 2018). These effects can enhance the brand’s behavioural, sensory, 
intellectual and affective experience due to prolonged exposure to advertisements. 
Transportation should be viewed from a cognitive perspective as an active ‘participatory 

Figure 2. The Research Model. 

Note: *p < 0.05, **p < 0.001; Solid Lines Indicates Significant Paths and Dotted Line Indicate Non-
Significant, for Which Path Coefficient Are Not Shown.
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response’ (Wang & Calder, 2006b, p. 406) that enables consumers to form thoughts 
when exposed to the video narrative ad, probably providing a more positive advertising 
experience. Consumers can use dramatisation and illustration to visualise a product’s 
advantages (Zwack et al., 2016). Customers are ‘pulled into a story wonderfully  
and actively’ (Wang et al., 2006a, p. 406) while experiencing a video storytelling 
advertisement, allowing them to virtually experience the brand. For instance, the 
chocolate commercial’s heartfelt song and romantic story may remind viewers of  
their first love. Transportation probably enhances the advertising customer experiences 
(Phillips & McQuarrie, 2010).

Escalas (2004) describes constructing an advertising brand experience after 
narrative processing. Personal experiences are connected to the brand narrative 
project by customer interpretations. We postulate that storytelling evocation 
brought on by video storytelling advertisements can aid viewers in recalling ‘auto-
biographical memories’ or simulating potential romantic encounters (Tattam, 
2010). For example, a chocolate campaign may inspire young consumers to think 
about what lies ahead or remind many older consumers about their first love from 
high school, creating an ‘affect transfer’ (Grigsby & Mellema, 2020). This 
strengthens consumer relationships with the advertised brand and fosters a more 
satisfying sensory advertising brand experience (Hepola et al., 2017). These tech-
niques can be used to explain the beneficial correlations between the advertising 
impression and storytelling conveyance in video advertisements.

Whether or not customers can connect with an advertised brand can be attrib-
uted to the positive effects of narrative transportation. Video storytelling advertis-
ing gives consumers a dynamic platform for brand involvement (Hollebeek et al., 
2014). Customers may relate to what characters experience in a video storytelling 
advertising campaign that depicts how characters engage with the brand in a story 
event, creating the company’s experiencing meaning (Kehrli, 2021) or instrumen-
tal meaning (Mollen & Wilson, 2010). Instrumental and experiential brand mean-
ings can boost the sensory and intellectual brand experience. To ‘personally 
experience’ the benefits of a product, consumers relate to what a brand storytelling 
character (or characters) may have gone through and indirectly engage in such 
events (Boller & Olson, 1991). Our findings indicate that video storytelling ads 
have a more significant effect on customers’ intellectual and affective brand per-
ceptions via brand interactions as described in both of the video storytelling cam-
paigns in this study (high path coefficient in brand sensory experience, [β = 0.51]).

Overall Brand Equity

Video storytelling ads help consumers discover a brand’s consistent and appealing 
content. Cognitive and behavioural brand experiences will spark customers’ overall 
brand equity (Huang et al., 2011), which includes perceived worth, brand loyalty 
and awareness (He, 2014). According to a previous study, prevalent brand equity 
explains 37% of brand loyalty variance. Our analysis shows that brand loyalty 
variance is 36% predictive. Like Huang, the brand’s intellectual experience was the 
most potent predictor of the experiential product’s advertising experience (β = 0.56). 
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For instance, when customers choose a brand, if the brand stimulates [their] curiosity 
and makes [them] think, it is vital to their intellectual experience. Hence, marketers 
must build story tactics to elicit diverse brand experiences. Our results do not support 
Huang and Ha’s (2020) clinically important finding that corporate behaviour based 
on behavioural experience and brand equity are statistically associated. Only 
experience products are included in Huang’s survey so that participants can assess 
claims about brand behaviour. Based on three Likert statements, Cadbury, a 
chocolate brand, in our study may be considered ‘action-oriented’ since it ‘engages 
[consumers] in physical patterns of behaviour when I use this brand’ or ‘results in 
behaviour experiences’. However, in the case of Bajaj, an Indian automobile 
company, they can be moved by an advertisement, but it does not translate into 
consumers making a purchase. Our study supports the model’s positive correlations 
between advertising sensory and intellectual experiences on brand equity (Hwang  
et al., 2016; Pera, 2017). Sensory advertising experience predicts liking for 
experience products. Our findings suggest that brand equity is a long-term effect 
triggered by an emotionally intense video narrative ad.

Positive advertising sensory experience and brand equity may be attributed to 
whether watching these video storytelling commercials affects consumers’ infor-
mation processing and persuasive effects (Lim & Childs, 2020). Emotionally 
charged video narrative advertising may alter people’s emotions when behav-
ioural advertising experiences affect product appraisal and buying intention 
(Wanggren, 2016). Marketing literature has examined the impact of advertising 
experiences on loyalty, however, studies have yet to explore the influence of 
advertising experience on brand equity as an experience-based antecedent. 
Similarly,  Nuske and Hing (2013) and Zhang et al. (2020) demonstrated how 
behavioural experience significantly influenced brand loyalty; however, the study 
did not examine brand equity.

Our study focused on the influence of consumers’ intellectual, sensory and 
affective experiences on brand equity, whereas prior studies focused solely on 
behavioural experiences (Zhang et al., 2020). Our findings help clarify ad-induced 
advertising brand experience and its implications for creating high brand equity 
(Machado et al., 2019).

Conclusion

Offering lengthy or short video storytelling is one of the advantages of video 
advertising via YouTube and other popular social media platforms. Traditional 
television advertising, on the other hand, is typically limited in length (Suarezserna, 
2020). Additionally, the price of prolonged branded advertising material may  
not always be higher than that of standard television advertising (Kaushik &  
Soch, 2021). Due to these benefits, video narrative advertising is more cost-
effective and creative than conventional advertising. Continuous exposure to 
video storytelling advertisements causes narrative transportation, which is more 
successful at influencing consumers (Hepola et al., 2017). Notably, its impacts are 
not limited by the sorts of offered products, indicating that narrative transfer is a 



100 GLIMS Journal of Management Review and Transformation 2(1)

robust and consistent predictor of consumer advertising brand experience. The 
findings also suggest that video narrative advertising could be an effective creative 
strategy for several product categories. Moreover, after a bad online purchase 
experience, if a brand uses effective narrative techniques, it can improve (recover) 
overall brand equity using a positive sensory, affective and intellectual advertis- 
ing experience. Moreover, storytelling may or may not impact their behavioural 
actions toward the brand. 

Managerial and Theoretical Implications

The present study contributes to the literature in several ways. First, we diverge 
from the methods and theoretical underpinnings used in recent narrative advertising 
works (Koll et al., 2010). The concept that narrative mobility might also impact 
factors associated with brand outcomes has largely been ignored in advertising 
research. As a result of narrative transportation, the marketing journey as subjective 
and behavioural responses to ad stimuli are rarely studied in the existing narrative 
advertising literature (Loureiro et al., 2019). Customers are likely to be transported 
into a state of experience that allows them to engage in the story itself instead of 
focusing on any ramifications outside the story when they are given a tale about a 
business through one-minute video advertising (Chen & Chang, 2017, p. 28). 
Positive brand experiences can be produced through engaging with branded content 
and interacting with a brand. Despite the prior concept of narrative transportation’s 
reliance on experience, advertising professionals have yet to connect narrative 
transportation with the advertising brand experience. By connecting narrative 
transportation with advertising experience and overall brand equity, our work could 
potentially bridge the traditional research areas in narrative advertising and  
brand management. It is also interesting to notice that the favourable impact of 
narrative transportation does not differ significantly between search/functional and 
experiential products, indicating that narrative transportation has a significant effect 
on branding outcomes. This study’s findings can help other researchers analyse 
whether narrative transportation survives in high-involvement products, products 
consumed in public or private settings or products imported from foreign nations.

From a managerial perspective, we have shown the value of ad-evoked narra-
tive transport as a strategic approach for both search and experience products. We 
further underline that advertising brand experience is crucial for enhancing per-
ceived worth, awareness and loyalty (Ten Brug et al., 2015). In addition, this study 
establishes a link between narrative advertising and brand management by dem-
onstrating that marketers can enhance the advertising experience of consumers by 
developing compelling brand-storytelling advertisements to construct an effective 
brand management plan. Advertising experiences prompted by a compelling story 
can be as practical as other marketing strategies in generating positive brand  
outcomes, particularly when a brand wants to target customers who have had one 
or two negative online purchase experiences. With this strategy, marketers can 
prevent customers from hating/disliking brands solely due to negative online  
purchase experiences. 
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Limitations and Future Directions for Research

There are various limitations associated with the interpretation of the results of this 
study. First, the external validity of the study’s findings cannot be extrapolated to 
other product categories. We have confined our research to two, high and low, 
involvement categories. These findings should be separate from other product 
categories with different levels of engagement. Using a video storytelling platform 
to provide branded narratives to customers presents a further constraint. Previously, 
we emphasised that many researchers have used print or poster advertisements as 
experimental stimuli; nevertheless, these two-dimensional print ad stimuli are 
significantly limited in their ability to elicit emotions in participants, even if primed 
during the experiment. However, modern integrated marketing communication 
efforts give branded material to consumers via various touchpoints. Lastly, our 
reliance on the Indian management student sample will limit the applicability of our 
findings to other consumer sectors worldwide. Our sampling selection is based on 
previous story advertising research in which students were recruited for the study. 
However, a portion of our selection also considers the heavy video content users 
among the student population, whose responses will be managerially valuable.
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