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Abstract - The role of the stories and the effects on communication are widely discussed. Narrative advertising expresses 
the essential message by telling a story. The aim of the study is to investigate the emotional arousal aspect and recalling 
process for narrative ads, along with how the presentation format of the advertising (narrative, non-narrative) may have an 
effect on consumers' emotional information and recalling processing. In order to observe the effect a paradigm consisting of 
narrative and non-narrative advertising was designed. The sample consisted of 35 adults, ranging in age from 20 to 40 years 
(Male: M=28, SD=5.4; Female: M=24.5, SD=5.1) 54, 3 per cent of the sample were males, 45, 7 per cent were females. 
During the whole procedure, the GSR sensor Shimmer3, Eye Tribe, and The AFFDEX facial expression coding devices were 
used. The findings support that the narrative advertisement does not evoke significant GSR response, while facial coding 
analysis demonstrates statistically meaningful difference between the narrative advertisement the non-narrative 
advertisement. 
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I. INTRODUCTION 
 
Narratives, stories and tales have been part of the 
human activity for thousands of years. These critical 
tools have the power to inform, persuade, elicit 
emotional responses, build support for initiatives, 
coalitions and build the civil society (Kent, 2015). 
Narratives are a dominant drive that gives meaning to 
life experiences and forms human thought (Escalas, 
1998; Linh, 2017). Besides, narratives go back tens of 
thousands of years and have its roots in oral traditions 
and ancient Greek and Roman philosophy where 
cultural knowledge, myth, religion, superstition, and 
cosmological beliefs were shared and passed down 
through expressions, stories and anecdotes (Kent, 
2015). The power of Narratives lies in their close 
integration into how the human mind functions, as 
“narrative thoughts are natural and pervasive in 
human thought”. Through telling stories, narrative 
advertisements can convey efficiently by obtaining 
consumers' attention and awareness to promote the 
advertised products, demonstrate the products' attract 
and convince consumers to consider those services 
and product (Escalas, 1998; Lien & Chen, 2013). 
Many researchers declare that narratives and stories 
are a powerful communication tool for stating and 
sharing a company’s value and vision (Dowling, 
2006; McLellan, 2006; Rosen, 2000; Shankar et al., 
2001) (as cited in Huang, 2014). Researchers in 
psychology (Green & Brock, 2000), communication 
(Hinyard & Kreuter, 2007), and marketing (Escalas, 
2007) recognize the powerful effect of narratives, 
which convince through depiction of characters in a 
setting, and through inferences about cause and effect 
interactions that exist. (Hamby, Daniloski, & 
Brinberg, 2015). Hence, marketers tend to apply the 
marketing communication tools of more emotional 

and symbolic nature, and of compatibility with new 
media. In this context, as a marketing communication 
tool narrative advertising is a form of communication 
used to convince an audience to take some action 
with respect to products or service or ideas. In 
another word, narrative advertising conveys the core 
message by telling a story (Huang, 2014). While at 
the same time Narrative advertising, which have also 
been labeled as advertising narrative (Escalas, 1998), 
drama advertising (Demangeot & Broderick, 2010) or 
commercial narrative (Chang, 2012) can activate a 
narrative style of processing either by framing new 
data in the form of a story, or by directly instructing 
customers to envision themselves (Linh, 2017). 
Narrative advertising could derive in different 
practices. They can be presented in verbal only, 
visual only, or both verbal and visual. The story type 
of narratives would be affective, serious, humorous, 
informative, educative etc.(Lien & Chen, 2013) 
Another emerging concept that named Neuroscience 
is the study of the anatomy and physiology of the 
brain. In another word, neuroscience, the science of 
how the brain and nervous system works (Hills, 2012; 
Leader, 2011). In this direction, a new field has 
emerged to study the neuroscience of social behavior, 
the popularity of which is attested by books, special 
issues of journals and conferences (Adolphs, 2003). 
Besides that, in the last twenty years, advances in 
neuroscience have enabled us to get into human 
beings’ brains (Leader, 2011). 
In addition to that, neuroscience is providing 
powerful insights into cognitive and behavioral 
practices, how the mind and body interrelate and is 
altering the way we think about thinking. Nowadays, 
narratives and stories particularly specific, highly 
detailed stories are the best approach to build 
emotional influences and long lasting bonds with 
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your target group. When people process narratives, 
they not only generate comprehension of the story but 
also experience mental simulation, defined as “the 
imitative mental representation of the functioning or 
process of some event or series of events” (Chang, 
2013). 
Therefore, the advertising industry needs to more 
openly adopt new neuroscientific measures to capture 
emotion and unconscious thought that are not filtered 
through words and cognitive thought (Lautman & 
Pauwels, 2010) 
 
II. METHODOLOGY 
 
This study identifies important cognitive processes 
associated with processing narrative advertising. 
Therefore, in order to shed light on this emerging 
field we may ask the following questions: 
What are the neuroscientific differences between 
narrative advertisements and non-narrative 
advertisements on consumer’s neural system? 
How do companies use narratives in advertising? 
Within this context, our proposed paper examines the 
relationship between Neuroscience and narratives. 
 
2.1 Hypotheses 
H1: Individuals will show a larger mean anticipatory 
arousal before emotional stimuli than before calm 
stimuli. 
H2: Narrative (versus non-narrative) ads will result in 
more brand recall. 
 
2.2. Participants 
Study was designed to test our hypothesis. Total of 35 
human subject participated in the experiment. 
Participants recruited for this study were mostly adult 
staff, undergraduate and graduate students from the 
Üsküdar University, İstanbul, Turkey. Data were 
collected from participants from April 2018 through 
June, 2018. The sample consisted of 35 adults, 
ranging in age from 20 to 40 years (Male:M=28, 
SD=5.4; Female=24.5, SD=5.1) 54,3 per cent of the 
sample were males, 45,7 per cent were females. Of 
the thirty-five adults, sixteen were females and 
nineteen were males. All participants were healthy 
and one was left-handed. 
The group of participants were homogenous with 
respect to their age, professional field, and cultural 
background (i.e., nationality). Research Ethics 
Committee at Üsküdar University approved the study. 
Participation in the study was voluntary and all 
questionnaires and procedure were completed 
anonymously. 
 
2.3 Materials 
In this experiment, it is aimed to observe the effect of 
the narrative advertisement on emotional arousal and 
recalling. The ads were selected from the same 
product category and they were out of date and not 
shown any media organs to minimize the differences 

in purchasing behavior of the participant and 
recalling effects. 
The materials used in this study included the 
following: an informed consent form, a demographic 
questionnaire, and a question regarding recalling of 
the advertisements shown. Respondents were asked 
to provide details of their gender, age and educational 
level. During the whole procedure, participants were 
equipped with the GSR sensor, Eye Tribe and The 
AFFDEX facial expression coding devices. The 
participant’s skin conductance was measured using a 
Shimmer3 GSR+ Unit (Shimmer, MA, USA) GSR 
device at a frequency of 128 Hz. 1 cm2 silver-silver 
chloride electrodes attached to the index and middle 
fingers of the left hand and the skin conductance was 
measured from the proximal phalanges of the index 
and the middle fingers of the non-dominant hand (i.e., 
on the left hand for 34 out of 35 participants GSR.). 
Locations for attaching Ag/AgCl electrodes were 
prepared with 70% isopropyl alcohol. The 
participants were asked to keep their hands steady on 
the desk to minimize the effect of movement on the 
GSR signals. The environment temperature was 
controlled at 22-24 Celsius Degree to minimize the 
effect of temperature. The GSR signal was recorded 
via iMotions 7.1 (iMotions, Inc., MA, USA) on a 
Windows 10 platform with Bluetooth connection. An 
eye-tracking device was used to describe where 
participants were focusing their eyes and for how 
long. Participants' eye movements were recorded 
using the EyeTribe UI eye tracker with a sampling 
rate of 60 Hz2. 
 
2.4 Procedure 
Individuals were asked to simply sit quietly in a 
straight-backed chair and observe a series of 
randomly selected bank advertising displayed on a 
computer screen. They were instructed to find a 
comfortable position (approximately 60 cm from the 
computer monitor) and avoid any kind of unnecessary 
movement during the procedure, especially those of 
the limbs from which GSR is recorded. Talking was 
avoided during electro dermal recording whenever 
possible. They were also asked to breath normally, 
not hold their 
breath or breathe irregularly since excessive breathing 
or holding of one’s breath results in slow drifts in the 
GSR data that could be misinterpreted as punctual 
bursts reflecting increased arousal of the respondent. 
 
After the participant read and signed an informed 
consent form, the experimenter attached 1 cm2 silver-
silver chloride electrodes to the index and second 
fingers of the left hand to measure skin conductance. 
Shimmer3 GSR+ (GSR, PPG) measured SCL in the 
range 1 to 100 µS with an accuracy of ±0.5%, and 
used a constant current of 2.5 µA for excitation. Data 
were collected at 128 Hz. After attaching the 
electrodes, the experimenter started a software 
program that controlled Shimmer3 GSR+ (GSR, 
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PPG). After the researcher verified the distance 
between the participant and the eye tracker, a 9-point 
calibration was performed. If the calibration accuracy 
values were seen inaccurate by the researcher, the 
calibration process was repeated until the offset of the 
eye movements was less than or equal to 0.05 mm. 
The experimental session began following the 
calibration of the eye tracker. The six advertisements 
and seven black pages had showed identical structure 
but were presented in random order for each 
participant. In each trial participants first viewed a 
black page for 10000 ms. 
Participants were told that they would see various 
advertisements for the same product group. After the 
button-press by the researcher, the computer screen 
remained blank for 15 seconds, and then high-
resolution digitized advertising videos were shown 
for approximately between 50 and 95 seconds 
duration. This was followed by a blank screen cool-
down period of 15 seconds. The total duration of the 
experiment was 8 minutes 32 seconds. 
 
III. RESULTS AND DISCUSSION 
 
The aim of the research is to evaluate the GSR, facial 
coding and questionnaire method in determining the 
level of recalling and the emotional arousal towards 
the narrative advertisements that are taking place in 
the experiment. 
In order to observe effects that are mentioned above, 
during the whole procedure the GSR sensor 
Shimmer3, Eye Tribe and The AFFDEX facial 
expression coding devices were used. 
 
Chart 1: 
 

 
A paired-samples t-test was conducted to compare the 

GSR peak per minute of the narrative advertisement 
and non-narrative advertisement. There was not a 
significant difference in the scores for the narrative 

advertisement (M= 1,65, SD= 2,83) and the non-
narrative advertisement (M= 1,86, SD= 3,10) 

conditions; t (104) = -1,384, p=0,169. These results 
suggest that the narrative advertisement really does 
not evoke significant GSR response. Specifically, our 
results suggest that the GSR peak results does not 
show any statistically meaningful difference between 
the narrative advertisement the non-narrative 
advertisement. 
 
Table 1: 
 
The AFFDEX facial expression analysis module 
present output along different dimensions associated 
with emotional response, including ‘valence’, 
‘engagement’, and the six basic emotional states of 
‘anger’, ‘sadness’, ‘disgust’, ‘happiness’, ‘surprise’ 
and ‘fear’ (Ekman, 1992), in addition to ‘contempt’. 
 
Table 2: 

 
A paired-samples t-test was conducted to compare the 
AFFDEX facial expression analysis of the 
participants who were exposed to the narrative 
advertisement and non-narrative advertisement. There 
was a significant difference in the scores for the 
narrative advertisement and the non-narrative 
advertisement conditions; t (32) = 2, 63, p=0,013. 
These results suggest that the narrative advertisement 
has significant difference in facial expression 
analysis. Precisely, our results offer that facial 
expression analysis results demonstrate statistically 
meaningful difference between the narrative 
advertisement the non-narrative advertisement. 
 
Table 3: 
After the experiment, the people who participated in 
the survey were asked about the advertisements, 
which they remembered (What is the brand names of 

 Mean Std. 
Deviation 

Std.Error 
Mean 

Narrative Non-
Narrative 

-
0,2074

3 
1,53565 0,14986 

95% Confidence Interval of the Difference 

Lower Upper t df Sig.(2-
tailed) 

-0,50462 0,0897
6 -1,384 104 0,169 

 Mean Std. 
Deviation 

Std.Error 
Mean 

Narrative-
Non-
Narrative 
Ad 

0,78424 
 

1,70774 
 

0,29728 
 

95% Confidence Interval of the Difference 

Lower Upper t df Sig.(2-
tailed) 

0,1787 1,38978 2,638 32 0,013 
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the advertisements you watched?). According to 
survey results, most commonly remembered 
advertisement types are the narrative advertisement. 
Precisely, our results support that the narrative 
advertisements were the ones that mostly 
remembered by the participants. 
 
Chart 2: 

 
CONCLUSIONS 
 
According to the aim of study, GSR, AFFDEX Facial 
Expression activities of the participants per minute 
were recorded during the demonstration of chosen 
narrative and non-narrative advertisements. Results 
reveal that the narrative advertisements’ scenes, 
which induce extreme values of all facial muscles, 
evoke more emotional arousal according to AFFDEX 
facial expression analysis. However, the narrative 
advertising GSR peak results does not exhibit any 
significant anticipatory arousal difference comparing 
the non-narrative advertising. 
 
As the cause of this result, previous studies reveal 
that some elements in advertising (e.g., spokesperson, 
jingle, music, humor,) may affect the consumer’s 
perception (Zhang & Zinkhan, 2006; MacInnis, 
Moorman, & Jaworski, 1991; as cited in Lien &Chen, 
2013). As an example of this situation music or jingle 
might be unique, fun, and, memorable. Hence these 
kind of non-message factors in advertising can 
distract consumer attention from the brand claims of 
the advertised product or service. In addition to that 
narrative advertisement with its attention might as 
well restrain the processing received by the product 
feature information. 
 
In line with the questionnaire, it is seen that narrative 
advertisements, which induce extreme values of all 
facial muscles, lead to higher advertising recall rate. 
Further research studies will help us to explore and 
clarify the underlying mechanism of the advertising 
recall and anticipatory arousal process towards 
emotional and non-emotional stimuli, especially with 
narrative advertisements. Moreover, it would be 
interesting to look into potential differences between 
perceptions of narrative and non-narrative 
advertisings across generations, as well as in cross-

cultural comparisons using other neuroimaging 
devices. 
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