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Influence of advertising type and gender on advertising effectiveness: The efficacy of storytelling
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Abstract

Storytelling advertising is one of the most popular ad types in marketing field. However, there has been little attention to
storytelling ads in consumer and advertising research. To examine the effectiveness of different types of advertising, this study
collected 9 commertial ads, which consisted of 3 advertising types(storytelling, informative, image) x 3 products(digital camera,
coffee, health drink). We investigated the differences in emotions after ads and arousal level, as well as the advertising
effectiveness among the three types of advertising. Preliminary analysis revealed that the emotions after ads could classified
into two distinct emotion types, affective emotions and cognitive emotions, and we used the two emotion types as emotions
after ads to simplify the results. The results indicate that the storytelling ads are more effective than the image ads, but this
power of storytelling ads may not be found in the comparison with informative ads. It is also found that storytelling ads can
help form a more positive attitude for males than for females, whereas image ads can have an more impact on females than
males. In addition, it can be proposed that affective emotions after ads may play an important role in the effectiveness of
advertising types, but the interaction effects of advertising types and gender may depend on the cognitive emotions after ads.

Key words : storytelling advertising, advertising types, gender, advertising effectiveness, emotions after ads.
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Males

Females

Biological level
Chromosomes

Hormonal differences

Low estrogen

Brain lateralization

More specialized

Cognitive level

Information processing mode

High androgen

Symmetric

Selective
High elaboration threshold

XX
Low androgen
High estrogen
Asymmetric

Less specialized

Comprehensive

Low elaboration thresholds

Item specific Relational
Rational Intuitive
Analytic Experiential
Behavioral and social level
Social orientation Independent Dependent
Competitive Cooperative
Self-oriented Relationship-oriented
Masculine Feminine
Assertive Nurturing

High social dominance orientation

Behavioral motivation

Instrumental
Achievement

Agentic goals

Extrinsic motivation

Low social dominance orientation
Intrinsic motivation
Expressive
Affiliation

Communal goals

Source: Sun, Lim, Jiang, Peng, Chen, 2010
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Table 2. Image captures of the commercial ads
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Table 3. Results of factor analysis for emotions after-ads
Storytelling Image Information
Factor Factor 1 Factor 2 Factor 1 Factor 2 Factor 1 Factor 2
Funny Funny Persuasive Persuasive Funny Funny
(.815) (:322) (.861) (:233) (.762) (.:378)
Touching Touching Empathetic Empathetic Touching Touchimg
(.691) (495) (.798) (:220) (.823) (.178)
Titillative Titillative Trustworthy Trustworthy Titillative Titillative
(.858) (:238) (.815) (273) (.867) (:233)
Interesting Interesting Useful Useful Interesting Interesting
(.858) (:269) (.546) (.488) (.823) (.:346)
Emotions after Impressive Impressive Impressive Impressive Persuasive Persuasive
ads (.786) (:363) (.568) (.464) (:320) (.855)
Persuasive Persuasive Touching Touching Empathetic Empathetic
(:324) (.845) (:260) (.835) (121) (.761)
Empathetic Empathetic Titillative Titillative Trustworthy Trustworthy
(244) (.845) (-190) (.883) (271) (.881)
Trustworthy Trustworthy Interesting Interesting Useful Useful
(:304) (.848) (.345) (.815) (438) (.676)
Useful Useful Funny Funny Impressive Impressive
(:377) (.736) (.547) (.594) (481) (.603)

Eigenvalues 5.81 1.12 5.26 1.04 5.39 1.17

% of variance 64.53 12.43 58.47 11.57 59.88 12.95
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Table 4. Means and standard deviations for the dependent variables

Storytelling Image Information
Males Females Males Females Males Females
Advertising effectiveness 4.88(0.97) 4.62(0.90) 3.91(0.77) 4.06(0.92) 4.60(0.91) 4.57(0.87)
SAM(positive/negative) 7.24(1.03) 7.22(0.94) 5.95(0.90) 6.10(0.95) 6.33(0.97) 6.65(1.02)
SAM(arousal level) 6.86(1.21) 6.80(1.04) 5.11(1.07) 5.66(1.18) 5.53(1.19) 5.94(1.11)
Affetive emotions after ads 4.44(0.94) 4.18(0.99) 3.03(0.78) 2.81(0.85) 3.25(0.81) 3.05(0.85)
Cognitive emotions after ads 416(0.92)  3.78(0.91) | 3.44(0.73)  3.43(0.87) | 4.36(0.85)  4.39(0.93)
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