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Abstract

The present study aims to compare two different advertising types that are known
to have a significant role on advertising credibility and purchase intentions. The
effects of narrative ads through being-hooked and of expert endorsement through
internalization on the dependent variables were analyzed via empirical research design.
The hypothesized model was tested with the sequential mediation analyses. Besides, the
differences of mediator variables within the scope of ad credibility and buying intentions
were investigated by conducting a series of t-tests. The subjects were exposed to one of
the stimulus ad types composed of either story-based (n=128) or expert endorsement
(n=124) advertising style. The results showed that both the direct effects of narrative
advertising and the mediating effects of being-hooked significantly predicted the
dependent variables. Although almost similar findings were reached for the expert
endorsing and internalization, the mean scores remained behind the narrative ad type.
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0z

Bu calisma, reklam giivenilirligi ve satin alma niyetleri tizerinde 6nemli rol oynadigi
bilinen iki farkl reklam tiiriinii karsilastirmay1 amaglamaktadir. Oykiileyici reklamlarin
kancalanma etkisi aracilifiyla ve uzman destegini igsellestirme yoluyla bagimh
degiskenler tuzerindeki etkileri ampirik arastirma tasarimi ile analiz edilmistir.
Hipotezleri iceren arastirma modeli, Hayes (2013) tarafindan gelistirilen PROCESS adli
bir SPSS eklentisi lizerinden sirali aracilik analizleriyle test edilmistir. Ayrica, aracilik
degiskenlerinin reklam giivenilirligi ve satin alma niyetleri kapsamindaki farkliliklar:
bir dizi t-testi yapilarak arastirilmistir. Denekler, dykiileyici (n= 127) veya uzman destegi
(n= 124) formatlarindan olusan uyaran reklamlarindan birine maruz birakilmislardir.
Sonuclar hem o6ykiileyici reklamin dogrudan hem de kancalanmanin aracilik etkisinin
bagimli degiskenleri 6nemli Ol¢lide tahmin edebildigini gostermistir. Her ne kadar
uzman onay1 ve i¢sellestirme aracilif1 icin neredeyse benzer bulgulara ulasilmis olsa
da, ortalama puanlar 6yktleyici reklam tiirtiniin gerisinde kalmistir. Sonu¢ béliimiinde
arastirmanin sonuglari, sinirhiliklar ve oykiileyici reklam yaklasiminin farkh etkileri
lizerine yapilabilecek ¢alismalar i¢in 6neriler sunulmustur.

Anahtar Kelimeler: Gykﬁleyici Reklam, Uzman Destegi, Kancalanma, igsellestirme,
Guvenilirlik.
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Introduction

Human life is abundant in stories. We narrate all our experiences, practices, and even
plans as stories no matter how ordinary they are. Because human brain is programmed to
employ stories as being a primary tendency in arranging the facts of our worlds, this is an
innate means of communicating with others. This way of comprehension through stories
certainly include our consumption experiences in a market environment. From this point
of view, advertisers have long been looking for creative and powerful technics to increase
the impacts of the ad and to build trust on consumers.

Many scholars in the advertising field stated that narrativity in ads which stimulate
positive emotions and cognitive reactions cause more favorable ad/brand attitudes (e.g.
Chang, 2009; Escalas, 1998; Green, Brock, and Kaufman, 2004; Padgett and Allen, 1997;
Phillips and McQuarrie, 2010). This can make story-based advertising more persuasive
than any other effort in advertising. Consumers generally evaluate information-intensive
messages cognitively in an argument ad and develop counterargument (Deighton, Romer,
and McQueen, 1989, p. 348). Whereas, the persuasiveness of narrative advertisements
depends on the emotional climate of the story components in which feelings are being
hooked (Escalas, Moore, and Britton, 2004). Hence, individuals who are transported in
the narrative are so immersed that they would likely trust the premises introduced in the
story and they avoid analyzing them critically (Green and Brock, 2000, p. 703). Such an
evaluating process where the counterargument response disappears leads consumers to
develop higher levels of credibility perception towards the narrative ad message (Kim,
Ratneshwar, and Thorson, 2017, p. 286).

However, from a rhetorical theory perspective, the credibility of the source is the vital
priority of the persuasive impact. For that reason, Ethos was placed at the top of the
persuasion triangle that Aristotle mentioned for the first time in his immortal work on
persuasion; Rhetoric. Ethos is virtues that strengthen the sense of authority, correct and
good attitudes, personal abilities related to trust and reassurance (Aristoteles, 2013,
p.40). It covers the speaker’s apparel, speech, behaviors, professional characteristics,
education, experiences, humor, and title (Meyer, 2009, p. 25). In the modern age,
the initial study for the reliability of the source, whose roots go back to Aristotle, was
developed by Hovland and his colleagues. According to the Source Credibility Model
(Hovland, Janis, and Kelley, 1953), the sense of expertness and trustworthiness towards
an endorser can boost the influence of a message. While trustworthiness can be
described as the endorser’s truthfulness, honesty, or believability; expertise refers to the
professional accumulation, experience, or abilities an endorser holds (Erdogan, 1999, p.
298). Studies on the credibility of the ads, proven to have a positive effect on consumers’
cognitive and behavioral intentions (Kim et al., 2017; Yoo and Maclnnis, 2005), have been
mostly based on source-oriented or endorser-oriented. However, its relations between
narrative ads and emotional impact have been handled in a very few researches which
means there is a gap in ad credibility literature. For instance, direct comparisons between
several consequences of narrative ads and expert endorsement ads regarding credibility
development may lead to a notable output.

Although the supreme power of narrative ads has been approved on many advertising
studies, it is evident that utilizing expert endorser has an overriding reputation in
ensuring ad credibility. Therefore, the current study will extend prior related researches
in several ways. Initially, we depict the emotional responses caused by the components
of the narrative ads which constitute close relations with ad credibility. Accordingly, we

Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Say/Issue 1, 1-21 3



Hooking Consumers with Stories Mehmet Safa Gam

explained the Being Hooked Theory by Escalas and her colleagues (2004) that mediates
narrative-based emotional impact on ad credibility. Thereafter, we focused on the expert
endorser effect which is the second main variable of the study, and its internalization
process as a mediator for ad credibility. Even though numerous researches have tested
the influence of these factors on ad credibility, the present research aims to take these
findings one step further. Previous studies have posited being hooked and internalization
as predictors for the multiple effects of narrative ads and expert endorsements
respectively. Despite that, this is the first effort - as far as we know - that investigates
and compares narrative impact versus expert endorsement empirically in terms
of ad credibility.

Principally, this paper strives for analyzing the influence of narrative ads and expert
endorsements on ad credibility, and behavioral intentions through the mediating roles
of being hooked and internalization process. In the analyses, between-subject results
were obtained through the main and interaction effects of the hypothesized variables.
Based on these findings, the underlying insights of the varied impacts derive from expert
endorsing versus narrative format are also discussed, followed by the argumentation of
the limitations and suggestions for future studies.

Being Hooked by Narrative Ad

Conventional advertising is performed in the form of argumentative, where information
on product or service benefits becomes a promise and supported by product attributes;
but a narrative form simply presents a story (Boller, 1988, p. 3). The ad format, in which
a message of a product or a brand is presented in the story form consisting of a plot,
characters, place, and time components that are constructed with chronological and
causal links, is called narrative advertisement. As stated by Aaker, Stayman, and Hagerty
(1986, p. 366)particularly the characters with whom the viewer can empathize, narrative
ads have all we need to arouse warm feelings towards the ad. The consumer gets “lost”
in the story and develops empathy by experiencing the concerns and feelings of the
characters when a drama in an ad is well performed (Deighton et al., 1989, p. 335).
Accordingly, empathy is a primary emotional reaction that viewers experience when
processing narrative advertising (Chang, 2009, p. 24). Narrative ads offer stories to
consumers leading them to build practical and figurative conclusions in the appraisal of
the ad. Hence, a consumer intuits what it is like to experience the product by witnessing
thoughts, feelings, and behaviors associated with the brand (Padgett and Allen, 1997,
p. 57). This also means that the consumers viewing the ad are affected by the story in
terms of being engaged in the ad or it is possible to state briefly that these consumers are
“hooked” by the ad.

Consumers become hooked by a narrative ad when the components of the ad story such
as a thrilling plot, a commonplace, or the protagonist with whom the consumer may link,
encourages emotional reactions to the ad (Escalas et al., 2004, p. 108). As stated, a story
can draw in or hook consumers, getting them to be involved in what the characters feel and
engage them in the characters’ world. Thus, the superior power of narrative advertising
behind the scene is that it involves consumers in the ad cognitively and emotionally, and
draws them into the advertising story (Chang, 2009, p. 22). With this regard, emotive
response refers to “the extent to which a viewer feels emotionally involved in an ad” (Kim
et al,, 2017, p. 287). Many scholars have associated this dominant impacts of narrative
advertising with some variables such as positive attitudes toward the ad (Deighton et
al,, 1989), product evaluations (Lin and Chen, 2015) and involvement (Wang and Calder,
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2006), reducing counterarguments (Green and Brock, 2000), behavioral intentions
(Johnson, 2012), and advertising credibility (Kim et al., 2017).

Consumers within the effect of narrative ads feel motivated to consider themselves in a
sequence of events while benefiting from the advertised product. This cognitive process
that consumers experience is called “mental simulation”, which Taylor and Schneider
(1989, p. 175) explain as “the imitative representation of a series of events or construction
of hypothetical scenarios”. As in the stories in which we are the main character, consumers
constantly imagine themselves in behavioral scenarios through mental simulation
which turns into a persuasion mechanism (Escalas, 2004, p. 37). In connection with the
cognitive simulation process, Escalas et al. (2004, p. 106) claim that continuous attention
is required to bring emotions in action and allows consumers to be hooked by the ad
which is a result of viewing the ad. They also proposed a model that being hooked acts
as an interface between the individual’s emotional intensity and the narrative structure
of the ad, and that consumers experience this interface when any emotional response
occurs. This can foster an idea that being hooked mediates some of the ultimate goals of
narrative advertising, starting from the creation of advertising credibility to behavioral
intentions. According to Lin and Chen (2015, p. 701), this is because when consumers are
hooked by the ad story, they reveal lower levels of negative cognitive but powerful feelings
responses which make being hooked an important mechanism for desired advertising
goals. Brand evaluations prompted by narrative ads would be more likely in an emotional
rather than a rational nature. Therefore, these emotional reactions to the narrative ads
could mediate the sense of trust towards the source of the message or ad itself.

Expert Endorsement and Ad Credibility

Although it is not as common as the use of celebrity endorsing in advertisements (Biswas,
Biswas, and Das, 2006, p. 17), the expert endorsing increases the credibility of an ad,
mainly because of the increased source reliability (Maddux and Rogers, 1980). Credibility
lies on the attributes in which consumers perceive the source of the message to be an
expert that can be trusted on opinions related to the communication theme (Goldsmith,
Lafferty, and Newell, 2000, p. 43). Correspondingly, the degree to which consumers think
how trustworthy the information in the ads is defined with advertising credibility. In
many studies to date, credibility has been found to have direct relationships with both
advertising and brand attitudes (Hellier, Geursen, Rodney, and John, 2003; Kim et al,,
2017; MacKenzie and Lutz, 1989; Obermiller and Spangenber, 1998; Sutherland, 1982).
Since attitudes toward the ad are considered to have been influenced positively by the ad
credibility, higher credibility of ad messages or sources can enhance additional favorable
responses of the consumers (Kim and Damhorst, 1999, p. 20).

Source trustworthiness and expertise as the aspects of credibility are the main
characteristics in persuading consumers and in influencing attitudes towards ad or/
and brand (Goldsmith et al., 2000, p. 43). Consumer responses to advertising are heavily
influenced by the credibility of the ad and to the extent to which advertising is meaningful
or relevant to them (Yoo and Maclnnis, 2005, p. 1398). From The Source Credibility Model
point of view, consumers are said to have gone through some kind of internalization in
which they admit an impact concerning their values and personal beliefs (Kelman, 1961).
In the internalization process, consumers are influenced by the information coming from
a reliable source, and they change in terms of beliefs, thoughts, attitudes, and behaviors
(Erdogan, 1999). When the endorseris an expert, to putit briefly, viewers will be influenced
by the message if it seems beneficial for their particular problem (Biswas et al., 2006, p.
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19). According to Maddux and Rogers (1980, p. 235), the persuasive power of an expert
source comes from supporting argumentation because internalization is based on the
content of the communication. So it would be befitting to assert that expert endorsements
boost the ad credibility more likely for its increased source trustworthiness. More than
this, it was confirmed that if the promises of an advertised product come from an expert
endorser, the credibility of the ad will be higher than a celebrity endorser’s credibility
who is not perceived as an expert (Biswas et al., 2006, p. 22).Consumers lend an ear to
their perceptions about the reliability and expertise of the brands to evaluate products
and decide whether they tend to purchase (Lafferty, Goldsmith, and Newell, 2002, p. 3).
The brand can support its trustworthiness and overall image with its connotations, just
like the expert endorser in the advertising approach. Because experts can serve to reduce
uncertainty (Mulken and Hornikx, 2011, p. 95), the claims of the brand through expert
endorsers are considered to be reliable facts that can be beneficial in responding the
consumer needs (Wang, 2005, p. 4035). Therefore, the internalization process ensures
consumers to be satisfied with the information they acquired regarding the solution to
the needs. This process also becomes an instrument by which consumers can engage in
the message cognitively and enables developing powerful attitudes towards the ad which
remain for long (Kapitan and Silvera, 2016, p. 559).

The drives for practical information of consumers regarding their own needs or problems
involve them in the internalization process. It can be considered that they achieve this
satisfaction mostly when they meet up with the expert endorser. According to Lafferty and
Goldsmith (1999, p. 110) if consumers believe that the incoming information represents
an accurate position on that problem, they perceive the endorser as an expert and are
more likely to consider the ad favorably which leads a potential purchase of that brand.
As seen, the way consumers evaluate an expert endorser can divert them to a sense of
trust for the ad. Following this, positive brand attitudes and behavioral intentions can
arise. This is the key insight of how the internalization process mediates the influence of
expert endorsers on ad credibility and, so forth.

Method
Main Aims and Hypotheses

Many studies have examined the correlations among ad format preference, credibility
development, and behavioral intentions. However, researches indicating how and
why these outcomes arise among those factors and the power of the indirect effects
are important. This study is carried out to empirically compare being hooked state
and internalization process that mediate the effects of the narrative ads and expert
endorsement on the credibility of the ad. In other words, narrative advertising, which is
highly accepted in terms of emotional responses versus the power of the expert endorser,
which has an indisputable superiority in improving trust, have been investigated. Also, it
should be emphasized that this empirical study varies from similar studies and enriched
them theoretically. Within this context, the principal procedure that characterizes the
study is that the transformation of ad credibility into a predictor which, in turn, mediates
the impact of other mediators on dependent variables. Thus, the correlations were tested
in a holistic approach considering them as a bridge between ad formats and intentions to
buy. The study was also carried out with an empirical procedure and different responses
to ad stimuli made it possible to statistically compare the independent variables. First,
the effects of narrativity have been assessed through the mediators; second, the expert
endorser was analyzed with internalization and credibility; and finally, the effect sizes
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of stimuli were examined in terms of the mean scores and determined which of the
ad made the difference in terms of credibility and intentions. Those were stated in
hypotheses as follows:

H1- The effect of narrative ads on credibility is mediated by being hooked, then ad
credibility mediates the impacts of being hooked on purchase intention.

H2- While expert endorsement leads consumers to internalize the benefits offered in the
ad, internalization mediates the emergence of ad credibility. Then both credibility and
internalization mediate for purchase intentions.

H3- There are statistically significant differences between ad types (narrative versus
expert endorsement) and levels of mediators (low versus high) regarding the development
of advertisement credibility and purchase intentions.

Design and Procedure

A 2x2x2 between-subjects design was exerted in the experiment. The independent
variables were ad type (narrative vs. expert endorser), being hooked (high or low), and
internalization (high or low). Advertising credibility -also a predictor- and purchase
intentions were assigned as dependent variables. Ad type was manipulated to measure the
awareness of the subjects to be used in mediation tests. The being hooked, internalization,
and ad credibility scores were classified as “low” and “high”, by a median split calculation.

A Sequential Mediation Analysis which was stated above as a serial mediation with multi
predictors was conducted to test the H1 and H2. A macro software named PROCESS,
compatible with SPSS, which is available online was used to perform this analysis.
Model-6, constructed by Hayes (2013) was utilized in the present study since the
relevant hypotheses emphasized sequential interactions where indirect effects were
determinatives. In PROCESS, inferences for the statistics is relied on bootstrapping
procedure because of the irregular sampling distributions which make significance
suspicious (Hayes, Montoya, and Rockwood, 2017, p. 77). If a bootstrap CI interval for a
regression coefficient does not include zero, this is a significant mediation of the indirect
effect by that mediator within confidence (Hayes, 2018, p. 13). The PROCESS Model-6 can
be visible in Figure-1 as conceptual and statistical diagrams. This model was performed
by the 95% confidence from the dispersion of the indirect effect estimations within 5,000
bootstrap samples (Zhao, Lynch, and Chen, 2010, p. 202).

e €
1 1
1 1 I 1
Y Y
dy M
M, 1 M2 M, 1 2
a, a, b, b,

~ -9

X » ¥ X >

Figure 1. PROCESS Model-6 Conceptual and Statistical Diagrams (Hayes, 2013).

Participants

Two hundred and fifty-two undergraduate students (145 males, 107 females) in social
sciences departments participated in the study and, randomly assigned to one of the
two experimental groups; narrative group (n=128) and expert endorser group (n=124).
They were told about participation should only be a voluntary basis. First, the subjects
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in the groups were exposed to one of the advertising stimuli. After viewing the ads,
they responded to a questionnaire that includes several items for being hooked, ad
credibility, purchase intentions, internalization, and also rated the manipulation checks
for both ad types.

Stimulus Materials

The toothpaste product category was selected to be used as advertising stimuli. Toothpaste
was picked out specifically for its regular use in the daily routine (Varenne, Petersen, and
Ouattara, 2006). Also, being in the category of health and cosmetics makes a good fit for
product-expert matching (Biswas et al., 2006; Purkey, 2003). Finally, the subjects were
considered to be highly familiar with the toothpaste (Kirtiloglu and Yavuz, 2006) because
it is a product type that can address the concerns about good looking and self-confidence
(Klages, Bruckner, and Zentner, 2004).

The stimulus group incorporated two ads from different brands. First, the ad of a well-
known brand was selected as an expert endorsement format in which the product
is recommended by dentists as an effective solution in whitening and dental caries.
Secondly, the ad of an international brand was appointed as a narrative stimulus. In the
ad, the story of a young girl was presented in a series of events from business interviews
to entrepreneurial success, from romantic relationships in her private life to her marriage.
White smiles were in the focus of all these events.

Measures

All scale items used in the questionnaire form were adapted from English originals to
Turkish. However, in this paper, the item statements in the original language were quoted
for publication exactly as they were. All items were measured with 5-point Likert scales,
defined by strongly disagree (1) and strongly agree (5). Details on measurement tools are
provided in Table 1.

Table 1. Descriptives For Variables in the Study

Manipulation Checks for Narrative Ads M SD a
The ad tells a story 4,35 | 0,94
- - Chang, 2009 0,82
There is a plot in the ad 4,21 | 1,09
Manipulation Checks for Export Endorser M SD o
The endorsers in the ad are expert 3,81 | 1,27
- Lafferty et al., 2005 0,87
The endorsers in the ad are knowledgeable 3,81 | 1,25
Being Hooked Scale Items (Narrative Group Only) M SD o
This commercial did not really hold my attention (-). 2,21 | 1,37
This ad did not draw me in (-). 2,08 | 1,39
This ad really intrigued me. 3,68 | 1,24
If | had seen this ad at home, I’'d have watched the whole thing. 3,51 | 1,46
| could not relate to this commercial (-). Escalas et al.. 2004 2,11 | 1,16 078
This commercial reminded me of feelings I’'ve had in my own life 3,34 | 1,28
| felt as though | was right there in the commercial
S . 3,51 | 1,42
experiencing the same thing.
| would like to have an experience like the
. . 3,15 | 1,55
one shown in the commercial.
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Internalization Scale Items (Expert Endorser Group Only) M SD a
If the endorsers were of a different background, 413 | 110

| would not be influenced by them ’ ’

My personal views and those of endorsers are likely to be similar 4,20 | 1,08

| would prefer this product recommended by these

endorsers because of their background Biswas et al., 2006 | 4,26 | 1,00 | 0,85

My attitude toward this product is primarily based on

the similarities of my values and of the endorsers 411 1.97
What this endorser stands for is important to me 3,88 | 1,115
Ad Credibility Scale Items M SD a
This ad is believable 3,76 | 1,13

- . Cotte, Coulter,
This ad is truthful and Moore, 2005 3,63 | 1,16 | 0,78

This ad is reliable 3,74 | 1,08
Purchase Intention Scale Items M SD a

If | were going to buy this product, | would

consider buying this brand 4,02 | 0,9

Dodds, Monroe, 3,93 | 1,05

The likelihood of purchasing this product is high 0.87
- . and Grewal, 1991 ’

My willingness to buy the product is high 3,81 | 1,27

The probability | would consider buying this brand is high. 3,92 | 1,12

Ethics Committee Approval

Within the framework of the verdict taken in the session by Aksaray Universitesi
Rektorliigii, insan Arastirmalar Etik Kurulu dated 31/08/2020, the present study does
not embrace ethical issues.

Findings
Manipulation Checks

Ensuring that the subjects to process the ad properly in the narrative group, they rated
above items about the ad they were exposed to. The answers given by all subjects to both
questions are quite satisfactory. (“The ad tells a story” M= 4.35 sd=0.94; “There is a plot
in the ad” M= 4.21 sd= 1.09). Similarly, the expert group subjects rated two items about
whether the endorsers in the ad they viewed are perceived to be an expert or not. The
mean scores were above average for this manipulation. (“The endorsers in the ad are
expert.” M=3.81 sd=1,27. “The endorsers in the ad are knowledgeable.” M= 3,81 sd=1,25).

Hypothesis Tests

In testing Hypothesis 1 which stated that the positive effect of the narrative ad on
purchase intentions is mediated by being-hooked and ad credibility, the PROCESS Model
6 was conducted. The results were given in Table 2. First of all, the proposed model in
which narrative ad, being hooked and credibility were predictors for buying intentions
is statistically significant (F(3-124)= 68.775, p< .001). In this study, 95% bias-corrected
estimates and significance intervals of the indirect effects of the variables were evaluated
through the 5000 bootstrap sampling method. Also, the power of the regression model
to explain total variance is about 62% level. As shown in the mediation diagram (Figure
2), the total effect of the narrative ad on purchase intention was significant (c =.68 95%
CI: [.546, 0.814]) and there was a reduction for the direct effect of narrative ad (Bc1=.41,
95% CI: [.243, .536]). The decline for the effect of the independent variable can be
interpreted as an indicator that the predictor variables may have acted as mediators. The
results demonstrated that being hooked (B=0.33, 95% CI: [.160, .464]) and ad credibility
(B=0.36,95% CI: [.230, .499]) mediated the effects of narrative ad on purchase intentions
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(see Table 2 and Figure 2). The indirect effects through being hooked and ad credibility
were significant in a 95% confidence interval excluding zero.

Ad
Credibility

Purchase
Intention

R%=.62

Narrative Ad

Figure 2. Sequential mediation paths and non-standardized coefficients for the narrative impact
on purchase intentions through being hooked and ad credibility. *p < 0.05 **p < 0.01 ***p < 0.001

Table 2. The Mediating Roles of Being Hooked and
Ad Credibility Between Narrative Ad and Purchase Intention

Bootstrapping Samples

95% Confidence Interval
Path B SE t-statistic p-value LLCI ULCI
Total Effect (NA — PI) 0.68 | 0.67 10.03 0.00 0.546 0.814
Narrative ad — Being Hooked 0.38 | 0.67 5.57 0.00 0.242 0.508
Narrative ad — Ad Credibility 0.31 | 0.82 3.99 0.00 0.166 0.493
Being hooked — Ad Credibility 0.28 | 0.09 2.86 0.04 0.086 0.473
Being hooked — Purchase Intention 0.33 | 0.77 4.05 0.00 0.160 0.464
Ad Credibility — Purchase Intention 0.36 | 0.68 5.35 0.00 0.230 0.499
Direct Effect (NA — PI) 0.41 | 0.66 6.08 0.00 0.273 0.536
NA — BH — Purchase Intention 0.12 | 0.30 0.056 0.173
NA — AC — Purchase Intention 0.12 |0.47 Indirect effect(s) 0.049 0.234

of NA on PI:

NA — BH — AC — Purchase Intention | 0.04 | 0.17 0.014 0.068

NA: Narrative Ad; PI: Purchase Intention; BH: Being Hooked; AC: Ad Credibility

When the factors (independent and mediating variables) were evaluated all in conjunction
with the purchase intentions, the direct effect of the narrative impact decreased but still
indicated a significant resistance. Furthermore, the results revealed that ad credibility
(B:=0.36, 95% CI: [.230, .499]) and being hooked (B=0.33, 95% CI: [.166, .493]) directly
effected buying intentions almost equally. Being hooked seems to fuel the possibility of
purchase intentions with ad credibility which means the more emotionally an ad effects
consumers, the more likely behavioral aspects can arise. In other words, being hooked
and ad credibility was found to be crucial predictors for behavioral intentions. Based on
these results, the serial regression-based model seemed to determine that mediating
variables can significantly predict the relationship between narrative ad and purchase
intention. Thus H1 was supported.
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Bi=1.00"" Ad

Credibility

Internalization

Purchase
Intention

Expert
Endorsement

R%= .46

Figure 3. Sequential mediation paths and non-standardized coefficients for the expert
endorsement effect on purchase intentions through internalization and ad credibility.
Hyphenates indicate insignificant paths. 'p < 0.05 “p <0.01 "p <0.001

Likewise, the second hypothesis assuming that ad credibility and internalization
mediate respectively the effects of expert endorsement on purchase intention was
tested through Model 6 (Table 3). It was found that the proposed model was significant
(F(3-120)= 35.139, p< .001), and 46% of the variance could be explained. According to
these results, it seems that internalization mediates the effects of expert endorser for ad
credibility (B=1.00 95% CI: [.511, 1.516]) but not for the purchase will (B=-.23 95% CI:
[-0.620, 0.154]). The direct effect of the path for purchase intentions is insignificant in
95% confidence interval for the upper and lower bounds of bootstrap samples crossing
through zero point. While the internalization process failed to mediate expert endorsing
on intentions, ad credibility achieved mediation between expert endorsement and
purchase intentions within a positive significance excluding zero point (B=0.64, 95% CI:
[0.512, 0.773]). Given that the direct effect of expert endorsement on the intentions to
buy was insignificant (B: 0.17, 95% CI: [-0.153, 0.494]), it is obvious that the purchase
will only be available through ad credibility (B: -0.38, 95% CI: [-0.759, -0.116], see Table
3 and Figure 3). This result represents that neither expert endorser nor internalization
is a significant predictor for buying intentions. In that case, it would be proper to assert
that both variables have anything to do with behavioral intentions directly, but indirectly
through advertisement credibility. Nevertheless, as shown in the path diagram, it seems
possible and significant that expert endorsement ad format can reach the behavioral
intentions through internalization and ad credibility which represents the indirect
effect of expertness on buying will (B=0.52, 95% CI: [0.245, 0.901]). Overall, it should
be noted that expert endorsement and internalization are fundamental and powerful
predictors for ad credibility. Although these two independent variables do not directly
effect purchasing behavior, they have considerable power on ad credibility. In particular,
it is clear how critical an internalized advertising message that contributed to the model
(see Table 3). Even so, since the mediation of internalization failed whereas credibility
mediated to purchase intentions, H2 was partially accepted.

Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Say/Issue 1, 1-21 11



Hooking Consumers with Stories Mehmet Safa Gam

Table 3. Mediating Roles of Internalization and Ad Credibility on Purchase Intentions.

Bootstrapping Samples

95% Confidence Interval
Path B SE t-statistic p-value LLCI ULCI
Total Effect (EE — PI) * 0.12 0.76 1.62 0.17 -0.272 0.273
Expert Endorsement — Intern. 0.80 0.02 7.69 0.00 0.752 0.863
Expert Endorsement — Ad Cred. -0.59 |0.21 -2.73 0.00 -1.034 -0.165
Internalization — Ad Credibility 1.00 0.25 3.99 0.00 0.511 1.516
Internalization — PI* -0.23 | 0.19 -1.19 0.23 -0.620 0.154
Ad Credibility — PI 0.64 0.06 9.77 0.00 0.512 0.773
Direct Effect (EE — PI) * 0.17 0.16 1.04 0.30 -0.153 0.494
EE — | — Purchase Intention* -0.18 | 0.24 -0.581 0.366
EE — AC — Purchase Intention -0.38 | 0.16 Indirect effect(s) -0.759 -0.116

of EE on PI:

EE — | — AC — Purchase Intention | 0.52 0.16 0.245 0.901

EE: Expert Endorsement, Intern.: Internalization, Ad Cred.: Ad Credibility, PI: Purchase Intention

" Insignificant effects at zero point in Bootstrap CI intervals.

After proving that being hooked, internalization and ad credibility mediate the effects on
purchase intentions, a series of independent sample t-tests were performed to investigate
H3 that questioned the significant differences between the different levels of mediators
(low versus high) and the ad formats (narrative versus expert endorsement). First of all,
a median split was calculated to categorize subjects as “high versus low” in connection
with their internalization and being hooked scores. After performing the median split,
the values were median= 4.20 for internalization and median= 4.00 for being hooked.
Therefore, the subjects below these values were classified as “low” and those with
higher scores were classified as “high”. Comparisons regarding the means of variables
are shown in Table 4.

Hypothesis 3 predicts significant differences among ad type and mediators classified as
high and low. Specifically, the mean scores of the subjects were expected to be higher
when they were exposed to narrative ads than the scores when exposed to expert
endorser ads in terms of ad credibility and potential buys. Accordingly, a significant
difference is predicted in favor of narrative impact in terms of mediator levels which
means emotionally effected consumers are very likely to trust the ad message and become
closer to purchase. As presented in Table 4, the relative superiority of narrative ads was
significant for both ad credibility and purchase intentions.

Table 4. Group Comparisons of Means

Dependent Ad Format* Being Hooked* Internalization*
Variables  Narrative Expert  df t Low  High df t Low  High df t
Ad 4.00 3.56 250 5.23 3.64 4.28 126 4.75 3.08 3.71 122 3.89
Credibility

Purchase

Intentions 4.23 3.41 250 6.11 | 371 465 126 7.15 | 3.38 3.73 120 2.32

* Significant at p < .01

As obvious in the pairwise comparisons, both ad credibility and purchase intentions were
lower when the endorsement was by an expert type than when it was a story-based ad
(MAdCred= 4.00 vs. 3.56, t = 5.23, p< .01; MPurcInt= 4.23 vs. 3.41, t = 6.11, p< .01). The
following t-tests indicated that the main effects of being hooked over ad credibility and
buying intentions were significant for both high-hooked (M= 4.28, t = 4.75 vs. 4.65, t =
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7.15, p< .01, respectively) and low-hooked (M= 3.64, t = 4.75 vs. 3.71, t = 7.15, p< .01,
respectively) consumers. Likewise, significant differences were found at different levels
of internalization in terms of ad credibility and purchase intention. The scores for ad
credibility in low and high internalization conditions were M= 3.08 vs. 3.71, t = 3.89, p<
.01. Finally, scores for purchase intentions in low and high internalization conditions
were M= 3.38 vs. 3.73, t = 2.32, p<.01. Therefore H3 was supported.

Albeit not formally stated in hypothesis, ad credibility and purchase intentions were
almost significantly equal when they were in high-internalization condition (MAdCred=
3.71, MPurcInt= 3.73, p< .01) and in low-hooked condition (MAdCred= 3.64, MPurcint=
3.71, p< .01). (see Table 4). This result may seem unexpected since the expert views
and the rationality of the level of internalization for the health and cosmetic product
category once again lagged behind emotional processing. This can also be considered as
the passivation of the effectiveness of the expert endorser compared to the emotional
power in narrative ads. Finally, t-test results demonstrate that the story-based and expert
endorser type average scores regarding ad credibility and purchase intentions were
among the lower and higher bounds of being hooked and internalization. Accordingly,
to create maximum impact, it is necessary to develop a rational knowledge-oriented
approach for internalization in expert endorsement type; or emotional influence for
being hooked when the ad was designed in a narrative type.

Results and Discussion

Since all the advertising message promises involve some risks for ad credibility, advertising
professionals have benefited from different techniques to increase consumers’ trust levels
towards the ad message. In the modern marketing approach, although it varies according
to product category and target audience, persuading consumers by arousing emotions
has been one of the most distinctive techniques of all. However, specifically for a product
in the health and cosmetics category, expert endorsing is still an important advertising
approach that is frequently used to make the advertising message convincing and lead
consumers to purchase behavior. This paper investigates and compares narrative ads,
as a strong stimulus of emotions that have a significant superiority in the advertising
literature, and expert endorsement ads, which is still used as a strong sales proposal,
through different processes in the focus of ad credibility and purchase intentions. The
experimentally tested model predicted that narrative ads were more effective on ad
credibility and behavioral intentions through the mediation of being hooked than the
internalization mediation in expert endorsing. The outputs reached in the current study
support these hypothesized asserts. Initially, for a health and cosmetics category product
such as toothpaste, an endorsement by a person perceived to be an expert effected the
desired aims indirectly to a remarkable extent. This is a well known and reasonable
advertising tactic due to the nature of the product category and consumer expectations.
However, an inquiry of how effective this approach is and to what extent it has led to
shifts in key goals, such as ad credibility and willingness to buy, without the need for any
mediators can make a significant contribution to the literature. The way to reach this
support may need to compare expert endorsers with the narrative advertising approach.

What the results tell us is that expert endorser, alone and indirectly, is a significant
predictor of ad credibility, while having a limited impact on the purchase intentions.
However, although the effective power coefficient on ad credibility is quite satisfactory, the
performance of the expert endorser on the subjects, surprisingly, fell behind emotional
interaction in terms of both credibility and willingness to buy. But the main focus was
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that narrative advertisement was able to reach the desired outputs with relatively lower
impact coefficients. It can be assumed that the most critical consideration that lies behind
this outcome is to offer consumers, albeit somewhat, an emotional experience. In other
words, by internalizing a message in the ad consumers can get closer to a brand with a
sense of trust and potential buys can be indirectly created. The fact that expert endorsing
did not have any significant direct impact on purchase intentions could be unexpected
considering the prior studies that have provided significant proofs in this field. One
of the superiorities of narrative ads highlighted in the study was the effect of being-
hooked on buying intentions which did not require any mediators like ad credibility.
However, it should be noted that prior studies compared the endorsement types
whether they were a celebrity or non-celebrity or any person perceived to be an expert.
Because this study examines expert endorsement in the focus of advertising credibility,
expertise was compared to a narrative ad that represents an emotional dimension on
credibility development.

On the other hand, the internalization process seems to be not as effective as emotional
hooking for some reason (eg. argument strength, expert character, etc.). Besides, whereas
being-hooked is a mediator that serves both advertising and sales purposes, it has been
observed that the internalization process has an effective power directly on advertising
credibility. Moreover, while being hooked and narrative ads can be a direct predictor
of purchase intentions, an expert endorsement can achieve these goals by creating an
argument and advertising trust that will lead consumers to internalize the message.
However, the indirect effect of expert endorsers appears to be less satisfactory than
narrative advertising. Apart from that, as empirically indicated, the differential effects
of both mediators may be subject to product type as well as to the target audience.
Given these inferences, the theoretical contribution of the current research in which the
underlying predictors incorporated into the relevant processes through an empirical
investigation stands on the direct comparison of two different credibility-oriented
ad types (narrative versus expert) in ensuring advertising and the sales objectives. To
summarize, even though expert endorser perfectly matches with the product type, it may
not always be effective in results. This is specifically crucial to prove that consumers who
react by their feelings to a story-based stimuli leave the logical plane, and make a decision
with their emotions.

Above all, answering the question of why narrative impact, which have relatively lower
effectiveness led to such a big difference on advertising credibility and buying intentions,
would be the most significant inference of the research. Similar questions can be rised
in terms of expertise. What was the reson behind low mean scores while having a high
coefficient of effect? The motives for these responses may be surprisingly caused by a
suppressive perception towards people who are perceived to be an expert, or more
specifically, towards doctors and related materials (white coat, expert terminology,
clinic room, etc.). Gooden, Smith, Tattersall, and Stockler (2001, p. 221) stated that
the hospital setting can be frightening and threatening, reporting that only a third of
patients prefer doctors to wear a white coat. Moreover, in a study conducted on this issue,
whereas younger patients have a tendency to opt for a doctor without a white coat, an
increase in the preference of a white coat appears as they get older (Anvik, 1990, p. 8).
This kind of worry, which started in early childhood, is called the “white coat syndrome”
(Bischof, 1995; Matsui, Cho, and Rieder, 1998). As the subjects of the current study were
recruited among young undergraduate students, it is likely that similar reactions can be

14 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/\Volume 8, Sayi/Issue 1, 1-21



Mehmet Safa Gam Hooking Consumers with Stories

of any relation with the above considerations. However, analyzing these attitutes towards
experts in future studies may further clarify the subject by linking such an inference to the
current results. The insight we can reach is that if any message from the expert endorser
be internalized, it can really work, but narrativity stands out as a far more convenient and
risk-free advertising approach.

The findings of this paper can provide support for the managerial implications leading a
more comprehensive decision on how to select an ad type for the daily routine health and
cosmetic category product. Although expertise as a source of the message is considered
a top priority for the products in this category, research findings might offer important
cues about product positioning to be made. That is closely connected to decide whether
the advertised product would be perceived as a health or a personal care category or
a symbol of self-confidence and well-being. If the brand prefers to employ an expert
endorser for the advertised product, a message content that creates a health category
perception may work. However; a thrilling story, engaging events and affective characters
to be covered in the ad seem to have the potential to move the brand and product to a
much more desired target.

[t may be quite interesting to think that consumers evaluate the advertised product with
an understanding that will benefit as cosmetic rather than health concerns. Therefore, the
foremost concerns of getting rid of rationally-based dental caries versus looking beautiful
with an emotional impulse seems to be affected more by the story-based emotional
interaction accompanied by an ideal role-model character. Based on these insights, this
study also provides some signals in terms of effecting the way consumers evaluate the
ad and the product. Although the product rationally positions itself within a trustworthy
premise, a sentimental story plot and a charming character can put the health concerns
in the shade of emotional concerns like a good-looking and personal achievement. These
further insights should be examined by a managerial standpoint within the competitive
market environment.

As empirical research, the current study has some limitations in conducting and of its
scope. First, exposing the subjects, gathered unusually in a classroom setting, to an
ad stimulus may have risks causing consumers to view the ads far more reactive than
ordinary circumstances. Moreover, the student sample selected as respondents, although
having a perfect match with the product category, may constitute a disadvantage in
generalizing the results. Also, the results provided from this paper should be evaluated
in a specific perspective for such a low-involvement category in which decision making is
much faster and the level of knowledge of the subjects about the product is neglected. The
present study investigates two advertising types and distinctive potential effects through
a comparison procedure within the scope of ad credibility and purchase intentions.
Forthcoming studies can question further issues within different and high involvement
product categories. For instance, it is more likely that the results would be dissimilar if
selected product from a higher-priced category like an automobile or an airline travel.
In a high-involvement category in which consumers need to think a lot more before
purchasing, the responses of a certain subject group other than the student sample
might offer different insights about the potential effects of narrative ads over other
advertising approaches.

Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Say/Issue 1, 1-21 15



Hooking Consumers with Stories Mehmet Safa Gam

Ethics Committee Approval
Within the framework of the verdict taken in the session by Aksaray Universitesi

Rektorliigii, insan Arastirmalar1 Etik Kurulu dated 31/08/2020, the present study does
not embrace ethical issues.

References

Aaker, D. A, Stayman, D. M., & Hagerty, M. R. (1986). Warmth in advertising:
Measurement, impact, and sequence effects. Journal of Consumer Research, 12,
365-381.

Anvik, T. (1990). Doctors in a white coat-what do patients think and what do doctors
do? 3739 patients, 137 general practitioners, and 150 staff members Give their
answers. Scandinavian Journal of Primary Health Care, 8(2), 91-94. https://doi.
org/10.3109/02813439008994937

Aristoteles. (2013). Retorik. (M. Dogan, Ed.). istanbul: Yap1 Kredi Yayinlart.
Bischof, R. 0. (1995). White coats in the care of children. The Lancet, 345, 777-778.

Biswas, D., Biswas, A., & Das, N. (2006). The differential effects of celebrity and expert
endorsements on consumer risk perceptions: The role of consumer knowledge,
perceived congruency, and product technology orientation. Journal of Advertising,
35(2),17-31. https://doi.org/10.1080/00913367.2006.10639231

Boller, G. W. (1988). Narrative advertisements: stories about consumption experiences and
their effects on meanings about products. Pennsylvania State University.

Chang, C. (2009). Being hooked by editorial content: the implications for processing
narrative advertising. Journal of Advertising, 38(1), 21-34.

Cotte, ]., Coulter, R. A., & Moore, M. (2005). Enhancing or disrupting guilt: The role of ad

credibility and perceived manipulative intent. Journal of Business Research, 58(3),
361-368. https://doi.org/10.1016/S0148-2963(03)00102-4

Deighton, ]., Romer, D., & McQueen, J. (1989). Using drama to persuade. Journal of
Consumer Research, 16(3), 335-343.

Dodds, W. B,, Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store
information on buyers’ product evaluations. Journal of Marketing Research, 28(3),
307. https://doi.org/10.2307 /3172866

Erdogan, B. Z. (1999). Celebrity endorsement: A literature review. Journal of Marketing
Management, 15(4), 291-314. https://doi.org/10.1362/026725799784870379

Escalas, J. E. (2004). Imagine yourself in the product: mental simulation, narrative
transportation, and persuasion. Journal of Advertising, 33(2), 37-48.

Escalas, J. E., Moore, M. C., & Britton, J. E. (2004). Fishing for feelings? Hooking viewers
helps! Journal of Consumer Psychology, 14(1/2), 105-114.

Escalas, Jennifer Edson. (1998). Advertising narratives: What are they and how do they
work? In B. Stern (Ed.), Representing Consumers: Voices, Views, and Visions (pp.
267-289). New York: Routledge & Kegan Paul.

16 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/\Volume 8, Sayi/Issue 1, 1-21



Mehmet Safa Gam Hooking Consumers with Stories

Goldsmith, R. E,, Lafferty, B. A., & Newell, S.]. (2000). The impact of corporate credibility
and celebrity credibility on consumer reaction to advertisements and brands.
Journal of Advertising, 29(3), 43-54. https://doi.org/10.1080/00913367.2000.10
673616

Gooden, B. R,, Smith, M. ]., Tattersall, S. ]. N., & Stockler, M. R. (2001). Hospitalised
patients’ views on doctors and white coats. Medical Journal of Australia, 175(4),
219-222. https://doi.org/10.5694/j.1326-5377.2001.tb143103.x

Green, M. C. ., Brock, T, & Kaufman, G. F. (2004). Understanding media enjoyment: the
role of transportation into narrative worlds. Communication Theory, 14, 311-327.

Green, M. C., & Brock, T. C. (2000). The role of transportation in the persuasiveness of
public narratives. Journal of Personality and Social Psychology, 79(5), 701-721.

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process
analysis: a regression-based approach. New York: Giilford Press.

Hayes, A. F. (2018). Partial, conditional, and moderated moderated mediation:
Quantification, inference, and interpretation. Communication Monographs, 85(1),
4-40. https://doi.org/10.1080/03637751.2017.1352100

Hayes, A. F, Montoya, A. K., & Rockwood, N. J. (2017). The analysis of mechanisms and
their contingencies: PROCESS versus structural equation modeling. Australasian
Marketing Journal, 25(1), 76-81. https://doi.org/10.1016/j.ausm;j.2017.02.001

Hellier, P. K., Geursen, G. M., Rodney, A. C.,, & John, A. R. (2003). Customer repurchase
intention: A general structural equation model. European Journal of Marketing,
37(11), 1762-1800. https://doi.org/10.1016/j.chb.2012.12.007

Hovland, C. L., Janis, L. I., & Kelley, H. H. (1953). Communication and persuasion. New
Haven, CI: Yale University Press.

Johnson, D. R. (2012). Transportation into a story increases empathy, prosocial behavior,
and perceptual bias toward fearful expressions. Personality and Individual
Differences, 52(2), 150-155.

Kapitan, S., & Silvera, D. H. (2016). From digital media influencers to celebrity endorsers :
attributions drive endorser effectiveness. Marketing Letters, 27(3), 553-567.

Kelman, H. C. (1961). Processes of opinion change. Public Opinion Quarterly, 25(1), 57-
78.

Kim, E., Ratneshwar; S., & Thorson, E. (2017). Why narrative ads work: An integrated
process explanation. Journal of Advertising, 46(2), 283-296.

Kim, H. S., & Damhorst, M. L. (1999). Environmental attitude and commitment in relation
to ad message credibility. Journal of Fashion Marketing and Management, 3(1),
18-30.

Kirtiloglu, T, & Yavuz, U. S. (2006). An assessment of oral self-care in the student
population of a Turkish university. Public Health, 120(10), 953-957. https://doi.
org/10.1016/j.puhe.2006.05.006

Klages, U., Bruckner; A., & Zentner, A. (2004). Dental aesthetics, self-awareness, and oral
health-related quality of life in young adults. European Journal of Orthodontics,
26(5),507-514. https://doi.org/10.1093/ejo/26.5.507

Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Say/Issue 1, 1-21 17



Hooking Consumers with Stories Mehmet Safa Gam

Lafferty, B. A., & Goldsmith, R. E. (1999). Corporate credibility’s role in consumers’
attitudes and purchase intentions when a high versus a low credibility endorser
is used in the Ad. Journal of Business Research, 44(2), 109-116. https://doi.
org/10.1016/S0148-2963(98)00002-2

Lafferty, B. A., Goldsmith, R. E., & Flynn, L. R. (2005). Are innovators influenced by
endorser expertise in an advertisement when evaluating a high technology
product? Journal of Marketing Theory and Practice, 13(3), 32-48. https://doi.org/
10.1080/10696679.2005.11658548

Lafferty, B. A., Goldsmith, R. E., & Newell, S.]. (2002). The dual credibility model: The
influence of corporate and endorser credibility on attitudes and purchase
intentions. Journal of Marketing Theory and Practice, 10(3), 1-11. https://doi.org/
10.1080/10696679.2002.11501916

Lin, C. H,, & Chen, M. Y. (2015). “Being” hooked by a brand story: A view of regulatory
focus. European Journal of Marketing, 49(5-6), 692-712. https://doi.
org/10.1108/EJM-07-2013-0381

MacKenzie, S. B., & Lutz, R.]. (1989). An empirical examination of the structural
antecedents of attitude toward the ad in an advertising pretesting context. Journal
of Marketing, 53(2), 48-65.

Madduy, J. E., & Rogers, R. W. (1980). Effects of source expertness, physical
attractiveness, and supporting arguments on persuasion: A case of brains over
beauty. Journal of Personality and Social Psychology, 39(2), 235.

Matsui, D., Cho, M., & Rieder, M. ]. (1998). Physicians’ attire as perceived by young
children and their parents: The myth of the white coat syndrome. Pediatric
Emergency Care. https://doi.org/10.1097/00006565-199806000-00006

Meyer, M. (2009). Retorik. (1. Yerguz, Ed.). Ankara: Dost Kitabevi Yayinlaru.

Mulken, M. Van, & Hornik, J. (2011). The influence of scientese on ad credibility and
ad liking. A cross-cultural investigation of ads for beauty products. Information
Design Journal, 19(2), 92-102.

Padgett, D. and D. A, & Allen, D. (1997). Communicating experiences: A narrative
approach to creating service brand 1mage. Journal of Advertising, 4(26), 49-62.
https://doi.org/10.1080/00913367.1997.10673535

Phillips, B. ]., & McQuarrie, E. F. (2010). Narrative and persuasion in fashion advertising.
Journal of Consumer Research, 37(3), 368-392.

Purkey, K. (2003). Standards for physicians’ expert endorsements in advertisements are
the current standards adequate to protectconsumers. Journal of Legal Medicine,
24(3), 379-394. https://doi.org/10.1080/713832192

Sutherland, J. C. (1982). The effect of humor on advertising credibility and recall. Florida.

Taylor, S. E., & Schneider, S. K. (1989). Coping and the simulation of events. Social
Cognition, 7(2), 174-194.

Varenne, B., Petersen, P. E., & Ouattara, S. (2006). Oral health behaviour of children
and adults in urban and rural areas of Burkina Faso, Africa. International Dental
Journal, 56(2), 61-70. https://doi.org/10.1111/j.1875-595X.2006.tb00075.x

18 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/\Volume 8, Sayi/Issue 1, 1-21



Mehmet Safa Gam Hooking Consumers with Stories

Wang, A. (2005). The effects of expert and consumer endorsements on audience
response. Journal of Advertising Research, 45(4), 402-412. https://doi.
org/10.1017/S0021849905050452

Wang, J., & Calder, B.]. (2006). Media transportation and advertising. Journal of Consumer
Research, 33(2), 151-162.

Yoo, C., & Maclnnis, D. (2005). The brand attitude formation process of emotional and
informational ads. Journal of Business Research, 58(10), 1397-1406.

Zhao, X,, Lynch, |. G., & Chen, Q. (2010). Reconsidering baron and kenny: Myths and
truths about mediation analysis. Journal of Consumer Research, 37(2), 197-206.
https://doi.org/10.1086/651257

Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Say/Issue 1, 1-21 19



Hooking Consumers with Stories Mehmet Safa Gam

Tuketicileri Hikayq!erle Kancalamak: Reklam Giivenilirligi ve
Satin Alma Niyeti Uzerine Seri Araci Degigken Analizleri

Mehmet Safa Gam (Asst. Prof. Dr.)

Genigletismis Ozet

Hikayeler yasamin icinde dogan anlatilardir. Insanlar baslarindan geceni, arkadaslarindan
dinlediklerini ne kadar siradan olursa olsun hikayelestirme yoluna giderler. Bu durum,
insanoglunun dogustan gelen bir yatkinligidir. Dolayisiyla hikaye anlatmak anlamanin,
deger katmanin ve baskalariyla iletisim kurmanin dogal bir aracidir. Hikayaler, hayatin her
aninda oldugu gibi tiiketim davranislarini sergiledigimiz pazar ortaminda da markalarla
iliskilerimizin olduk¢a 6nemli bir belirleyicisidir. Pazarlama iletisimi alaninda yapilan
bir ¢cok calismada, marka hikayelerinin ve oykileyici reklamlarin tiiketicilerde olumlu
bilissel ve duygusal tepkileri uyardig: ifade edilmektedir. Bu bakimdan, hikaye anlaticiligi
merkezinde insa edilen pazarlama iletisimi ¢abalarinin ¢ok daha ikna edici bir 6zellik
kazandig1 ve satinalma davranisini tesvik ettigi sdylenebilir.

Pek ¢ok arastirmaci, dykiileyici reklamlarin yaygin etkilerini olumlu reklam tutumlar:
(Deighton vd., 1989), iriin degerlendirmeleri (Lin ve Chen, 2015), markaya iliskin
olumsuz elestirilerin 6nlenmesi (Green ve Brock, 2000), satin alma davranislarinin
tesvik edilmesi (Johnson, 2012) ve reklam giiveni (Kim vd. 2017) gibi sonuglarla
iliskilendirmistir. Tiiketiciler Uriin 6zelliklerine vurgu yapan argiiman reklamlarini,
genellikle bilissel agidan islemeye ve karsit argiimanlar gelistirmeye egilimlidirler
(Deighton vd. 1989, s. 348). Durum bdyleken, oykiileyici reklamlar ikna giiciind,
tiiketiciyi “kancalayan” mesaj yapisindaki duygusal hikaye bilesenlerinden almaktadir
(Escalas vd., 2004). Boylece, hikaye diinyasina tasinan tiiketiciler Oylesine olaylara
kapilir ki, reklamda anlatilanlara glivenir ve onlar1 elestirmekten vazgecer (Green and
Brock, 2000, s. 703). Boylesi bir degerlendirme siireci ise tiiketicileri tiim 6nyargilardan
uzaklastirarak reklama ve markaya giiven duygusuyla yaklasmaya tesvik eder (Kim vd.,
2017, s. 286). Tiiketicilerin hikaye karakterleriyle empati kurmasini saglayan dykiileyici
reklamlar, ortaya c¢ikan sicak duygularin da markaya ve reklama yoénlendirilmesini
olanakli hale getirmektedir (Aaker vd. 1986, s. 366). Bu bakimdan empati duygusu,
tiiketicilerin oykiileyici reklamlar1 degerlendirirken sergiledigi tepkilerin basinda gelir
(Chang, 2009, s. 24). Boylece reklam oykiiselligi, mesajin degerlendirilmesi stirecinde
somut ve duygusal sonuclarin ortaya ¢ikmasini uyaran hikayeleri aktarmis olur. Bu siirec,
ozellikle Uriin ve marka deneyiminden elde edilecek ¢iktilar1 tatminkar bir seviyeye
ylkselten duygusal deneyimlerin elde edilmesini miimkiin kilar. Escalas ve arkadaslari
(2004), tiiketicilerin reklama yonelik duygusal yogunluklarin1 “kancalanma” kavramiyla
aciklar. Ttiketiciler dykiileyici bir reklama maruz kalmalari neticesinde hikayede yasanan
olaylar, tanidik bir mekan ya da karakterlere yonelik duygular tarafindan kancalanarak
reklamin diinyasina cekilirler (Escalas vd., 2004, s. 108) ve bu siire¢ onlarda reklama
yonelik olumlu tutumlarin pekismesine neden olur.

Hikayelerin reklama yonelik giiven duygusunun gelistirilmesi Ulzerinde 6nemli bir
etkisi olmasina ragmen, markalarin bir inlii ya da uzman kisi tarafindan temsil edildigi
durumlarda da reklam giivenilirliginin tesis edildigi bilinmektedir. Kaynak Giivenilirligi
Modeli'nde (Hovland vd., 1953) ifade edildigi haliyle, mesaji aktaran kisiye atfedilen
uzmanlik niteligi ve giivenilirlik algis1 mesajin etkisini artiran bilesenler arasindadir.
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Bu baglamda, giiven duygusu kaynagin gercekligi, diiriistliigli ya da inandiriciligindan
etkilenirken; uzmanlik algis1 mesleki birikim, deneyimler ve yeteneklerden kaynaklanir
(Erdogan, 1999, s. 298). Dolayisiyla tiiketiciler, degerleri ve Kkisisel inang¢lariyla ilgili
bir etkiyi kabul ettikleri bu algisal siirecte karsilastiklar1 uzman kaynag icsellestirerek
ona given duyabilirler (Kelman, 1961). Bu dogrultuda, igsellestirme tiiketicilerin
glvenilebilecek bir kaynaktan c¢ikan enformasyondan etkilenerek bir takim inang,
diisiince, tutum ve davranislarin degisime ugrayacag bir siire¢ olarak degerlendirilir
(Erdogan, 1999). Kisacasi, reklam mesaj1 bir uzman destekgi araciligi ile ulastirilmissa,
tiiketicilerin sorunlarini ¢ézecegine inandiklar: tirtine yonelik tutum gelisimi ¢ok daha
hizli bir sekilde gerceklesmektedir (Biswas et al, 2006, s. 19). Ancak, iriine ya da
markaya yonelik gelisen gliven duygusu reklamda kullanilan uzman kaynaga baglh oldugu
kadar, reklami izleyen tiiketicilerin mesaji i¢sellestirebilemesine de baghdir. Dolayisiyla
icsellestirme stireci, tiiketicilerin sorunun ¢éztimiine iliskin edindikleri bilgilerden siiphe
duymayacak 6l¢lide tatmin olmalarini saglar.

Bu calismada, oykiileyici reklam ve uzman destegi yaklasimlarinin reklam gtivenilirligi
ve davranigsal niyetler tzerindeki etkileri, kancalanma ve ig¢sellestirme stireglerinin
araciligiyla analiz edilmektedir. Arastirma hipotezleri Hayes (2013) tarafindan
gelistirilen PROCESS adli bir makro yazilim ile test edilmistir. Calismaya katilan 252
kisilik bir denek grubu reklam yaklasimlarindan birine maruz birakilmis ve ilgili soru
formlarini doldurmuslardir.

Hipotez testleri sonucunda, oykiileyici reklamlarin reklam giivenirligi ve davranissal
niyetler lzerinde dogrudan etkili oldugu gorilmekle birlikte, kancalanma ve duygusal
sureclerin satinalma davranis1 lizerinde aracilik etkisine sahip oldugu anlasilmistir.
Diger taraftan, reklamda uzman destegi kullanmanin ve icsellestirme siireclerinin
reklam gilivenirligi lizerinde dogrudan etkileri saptanmasina ragmen, satinalma
davranisint dogrudan ve dolayli olarak etkilemedigi sonucuna ulasilmistir. Ayrica,
farkli kancalanma ve ig¢sellestirme skorlarinin da reklam giiveni ve satinalma niyetleri
lizerinde farklilastigi bulgusuna ulasilmistir. Ozetlemek gerekirse, uzman destekgi iiriin
kategorisiyle miilkemmel bir sekilde eslesse de, tiiketici tutum ve davranislari tizerinde
her zaman arzulanan sonuglar ortaya ¢ikmayabilir. Bu durum, tiiketicilerin hikaye temelli
bir uyariciya bilissel diizeyde tepki vermek yerine duygulariyla bir karar verdiklerini
kanitlamak a¢isindan 6nemli gortilmektedir.

Anahtar Kelimeler: Oykiileyici Reklam, Uzman Destegi, Kancalanma, i¢sellestirme,
Gtivenilirlik.
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