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Abstract

Advertising is one way for a business to reach more buyers. Utilizing stories in advertisements as an effective
marketing communication tool for engaging audience emotions and building a strong relationship between brands
and consumers. Through narrative online advertising, it can reach wider consumers, lower advertising costs, and
target specific consumers. The purpose of this study is to empirically examine the effect of humorous narrative
online advertising on attitudes to advertising and the moderating role of advertising involvement in the relationship
between the two. Using quantitative method, data collected through a survey of 170 students were analyzed by
MRA (moderation regression analysis) with SPSS. This study found that advertising vividness, advertising
entertainment, advertising self-referencing, and advertising interactivity affected attitudes to advertising. And
advertising involvement weakens the relationship between advertising vividness, self-referencing ad, interactive ad
to attitude to advertising, except for entertaining ad. The limitations and implications based on the findings to
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demonstrate the importance of humorous narrative online advertising in encouraging advertising involvement and
attitude to advertising are also discussed in this study.
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1. INTRODUCTION

Advertising is a way for marketers to communicate brands of consumers. Advertising can take the form of
argument or narrative (Boller & Olson, 1991). Argumentative advertisements tend to present fact-based
information on logical arguments and lectures (Lien & Chen, 2013). Narrative advertising tells a story about
product consumption or experiences or consequences of using the product, and creates persuasion by
attracting consumers' affective and emotional responses (Phillips & McQuarrie, 2010). Narrative
advertising has unique capabilities and important characteristics in helping advertisers to better enhance
ad content. Narrative ads can use drama and storytelling (Deighton et al., 1989), humour (Gulas et al.,
2010), and editorial narrative (Chang, 2009). Narrative ads using humour are starting to be popular with
advertisers and are included in the top 10 most popular advertising categories according to Google
Indonesia's version (Abidin, 2015). Approximately one in five television commercials contains a humorous
appeal (Beard, 2005). Humour can generate attention, increase liking for the source of the message and
influence attitudes to advertising with the aim of evoking an emotional response to the audience in terms of
laughter. Advertisements that contain story forms into the visual layer are more evaluated and
remembered by viewers. Therefore, the best degree of concordance between the verbal and image levels
are the best (Ching et al., 2013). Ads that display visual, text, and audio simultaneously will attract more
attention. Visual ads that are displayed in the form of videos reach a lot of people and encourage people to
engage in interacting with brands (Trimble 2015). When narrative advertising is featured in the internet
medium, its unique capabilities and important characteristics are seen more clearly. Although Internet-
based narrative advertising also shares features in traditional media advertising such as television (Gulas
et al., 2010) and magazines (Norris & Colman, 1992). Research on narrative effectiveness shows that its
use has a positive effect on the chosen communication as well as behavioural effects such as advertising
awareness, perceived quality, attitude towards advertising, shopping intentions, involvement in advertising
content (Mattila, 2000; Polyorat et al., 2007).

Story reactions are described as narrative transportation theory, which has been proposed as a basic
mechanism in promoting narrative-based persuasion (Escalas 2004). Transportation is conceptualized as
the experience of viewers and/or readers getting lost in context or immersion in the story plot (Escalas
2007). So, when a person is at an adequate cognitive level, it can increase the effect of transportation to

narrative advertising, which then causes a favourable reaction to forming attitudes (Ching et al., 2013).
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Although recently the interest in narrative persuasion has increased, empirical research on narrative
advertising through transportation is still limited (Ching et al., 2013). Several studies have tested the
positive effect of online-based narrative advertising persuasion on consumer behaviour (Sheri & Traoudas
2017; Grigsby & Mellema 2020; Santos et al., 2021). Advertising involvement is an important component
of persuasion and the best predictor of advertising effectiveness (Ziliak 2011). Online-based narrative
advertising has an important role in engaging consumers (Mooradian et al., 2008). However, the role of
consumer involvement in narrative advertising in online media is rarely investigated (Brajnik & Gabrielli
2010). A study conducted by Ching et al., (2013) on online-based narrative advertising using drama or
storytelling, found that advertising involvement has not been able to moderate the relationship between
online-based narrative advertising and product attitudes, except for interactivity advertising. The previous
contradictory opinion creates a gap between the effectiveness of online-based narrative advertising in
shaping advertising involvement and attitudes towards advertising, so this research needs to be done.

Based on the previous explanation, the study of the effects of humorous narrative advertising on online
media can be expanded on at least two events. First, previous research has not tested the effectiveness of
narrative advertising elements in the form of humour in online media, which can increase their positive
influence with attitudes to advertising. Second, the potential role of advertising involvement as a
moderating relationship of humorous narrative advertising on online media in forming positive attitudes to

advertising are expected to benefit from theoretical development and empirical testing.

2. LITERATURE REVIEW

2.1. Narrative Advertising and Transportation Theory

Narrative advertising is defined as consumer stories and brand stories linked together (Hirschman, 2010).
Narrative advertising will be interesting if it involves consumers in the story and contributes to the
perceived value of the brand (Kim et al., 2016). These narrative ads not only aim to form strong emotions
with consumers, but also influence the way consumers process advertisements. The narrative advertising
process focuses on a person's subconscious and the ad processing is more unconscious and less
demanding so that it can reduce consumers' critical and cognitive thinking (Dessart, 2018). This concept
according to Escalas, (2007) is referred to as narrative transportation, where consumers relate stories
unconsciously and relate them to experiences that consumers have experienced. This experience involves
consumers' responses from their journey with the brand (Severesia et al., 2022) and will form positive
feelings towards the brand.

Narrative transportation not only touches consumers emotionally but involves and activates deeper

narrative processing so that it has a positive effect on brands (Dessart, 2018). According to Green &
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Brock, (2000), increased transportation occurs when viewers have cognitive attention to ongoing events,
have emotional involvement in story characters, and tend to build mental images. There are three domains
that are often shown in narrative advertising research in improving transportation, namely experience,
mental imagery, and mental simulation.

2.2. Humorous Advertising

Escalas & Stern, (2003) argue that humour as a human activity and social interaction. When someone is
exposed to humour, humour too tends to involve behaviour, and we tend to laugh because we as
individuals find it funny. Humour as one of the most commonly used emotional strategies in advertising
(Alden et al., 2000). Although humour is considered a powerful messaging strategy to use, there are
certain risks that must be considered when applying it to advertising, as the effects of humour can vary
depending on the demographics of the targeted audience such as gender, culture and age (Madden et al.,
1988). Eisend, (2009) stated that the application of a well-integrated humour message with the right
product category and accurate audience can lead to positive feelings towards the brand and has been
shown to have a positive effect and increase attention. There is a relationship between humorous
advertising and brand perception as well as a relationship between attitudes to advertising to brands (Rhie,
2014).

2.3. Narrative Online Advertising and Attitudes to Advertising

Online-based narrative advertising has technological capabilities that have unique features (Jiang &
Benbasat, 2007) including consumer interactivity with advertising exposure as well as entertainment
(Childers et al., 2001). This uniqueness is the difference between online advertising and traditional
advertising. The use of online media in advertising offers viewers freedom of experience to watch the
advertisements they want to see, freedom in viewing time, and freedom in modifying stories by viewers
(Zeff & Aronson, 2009). Online advertising can create a positive mood through auditory and visual
stimulation (Batat & Wohifeil, 2009). Unfortunately, the impact on the effectiveness of the unique
capabilities and characteristics of online-based narrative advertising is still limited (Ha, 2008).

The perceived clarity of advertising is one of the most important advertising attributes in creating consumer
emotional responses (Mooradian et al., 2008). Vividness is the way the environment presents information
to the senses including the depth and number of senses involved, proximity and quality of the human
senses (Steuer 1992). Vividness involves image clarity and increasing consumer understanding of the
brand, increasing the belief that the virtual experience matches their shopping behaviour and increasing
shopping enjoyment (Jiang & Benbasat, 2007). A narrative online advertising that is vividness and relevant
to consumers offers better elaboration, enhances the realistic experience, facilitates mental simulation and
mental imagery (Escalas, 2004) and further promotes transportation and enhances persuasion (Petrova &

Cialdini, 2005). The vividness of an advertisement can impress a more lasting attitude to viewers,
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especially on a website, than one what is less vividness (Coyle & Thorson, 2001). Thus, advertising clarity
(the way the ad touches the senses) positively influences consumer attitudes to narrative advertising.

Most people use the internet to seek pleasure, entertainment, and relaxation (Childers et al., 2001). When
the spectacle can entertain viewers, they enjoy all the nuances of the experience or appreciate the
spectacle (Mathwick et al., 2001). From these experiences produce enjoyments and pleasure, emotional,
high arousal and involvement, perceived freedom, and product consumption (Ching et al., 2013). If it is
related to transportation theory, when consumers process messages in highly entertaining narrative
advertisements, they are more easily carried away by entertainment that attracts their attentions, attracts
emotions, and evokes images (Batat & Wohlfeil, 2009). Entertaining narrative ads is able to lure
consumers to watch it as a fun activity. Once they are captivated by entertaining story advertisements it
will generate affective involvement, a sense of fun, cool and fast time flow (Wang & Calder, 2006),
facilitating the processing of consumer transportation in the story to generate favourable attitudes to
online-based narrative advertising.

When viewing advertisements, consumers tend to attribute the advertised brand value to their experiences
or themselves. They will think that the scene of the advertisement is in accordance with their own actual
behaviour, even they are able to create an episode where they become the main character in the
advertisement seen (Fiske, 1993). Self-reference is a cognitive ability processing strategy that links
messages with self-construction (Burnkrant & Unnava, 1995). Self-references can be in the form of
advertisements that can build a self-focused story (Escalas, 2004; Keng et al., 2011). Individuals who have
high self-reference are more positive about advertising and brands ultimately have a better impact on
purchase intention than individuals with low self-reference. Moreover, if the story in the advertisement
contains important events, it may be more successful in forming a positive attitude towards the object or
advertisement. Self-reference can create mental simulations that can build self-image and represent
events that occur to advertisements and ultimately lead to positive affective responses.

Individuals who are influenced by certain stimuli or influence means that he does an interactivity
(Florenthal & Shoham, 2010). When associated with online applications, interactivity requires direct two-
way communication between users and online applications (Gurau, 2008). High interactivity on online
shopping websites can increase patronage, which has an impact on high involvement, which further
increases website loyalty (Campbell & Wright, 2008). High interactivity helps consumers to simulate
product advantages or consumption benefits (Schlosser, 2003). In online advertising, interactivity allows
consumers to control what and how much they want to see via links or control buttons in the app view by
responding to events in ads comments. In addition, highly interactive narrative advertising can help

consumers generate mental images of themselves as the main characters of advertising stories, making
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mental simulations easier and ensuring transportation effects (Ching et al., 2013). So, high interactivity
can positively influence consumer attitudes to advertising.

2.4. Role of Advertising Involvement as Moderation

According to Celuch & Slama, (1998), advertising involvement consists of affective (e.g., advertising
intimacy) and cognitive (e.g., informative) dimensions. In the context of advertising, advertising
involvement is a person's intrinsic motivation to cognitively process the content of the advertised message
(Laczniak & Muehling, 1993). Highly engaged consumers often exhibit higher cognition and more
information processing activity than those with low involvement (Petty et al., 1983). This means consumers
with high involvement tend to be wary of claiming messages in advertisements. They will first test the
claims and persist in their own endeavours, particularly with regard to personal factors such as value,
personal relevance, and belief. Thus, advertising involvement reflects one's desire and motivation to
achieve results and is considered a moderator.

Narrative transportation theory suggests that highly engaged consumers will be motivated to mentally
simulate the advertised brand scenario whether it is relevant and useful to them (Wang & Calder, 2006).
Mental simulation here is in the form of facilitating the transportation process (Green & Brock, 2000),
reflecting the level of involvement in the consumer experience or addiction (Escalas, 2004). So, in
sufficient cognitive capacity, consumers that are highly engaged with advertising content are more likely to
experience a transport process that ultimately impacts on favourable brand attitudes (Chang, 2009);
(Ching et al., 2013).

Vividness narrative advertising appeals to consumers' senses (Steuer, 1992) and offers a wealth of detail
and clues that consumers can use to interpret and explain advertising content. Consumers who are highly
engaged with advertising content will search for and focus on the details and hints of advertising content to
process it cognitively (Keng et al., 2011). Highly engaged consumers show more enjoyment of vivid stories
(affective) and more easily process story content (cognitive) and then experience transportation. So,
advertising involvement is able to improve the transportation process that is triggered by clear online
advertising to form a positive attitude to advertising.

Viewers are more likely to feel pleasure, relax and express emotions if the advertisement they see is very
entertaining. Entertaining advertisements is able to make viewers happy and immerse themselves in the
story (Wang & Calder, 2006). This means that someone that engages with advertising will usually enjoy
and be pleased with the highly entertaining features of advertising. These entertaining features of
advertising can immerse the viewer in the world of the story. When the viewer engages affectively and

cognitively, it facilitates narrative transport and is able to moderate the relationship between narrative

advertising and attitudes to advertising.
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Previous studies found that someone that is more engaged with message contents are often associated
with self-reference, personal goals and brand consumption. Self-reference occurs when associations are
strong (Petty et al., 1983), and when combined with high cognitive processing it further strengthens
consumers' feelings of self-reference which further facilitates mental simulation of product consumption
and creates narrative transport (Escalas et al., 2004). Thus, a person that is increasingly engaged with
narrative ads content can amplify the effect of self-referencing on transports, and this narrative transport
impact induces a positive attitude to advertising content.

The proposed model identifies the elements of narrative online advertising, the moderating role of
advertising involvement and the interrelationships that lead to positive attitudes towards advertising. Four
hypotheses were developed to test each element of narrative online advertising including vividness,
entertainment, self-referencing, and interactivity to advertising attitudes. The fifth hypothesis examines the
moderating role of advertising involvement on the relationship between the two.

H,: Advertising vividness affects the attitude to humorous narrative online advertising.

H,: Entertaining ads affects the attitude to humorous narrative online advertising.

Hs: Self-referencing ads has an effect on the attitude to humorous narrative online advertising.

H,: Interactive ads affects the attitude to humorous online narrative advertising.

Hsa: Advertising involvement moderates the relationship between advertising vividness and attitudes to
humorous narrative online advertising.

Hsb: Advertising involvement moderates the relationship between entertaining ads and attitude to
humorous narrative online advertising.

Hsc: Advertising involvement moderates the relationship between self-referencing ads and attitude to
humorous narrative online advertising.

Hsd: Advertising involvement moderates the relationship between interactive ads and attitude to humorous

narrative online advertising.

3. RESEARCH METHODS

This study uses a quantitative design with a conclusive research type that aims to obtain evidence of the
relationship between variables (Sekaran & Bougie, 2016). Descriptive research is used to describe
characteristics or phenomena, which are then used to ascertain the relationship between variables.
Research variables include narrative online advertising (independent variables) such as vividness,
entertainment, self-referencing, interactivity. The dependent variable in this study is attitude to advertising
and advertising innovation as moderating variable. The narrative ads used is a narrative kind that contains
elements of humour. Mukherjee & Dube (2012) show that ads that generate high (compared to moderate)
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fear tension are more effective when humour is incorporated into the ad, resulting in a variety of affective
experiences. Thus, mixed emotion effects may be more certain when combined with purpose. For the
measurement of the advertising vividness variable, it was adopted from Ko et al., (2005), Ching et al.,
(2013). The entertaining ad variable was adopted from Ching et al., (2013) The self-referencing advertising
variable was adopted from Lien & Chen, (2013), Ching et al., (2013). Interactive ad variable was adopted
from Ching et al., (2013), Lien & Chen, (2013). Attitude to advertising was adopted from Alden et al.,
(2000), and the advertising involvement variable measurement from (Lee, 2000; Ching et al., 2013).

A total of 170 students were used as research respondents and selected non-randomly with purposive
sampling technique. Consideration of the minimum number of samples used is 10 times the total number
of variable arrows (Hair et al., 2013) where in this study there were 8 variable arrows. Before they filled out
the questionnaire, they were asked to first select several products or services that they plan to consume in
the near future. Then they are directed to see ad impressions based on the product or service that will be
consumed. Some of the product advertisements and service advertisements that are displayed are already
well known in the Indonesian market. The use of several advertisements for products and services that are
already well-known so that respondents that already have experience and feelings with the two brands are
easier to give an assessment. A pilot study is planned to find out whether advertising has fulfilled the
elements of narrative online advertising such as vividness, entertainment, self-referencing, and
interactivity. Collaborate with advertising experts to review research instruments and provide
recommendations. Data were collected by distributing questionnaires to respondent and analysed using
moderation regression analysis.

The instrument tests for validity and reliability were carried out before distributing the questionnaire. From
the results of the validity test, it is known that all statement items in the research questionnaire have a
corrected item-total correlation value or r count > r table (0.3) (Kaplan & Saccuzzo, 2012). Meanwhile, from
the reliability test results, it is known that the Cronbach alpha value is above 0.70 (Viladrich et al., 2017). It
was concluded that all statement items in the research instrument were valid and reliable so that they
could be used as a measure of the influence of narrative online advertising, advertising involvement, and
attitude to advertising. A Likert scales with answers ranging from strongly disagreeing, to represent a scale
of 1 to strongly agree representing a scale of 7, was used to evaluate students' attitudes to advertising that

contain humour to test the research hypothesis.

4. RESULTS
This study uses the demographic characteristics and behaviour of internet use by respondents. Where

demographic characteristics consist of diversity of age, gender, education, and occupation. Based on the
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research results, it is known that the majority of the samples spend more than 8 hours/day (43.53%) on the
internet. The length of time using the internet shows that the respondents are people who like and are
familiar with the internet. They understand how to apply the internet, use the internet to help find brand
information and entertainment for them. Interestingly, the proportion of female respondents (53.53%) is
higher than that of men (46.47%). Most of the respondents are 17-21 years old (71.18%). Although
respondents aged 17-21 years dominate, they are currently pursuing higher education so that they are
expected to have sufficient skills and knowledge to ensure the quality of the information captured through
displaying humorous narrative advertisements on online media. The display of demographic

characteristics and internet usage behaviour is shown in table 1.

c
o
TABLE 1. DEMOGRAPHIC CHARACTERISTICS AND BEHAVIOR OF INTERNET USERS E o
O
Category n % of total % —
17-21 years 121 71,18 c 2
27-31 years 17 10 g €
Age 27-31 years 10 5,88 = %
32-35 years 6 3,53 % Q
>35 years 16 9,41 o
ﬂ-
Total 170 100 S o
Gender Female 91 53,53 g >
Male 79 46,47 T 9
Total 170 100 X
Senior High Schol W
College Undergraduate 134 78,82 & &
Education ge Lnderg 21 12,35 o E
College Graduate and c 35
b 15 8,83 ‘s O
ove 5 >
Total 170 100 m
>8 jam/hari 74 43,53
Frequency of 5-8 jam/hari 64 37,65
Internet Usage 2-4 jam/hari 27 15,88
<2 jam/hari 5 2,94
Total 170 100

Source: Primer Data, 2022
Testing hypothesis 1 to hypothesis 4 in this study using multiple linear regression analysis, which is shown
in table 2.
TABLE 2. MULTIPLE REGRESSION ANALYSIS TEST

Beta Unstandardized Sig.
Constant 1,177
Vividness (V) 0,192 0,027
Entertainment (E) 0,273 0,001
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Self-referencing (SR) 0,361 0,000
Interactivity (I) 0,187 0,019
Adjusted R Square = 0,557

Sig. uji F = 0,000

Source: Primer Data, 2022

The F-test results show that the significance value of 0.000 is smaller than the alpha value of 0.05,
meaning that the model used in this study is feasible. These results also show that four independent
variables, namely elements of narrative online advertising including advertising vividness, entertaining ad,
self-referencing ad, and interactive ad have an effect on advertising attitudes. In table 1, It can be seen
that the adjusted R2 value is 0.557 percent, meaning that the contribution of advertising vividness,
entertaining ad, self-referencing ad, and interactive ad variables to advertising attitudes is 55.7 percent and
the remaining 44.3 percent is influenced by other variables which were not investigated in this study.

The results of the calculations shown in table 1 show that the value of 1 of the advertising vividness
variable is 0.192 with a significance level of 0.027 which is less than 0.05. This shows that the advertising
vividness variable has a positive and significant effect on advertising attitudes so that the first hypothesis
(H4) is accepted. The value of B2 for the entertaining ad variable is 0.273 with a significance level of 0.001
less than 0.05. This shows that the entertaining ad variable has a positive and significant effect on
advertising attitudes so that the second hypothesis (H,) are accepted. The value of B3 for the self-
referencing variable ad is 0.361 with a significance level of 0.000 less than 0.05. This means that the self-
referencing ad variable has a positive and significant effect on the attitude of advertising so that the third
hypothesis (Hs) are accepted. The value of R4 for the Interactive ad variable is 0.187 with a significance
level of 0.019 which is smaller than 0.019. This means that the interactive ad variable has a positive and
significant effect on advertising attitudes so that the fourth hypothesis (H,) are accepted.

Moderate regression analysis is used to examine the role of the moderating variable, which moderates the
relationship between the independent variable and the dependent variable. The results of the moderation

regression analysis are shown in table 3.

TABLE 3. MODERATION REGRESSION ANALYSIS TEST

Beta Unstandardized Sig.

Constant -1,767

Vividness (V) -0,290 0,505
Entertainment (E) 0,640 0,077
Self-referencing (SR) 0,839 0,034
Interactivity (I) -0,512 0,282
Ads Involvement (Al) 0,417 0,181
V*AI 0,021 0,260
E*Al -0,030 0,049
SR*Al -0,021 0,182
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| I*Al | 0,028 | 0,159

Source: Primer Data, 2022

The calculation results of table 2 show that the value of B5a of the interaction variable between advertising
vividness and advertising involvement is 0.021 with a significance level of 0.260 greater than 0.05. This
means that advertising involvement has not been able to moderate the relationship between advertising
vividness and advertising attitude so that Hypothesis 5a (Hsa) is rejected. The value of B5b for the
interaction variable between entertaining ad and advertising attitude is - 0.030 with a significance level of
0.049 which is smaller than 0.05. This shows that advertising involvement strengthens the relationship
between entertaining and advertising attitudes so that Hypothesis 5b (Hsb) is accepted. The value of f5¢
for the interaction variable between cell-referencing ad and advertising attitude is -0.021 with a significance
level of 0.182 which is less than 0.05. This shows that advertising involvement has not been able to
moderate the relationship between entertaining ad and advertising attitude so that Hypothesis 5¢ (Hsc) is
rejected. The value of $5d of the interaction variable between interactive ad and advertising attitude is
0.028 with a significance level of 0.159 which is greater than 0.05. This shows that advertising involvement
has not been able to moderate the relationship between interactive ad and advertising attitude so that

Hypothesis 5d (Hsd) is rejected.

5. DISCUSSION

This study aims to examine the impact of narrative online advertising in the form of humour in shaping
attitudes to advertising and the role of advertising involvement in moderating the relationship between
narrative online advertising elements such as vividness, entertainment, self-referencing, interactivity. To
explain the impact of narrative online advertising elements on information processing and the effectiveness
of narrative persuasion in narrative advertising using transportation theory. The results of the study found
interactive ads, advertising vividness, entertaining ads, and self-relevant ads, thus developing favourable
attitudes to advertisements. This condition shows that vivid narrative advertisements encourage the
senses of viewers, engage emotions and excite imagination to form favourable attitudes in narrative
advertisements. High self-reference in narrative advertising leads to the formation of transportation in
consumers and ultimately forms favourable attitudes to advertising. Entertaining narrative advertising is
able to make consumers immersed in the advertising story by providing detailed messages and
entertaining contextual elaborations that can arouse emotions and facilitate mental simulations that
ultimately form positive attitudes with advertisements. High interactivity allows consumers to enjoy greater

control over the ad viewing process. Consumers who are interested in advertising are encouraged to
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actively participate in the current advertising story and are encouraged to engage more deeply to have
experience of the story characters. This experience makes the viewer more immersed and loses himself in
a self-constructed alternative world (Wang & Calder, 2006), which ultimately facilitates the transport effect
and contributes to generating a positive attitude to advertising. In general, the empirical findings of this
study support the existing literature and show the persuasive impact of online narrative advertising in the
form of humouring in formation of positive attitudes to advertising. Viewers are attracted to humorous
narrative ads, causing them to devote more attention to humorous ads and generate better thoughts.
Therefore, humour in narrative advertising can be an effective means of changing consumer attitudes,
especially with regard to attitudes to advertising (Zhang & Zinkhan, 2006).

Regarding the role of advertising involvement in moderating the relationship between narrative humorous
advertising on online media and advertising attitudes, it was found that advertising involvement weakened
the relationship between vividness, self-referencing, interactivity and advertising attitudes, except for
entertainment. Although several studies have examined the potential for engagement to advertising
research (Laczniak & Muehling, 1993; Ching et al., 2013). If humour is used in persuasive communication,
the function of this engagement varies depending on how humour is processed by the recipient of the
message. The existing literature states that the transportation effect of narrative advertising depends on
the cognitive abilities of the viewers (Chang, 2009). Greater cognitive attention to advertising content
reinforces the positive effect on advertising attitudes. However, it seems that excessive humorous ad
content in combination with interactive, vividness, and self-relevant narrative ads can overwhelm the
viewer's cognitive abilities so that it can hinder their silence in the ad story and negate positive attitudes to
the ad. Highly engaging tasks with advertising such as paying attention to advertising content can deplete
the individual's cognitive resources, which hinder the transport process and consequently weaken the
effectiveness of persuasion. The purpose of humorous advertising is to attract consumers' attention to
laughter and funny. While humorous advertising is a peripheral to brand excellence, the influence of
humour on narrative and brand advertising is less pronounced as engagement increases (Zhang &
Zinkhan, 2006). This is different when a humorous narrative ad can be entertaining. Entertaining display
ads has a positive effect on viewers' attitudes. Entertainment stimulates affective engagement, which
facilitates immersion and transport in the viewer's processing of advertisements. Existing research rarely
distinguishes affective to cognitive involvement (Ching et al., 2013). The findings suggest that the two may
be closely related, but in this study, cognitive involvement attenuated the effects of entertainment and
advertising attitudes. Although entertaining advertising can induce favourable attitudes to advertising,
consumers' cognitive involvement in advertising content has little impact on immersion and enjoyment of
the ad experience. This means that the possibility of advertising involvement occurs if affective

involvement plays a role in strengthening the entertainment and advertising attitude. Zhang & Zinkhan,



Untarini, N., Andjarwati, A. L., Artanti, A., Widyastuti, W., Tiarawati, M.
IMPACT OF HUMOROUS NARRATIVE ONLINE ADVERTISING ON ATTITUDE TOWARD ADVERTISING: THE
MODERATING ROLE OF ADs INVOLVEMENT

(2006), explained that in the analysis of cognitive outcomes, message processing and humour under
different engagement conditions. Low involvement was associated with more favourable thinking,
especially when the ad was funny. Therefore, advertisers must pay attention to the balance between

interactivity, vividness, self-referencing and humorous narrative ad content in online media in their design.

6. CONCLUSION

This study aims to examine the effect of humorous narrative advertising elements on attitude to advertising
and the moderating role of Ads involvement in this relationship. A very interesting finding was that
involvement in humorous narrative advertisements weakened the relationship between vividness, self-
referencing, interactivity and attitudes towards humorous narrative advertisements, but not entertainment.
This study shows that humorous narrative advertisements that are interactive, lively, self-relevant, and
entertaining have a positive effect on advertising attitudes. Although humorous narrative advertising has
provided a highly interactive, lively, and self-relevant experience, it can build different message processing
and engagement. This is different when the humour in narrative advertisements can be entertaining,
consumers who feel entertained by the existence of humorous narrative advertisements are encouraged to
actively participate and be involved in the story and represent the experiences of the story characters. This
experience encourages viewers to become more immersed and lose themselves in the world they have
built for themselves, resulting in a favourable attitude to advertising.

This study contributes to an understanding of narrative advertising research and provides empirical
evidence of the characteristic effects of Internet-based humorous narrative advertising and expands the
boundaries of transportation theory. The application of humour in narrative advertisements broadcast on
online media will certainly give different results if the narrative advertisement content is in the form of
drama or editorial narrative and is shown in traditional media. Of course, this requires further discussion
and research because viewers will pay attention to narrative ad content. Advertisers need to understand
the potential effects of the unique humour and features of online media. This gives a different thing where
viewers are encouraged to experience immersion and transportation in a dynamic and interactive virtual
world. These four elements are important factors that enhance and enrich the storytelling experience.

This study is limited to the public in Indonesia. A number of other factors may be considered, such as
audience characteristics and humorous stimuli. Because Most of the practitioners believe that humour is
the most suitable for students and educated, especially men. It is hoped that this will represent young and
educated consumers with cognitive abilities that help them understand and appreciate humour more
easily. The rapid increase in humour advertising on the Internet and new technology-enabled features offer

great opportunities for advertisers and advertising researchers. Future researchers can extend this
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research to different contexts and markets with different advertising stimuli, including the unique
characteristics of humorous advertisements and online advertisements and examine their effects on other

variables.

REFERENCES

Abidin, F. (2015). 10 Video lklan Terpopular Tahun 2014 Versi Google Didominasi Tema Humor dan
Storytelling. Mareting Communication. https://mix.co.id/marcomm/brand-insight/research/10-
video-iklan-terpopular-tahun-2014-versi-google-didominasi-tema-humor-dan-storytelling/

Alden, D. L., Mukherjee, A., & Hoyer, W. D. (2000). The effects of incongruity, surprise and positive
moderators on perceived humor in television advertising. Journal of Advertising, 29(2), 1-15.
https://doi.org/10.1080/00913367.2000.10673605

Batat, W., & Wohlfeil, M. (2009). Getting lost “into the wild": Understanding consumers’ movie
enjoyment through a narrative transportation approach. Advances in Consumer Research, 36,
372-377.

Beard, F. K. (2005). One hundred years of humor in American advertising. Journal of Macromarketing,
25(1), 54-65. https://doi.org/10.1177/0276146705274965

Boller, G. W., & Olson, J. C. (1991). Experiencing ad meanings: Crucial aspects of narrative/drama
processing. Advances in Consumer Research, 18, 164-171.

Brajnik, G., & Gabrielli, S. (2010). A review of online advertising effects on the user experience.
International  Journal  of  Human-Computer Interaction,  26(10),  971-997.
https://doi.org/10.1080/10447318.2010.502100

Burnkrant, R. E., & Unnava, H. R. (1995). Effects of Self-Referencing on Persuasin. Journal of
Consumer Reserach, 22, 17-26. https://doi.org/10.2307/2786391

Campbell, D. E., & Wright, R. T. (2008). Shut-up | don't care: Understanding the Role of Relevance and
Interactivity on Customer Attitudes. Journal of Electronic Commerce Research, Vol 9(1), 62—
76.

Celuch, K. G., & Slama, M. (1998). The effects of cognitive and affective program involvement on
cognitive and affective ad involvement. Journal of Business and Psychology, 13(1), 115-126.
https://doi.org/10.1023/A:1022979218271

Chang, C. (2009). Being hooked by editorial content: The implications for processing narrative
advertising. Journal of Advertising, 38(1), 21-34. https://doi.org/10.2753/JOA0091-

3367380102



Untarini, N., Andjarwati, A. L., Artanti, A., Widyastuti, W., Tiarawati, M.
IMPACT OF HUMOROUS NARRATIVE ONLINE ADVERTISING ON ATTITUDE TOWARD ADVERTISING: THE
MODERATING ROLE OF ADs INVOLVEMENT

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian motivations for online
retail shopping behavior. Journal of Retailing, 77(4), 511-535. https://doi.org/10.1016/S0022-
4359(01)00056-2

Ching, R. K. H., Tong, P., Chen, J. S., & Chen, H. Y. (2013). Narrative online advertising: Identification
and its effects on attitude toward a product - ok 18. Internet Research, 23(4), 414-438.
https://doi.org/10.1108/IntR-04-2012-0077

Coyle, J. R, & Thorson, E. (2001). The effects of progressive levels of interactivity and vividness in web
marketing sites. Journal of Advertising, 30(3), 65-77.
https://doi.org/10.1080/00913367.2001.10673646

Deighton, J., Romer, D., & McQueen, J. (1989). Using Drama to Persuade. Journal of Consumer
Research, 16(3), 335-343. https://doi.org/10.1086/209219

Dessart, L. (2018). Do ads that tell a story always perform better? The role of character identification
and character type in storytelling ads. International Journal of Research in Marketing, 35(2),
289-304. https://doi.org/10.1016/j.ijresmar.2017.12.009

Eisend, M. (2009). A meta-analysis of humor in advertising - ok 5. Journal of the Academy of Marketing
Science, 37(2), 191-203. https://doi.org/10.1007/s11747-008-0096-y

Escalas, J. E. (2004). Imagine Yourself in The Product : Mental Simulation , Narrative Transportation ,
and Persuasion (A). Journal of Advertising, 33(2), 37-48.
https://doi.org/10.1080/00913367.2004.10639163

Escalas, J. E. (2007). Self-Referencing and Persuasion : Narrative Transportation versus Analytical
Elaboration. Journal of Consumer Research, 33(4), 421-429.

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, J. E., & Stern, B. B. (2003). Sympathy and Empathy : Emotional Responses to Advertising
Dramas. Journal of Consumer Research, 29(4), 566-578.

Fiske, S. T. (1993). Thinking Is for Doing: Portraits of Social Cognition From Daguerreotype to
Laserphoto. Journal of Personality and Social Psychology, 44(6), 155-194.
https://doi.org/10.1037/0022-3514.63.6.877

Florenthal, B., & Shoham, A. (2010). Four-mode channel interactivity concept and channel preferences.
Journal of Services Marketing, 24(1), 29-41. https://doi.org/10.1108/08876041011017871

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.
https://doi.org/10.1037/0022-3514.79.5.701

-+
c
o
=
0]
o)
c
=
<

=

ge]
c
]
o
(O]
c

@

(5]
o
<

n
%)
)
&)

=
(%3]
>

o0

Volume 12 Issue 4 / December 2022




-
c
)
=
)
o)
@®©
c
©
=
ke
c
(4]
)
&)
c
Q@
O
O
X
L
0
%)
)
=
0
)
m

Volume 12 Issue 4 / December 2022

Untarini, N., Andjarwati, A. L., Artanti, A., Widyastuti, W., Tiarawati, M.
IMPACT OF HUMOROUS NARRATIVE ONLINE ADVERTISING ON ATTITUDE TOWARD ADVERTISING: THE
MODERATING ROLE OF ADs INVOLVEMENT

Grigsby, J. L., & Mellema, H. N. (2020). Negative Consequences of Storytelling in Native Advertising.
Journal of Interactive Marketing, 52, 61-78. https://doi.org/10.1016/}.intmar.2020.03.005

Gulas, C. S., McKeage, K. K., & Weinberger, M. G. (2010). It's just a joke: Violence against males in
humorous advertising. Journal of Advertising, 39(4), 109-120.
https://doi.org/10.2753/JOA0091-3367390408

Gurau, C. (2008). Integrated online marketing communication: Implementation and management.
Journal of Communication Management, 12(2), 169-184.
https://doi.org/10.1108/13632540810881974

Ha, L. (2008). Online advertising research in advertising journals: A review. Journal of Current Issues
and Research in Advertising, 30(1), 31-48. https://doi.org/10.1080/10641734.2008.10505236

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2013). Multivariate Data Analysis. In
Exploratory Data Analysis in Business and Economics (Pearson Ne). Pearson New Internation.
https://doi.org/10.1007/978-3-319-01517-0_3

Hirschman, E. C. (2010). Evolutionary Branding. Psychology & Marketing, 27(6), 568-583.
https://doi.org/10.1002/mar

Jiang, Z., & Benbasat, I. (2007). Investigating the influence of the functional mechanisms of online
product  presentations.  Information  Systems  Research,  18(4),  454-470.
https://doi.org/10.1287/isre.1070.0124

Kaplan, R., & Saccuzzo, D. P. (2012). Phsycological, and Issues. Brooks/Cole Publishing Company,
Pacific Grove.

Keng, C. J., Ting, H. Y., & Chen, Y. T. (2011). Effects of virtual-experience combinations on consumer-
related “sense of virtual community.” Internet Research, 21(4), 408-434.
https://doi.org/10.1108/10662241111158308

Kim, J. E., Lloyd, S., & Cervellon, M. C. (2016). Narrative-transportation storylines in luxury brand
advertising: Motivating consumer engagement. Journal of Business Research, 69(1), 304-313.
https://doi.org/10.1016/j.jbusres.2015.08.002

Ko, H., Cho, C. H., & Roberts, M. S. (2005). Internet uses and gratifications: A structural equation model
of interactive advertising. Journal of  Advertising, 34(2), 57-70.
https://doi.org/10.1080/00913367.2005.10639191

Laczniak, R. N., & Muehling, D. D. (1993). Toward a better understanding of the role of advertising
message involvement in ad processing. Psychology & Marketing, 10(4), 301-319.
https://doi.org/10.1002/mar.4220100405



Untarini, N., Andjarwati, A. L., Artanti, A., Widyastuti, W., Tiarawati, M.
IMPACT OF HUMOROUS NARRATIVE ONLINE ADVERTISING ON ATTITUDE TOWARD ADVERTISING: THE
MODERATING ROLE OF ADs INVOLVEMENT

Lee, Y. H. (2000). Manipulating Ad message involvement through information expectancy: Effects on
attitude  evaluaton and confidence. Journal of Advertising, 29(2), 29-43.
https://doi.org/10.1080/00913367.2000.10673607

Lien, N. H., & Chen, Y. L. (2013). Narrative ads: The effect of argument strength and story format.
Journal of Business Research, 66(4), 516-522. https://doi.org/10.1016/}.jbusres.2011.12.016

Madden, T. J., Allen, C. T., & Twible, J. L. (1988). Attitude Toward The Ad: An Assessment Of Diverse
Measuremen.  JMR, Journal of  Marketing  Research, 25(3), 242-252.
http://search.proquest.com/docview/235225688?accountid=15533

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value: Conceptualization, measurement
and application in the catalog and Internet shopping environment. Journal of Retailing, 77(1),
39-56. https://doi.org/10.1016/S0022-4359(00)00045-2

Mattila, A. S. (2000). The Role of Narratives in the Advertising Experiential Services-restaurant ads - ok
13. Journal of Service Research, 3(1), 35-45. https://doi.org/10.1177/109467050031003

Mooradian, T. A., Matzler, K., & Szykman, L. (2008). Empathetic responses to advertising: Testing a
network of antecedents and consequences. Marketing Letters, 19(2), 79-92.
https://doi.org/10.1007/s11002-008-9032-7

Mukherjee, A., & Dube, L. (2012). Mixing Emotions: The use of Humor in Fear Advertising. Journal of
Consumer Behaviour, 11, 147-161. https://doi.org/10.1002/cb

Norris, C. E., & Colman, A. M. (1992). Context effects on recall and recognition of magazine
advertisements. Journal of Advertising, 21(3), 37-46.
https://doi.org/10.1080/00913367.1992.10673374

Petrova, P. K., & Cialdini, R. E. (2005). Fluency of consumption imagery and the backfire effects of
imagery  appeals.  Journal ~ of  Consumer  Research, 32(3), 442-452.
https://doi.org/10.1086/497556

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and Peripheral Routes to Advertising
Effectiveness: The Moderating Role of Involvement. Journal of Consumer Research, 10(2),
135. https://doi.org/10.1086/208954

Phillips, B. J., & McQuarrie, E. F. (2010). Narrative and persuasion in fashion advertising-ok. Journal of
Consumer Research, 37(3), 368-392. https://doi.org/10.1086/653087

Polyorat, K., Alden, D. L., & Kim, E. S. (2007). Impact of Narrative versus Factual Print Ad Copy on
Product Evaluatioan: The Mediating Role of Ad Message Involvement. Psychology &
Marketing, 24(6), 539-554. https://doi.org/10.1002/mar

-+
c
o
=
0]
o)
c
=
<

=

ge]
c
]
o
(O]
c

@

(5]
o
<

n
%)
)
&)

=
(%3]
>

o0

Volume 12 Issue 4 / December 2022




-
c
)
=
)
o)
@®©
c
©
=
ke
c
(4]
)
&)
c
Q@
O
O
X
L
0
%)
)
=
0
)
m

Volume 12 Issue 4 / December 2022

Untarini, N., Andjarwati, A. L., Artanti, A., Widyastuti, W., Tiarawati, M.
IMPACT OF HUMOROUS NARRATIVE ONLINE ADVERTISING ON ATTITUDE TOWARD ADVERTISING: THE
MODERATING ROLE OF ADs INVOLVEMENT

Rhie, J. (2014). The impact of emotional storytelling on brand attitude- compare to humor advertising.
Journal of Digital Contents Society, 15(1), 61-68.

Santos, S., Espirito Santo, P., & Ferreira, S. (2021). Storytelling in Advertising: From Narrative to Brand
Distinctiveness-ok 1. International Conference On Design and Digital Communication, 516-
527. https://doi.org/10.1007/978-3-030-61671-7_48

Schlosser, A. E. (2003). Experiencing Products in the Virtual World: The Role of Goal and Imagery in
Influencing Attitudes versus Purchase Intentions. Journal of Consumer Research, 30(2), 184—
198. https://doi.org/10.1086/376807

Sekaran, U., & Bougie, R. (2016). Reserach Methods for Business : A Skill-Building Approach (7 th).
John Wiley & Sons, Inc.

Severesia, C., Utomo, P., & Natalia, F. (2022). Invertigating Factors That Influencing Repurchase
Intention: Case Study in Beverage Manufacturing Industry. Business Excellence and
Management, 12(1), 17-30. https://doi.org/https://doi.org/10.24818/beman/2022.12.1-02

Sheri, S., & Traoudas, B. (2017). Video Brand Storytelling: The Rise of Content Marketing. A qualitative
study exploring the antecedents of brand perceptions. Linnaeus.

Steuer, J. (1992). Defining Virtual Reality: Dimensions Determining Telepresence. Journal of
Communication, 42(4), 73-93. https://doi.org/10.1111/j.1460-2466.1992.tb00812.x

Trimble, C. (2015). Why online video is the future of content marketing. Support The Guardian.
https://lwww.theguardian.com/small-business-network/2014/jan/14/video-content-marketing-
media-online

Viladrich, C., Angulo-Brunet, A., & Doval, E. (2017). A journey around alpha and omega to estimate
internal  consistency  reliability. ~ Anales de  Psicologia, 33(3), 755-782.
https://doi.org/10.6018/analesps.33.3.268401

Wang, J., & Calder, B. J. (2006). Media Transportation and Advertising. Journal of Consumer Research,
33(2), 151-162. https://doi.org/10.1086/506296

Zeff, R., & Aronson, B. (2009). Advertising on the Internet (2nd ed.).

Zhang, Y., & Zinkhan, G. M. (2006). Responses to Humorous ADS: Does Audience Involvement
Matter? - ok 12. Journal of Advertising, 35(4), 113-127. https://doi.org/10.2753/j0a0091-
3367350408

Zliliak, J. (2011). Advertising Engagement: Giving Creative Credit Where Credit is Due. Comscore.Com.
https://lwww.comscore.com/ita/Public-Relations/Blog/Advertising-Engagement-Giving-Creative-
Credit-Where-Credit-is-Due



