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Abstract

The purpose of this research is to examine the effect of storytelling ads. To find out the effect,
three different ads were created; one is no storytelling in ads, another is corporate storytelling
ads, and the other is client storytelling ads. Each ads was exposed to high school students, and
we analyzed their response to the ads such as ads recall, attitude toward ads, emotional response
to ads, purchase intention, and the intention of word-of-mouth. The results showed that
corporate storytelling ads among three ads was the most effective to recall the ads, and there
was significant difference between corporate storytelling ads and no storytelling ads. In terms
of attitude toward ads, there was significant difference between client storytelling and no
storytelling ads. There were significant difference in positive emotion between client storytelling
ads and no storytelling ads and between client storytelling ads and corporate storytelling ads, but
no significant between corporate storytelling ads and no storytelling ads. Regarding emotion,
students who were exposed to no storytelling ads showed the highest negative emotion, but the
lowest negative emotion in client storytelling ads. There was significant difference in purchase
intention between client storytelling and no storytelling ads and in the intention of
word-of-mouth between corporate storytelling ads and no storytelling ads.

B keyword : | Brand Storytelling Advertising | Subject of Story | Recall | Attitude Toward Ads | Emotion | Intention
of Word—of-mouth |
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