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ABSTRACT 

With the ever-increasing number of advertisements in the market, consumers are becoming 

bombarded with messaging, and brands are trying to find ways to break through it all to reach 

consumers on a meaningful level. Marketing experts recommend brand storytelling as a way to 

improve the effectiveness of advertising by increasing the emotional appeal. However, the theory 

of brand storytelling and implementation among brands does not align; oftentimes in practice, 

brand storytelling merges into a blurry distinction between its core concept and simply narrative 

stories. This study set out to discover the differences in persuasion between brand storytelling 

and narrative advertising within marketing efforts. I explore which driving forces – narrative 

transportation and cognitive evaluation – lead to consumer persuasion in brand storytelling and 

how those effect long-term brand perception. The results show brand storytelling creates short-

term effects on cognitive evaluation and narrative transportation, but does not cause a significant 

difference in persuasion. Across time, brand storytelling does not differ from narrative 

advertising after a single exposure. Therefore it is recommended, among other things, that 

organizations utilize brand storytelling in an omni-channel strategy to increase impressions while 

integrating narrative advertising for repeat exposure as it offers less structure and lends to greater 

innovation.  
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INTRODUCTION 

In a society cluttered with advertisements, brands continue looking for innovative ways to 

capture consumer’s attention, communicate customer value, and create brand loyalty. With the 

ever-increasing number of advertisements in the market, consumers are becoming bombarded 

with messaging and brands are spending billions to fight for seconds of an audience’s attention 

(Da Costa, 2019). As such, brand storytelling has become a popular tool in the marketing 

community, with thousands of articles on best practices for transforming a brand’s messaging 

into its authentic purpose to build a deeper connection with consumers. 

 

This research will discuss the strategy of brand storytelling and uncover the driving mechanisms 

that generate persuasion, including narrative transportation and cognitive evaluation.  

 

STATEMENT OF RELEVANCY 

As advertising clutter continues to swell in the market, brands are trying to find a way to break 

through it all and reach the consumer on a meaningful level. New strategies have become 

popular within the marketing field that focus on connecting brand values to consumer values, 

emphasizing the company’s origins and founding purpose. Marketing experts are increasingly 

recommending storytelling to improve the emotional appeal of advertisements and consumer 

brand recall. Storytelling has been shown to improve information recall and create more 

compelling messages by evoking emotions (Zak, 2014). Many experts go one step further and 

recommend brand storytelling to teach consumers its roots and purpose for existing. According 

to Da Costa (2019), as human touch is becoming scarce in our digitally-encompassed society, 

brand storytelling is the future of marketing.  

 

Therefore, brand storytelling has become a high priority due to the consumer-driven demand for 

“more” from brands (Da Costa, 2019). It is also something agencies and internal marketing 

departments are still trying to figure out. As such, many articles have been published in business 

journals and media outlets that provide best practices and how-to guides for the marketing 

professional.  

 

However, the theory of brand storytelling and implementation by brand managers do not align. 

When one reads the multitude of articles discussing brand storytelling examples, the majority of 

them simply offer ambiguous best practices that are no different than a narrative advertisement. 

In other words, the difference between brand storytelling and narrative stories is not clear in 

business practice. Therefore, the purpose of this study is to evaluate the potential differences on 

three dimensions: persuasion, cognitive evaluation, and narrative transportation.  

 

STATEMENT OF PURPOSE  

As discussed above, the purpose of this thesis is to explore the driving forces behind brand 

storytelling’s effectiveness as well as its lasting effects on consumer persuasion and brand 
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perception. This thesis also contrasts brand storytelling to the traditional brand narratives through 

both a literature review and a longitudinal study.  

 

LITERATURE REVIEW  

This section first compares and contrasts brand storytelling with narrative advertising. It then 

discusses the media’s conversation about brand storytelling and how it blurs the lines between 

brand stories and narrative advertising, resulting in failure to utilize this strategy to its fullest 

potential. 

 

Storytelling’s Role in Persuasion  

Narratives in general function as a way to increase consumer involvement and entertainment. 

When consumers are captivated by these stories, they express favorable attitudes towards the 

brand (Escalas et al., 2004). According to Zandan (2019), research shows that stories in 

advertisements are up to 22 times more memorable than simply stating facts and product 

attributes. During non-narrative advertising, viewers pay close attention to the message using 

existing knowledge and opinions to actively analyze – or counter argue – what is being stated. 

However, with stories, viewers consume the story entirely without pausing to doubt the message 

(Zandan, 2019).  

 

Biologically speaking, stories cause a neurotransmitter release in the brain that augments 

empathy (Zak, 2014). According to a study by Paul Zak, a professor of economics, psychology, 

and management at Claremont University, stories caused oxytocin synthesis, which predicted 

how willing people were to engage in specific behaviors. Narratives resulted in a better 

understanding of the key points, enabling improved recall (Zak, 2014). Thus, utilizing stories in 

marketing is a scientifically-proven technique to evoke consumer emotion and improve 

memorability.  

 

A Review of Narrative Advertising 

Narrative advertising, defined by Escalas (1998), is “an ad that tells a story” depicting “actors 

engaged in actions to achieve goals.” Narrative advertising tells a story of product consumption, 

describing the experience consumers have with the product. The goal of narrative advertising is 

to change consumer emotions in a way that will persuade them to try the product (Li, 2015). The 

emphasis in narrative ads is on the customer and how the brand can solve a problem for them. 

Basically, narrative advertising is the use of stories to illustrate how the brand can solve specific 

problems faced by consumers through customer-centric stories (Switalski, 2017).  

 

Also, narrative advertising gives consumers a sense of vicarious participation in the product 

experience (Boller & Olson, 1991). It acts as a guide that helps consumers construct their 

product experience by encouraging them to “infer lessons and gain experience through the 

characters in the stories” (Rodgers & Thorson, 2012). Narrative ads also offer consumers a 

preview of the emotional reward achieved by using that product or service in the story (Rodgers 

& Thorson, 2012). Marketers use these narratives to create a unique personality for their brands 

and specific emotions for the audience (Li, 2015).  
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Narrative advertising follows the structure of traditional narratives, consisting of two main 

elements: character and plot (Li, 2015). Narrative ad plots primarily include how the 

product/service has solved a particular customer’s problem and how it made the customer feel 

(Redsteer, n.d.). 

 

A Review of Brand Storytelling 

Brand storytelling portrays brand values through stories to unveil the brand’s “sacred truth” 

behind its existence and articulates its purpose, mission, and uniqueness (Callahan, 2018). It is 

the “art of connecting the hearts and minds of customers to shared values and ideals” in an 

authentic manner (Callahan, 2018). Brand storytelling reveals the brand’s philosophy, reason for 

existence, values, and vision to engage with customers who share those same values (Charles, 

2017). These stories focus on the brand itself and communicate who they are, why they matter, 

and why they do what they do (Switalski, 2017).  

 

Brand stories use a narrative structure to connect with customers through aligning the customer’s 

values with what the brand stands for. It uses storytelling elements, including characters, setting, 

rising action, and climax, to create an intriguing and easy-to-follow structure. Brand 

storytelling’s true purpose is to illustrate the essence of the brand and the “driving force behind 

[the] business” (Loyal, 2018).  

 

Components of Brand Storytelling 

Specific criteria must be met to be considered a brand story, including: 

▪ Communicating a purpose that transcends the product/service 

▪ Reasons the company came to be 

▪ Origin story – where the brand came from  

▪ Authentic portrayal of brand values and operations 

▪ The brand’s product/service differentiation  

▪ A link between what the company stands for to the values shared with the customers 

▪ Purpose for existence and brand’s passions/values 

(Charles, 2017; Quek, 2013; Stelmar, 2017) 

 

Why Brand Storytelling Matters 

According to Da Costa (2019), as human touch is becoming scarce in our digitally-encompassed 

society, brand storytelling is the future of marketing. Companies can no longer be “faceless 

entities” that simply provide arguments for buying their products, but rather businesses must 

share why they have a meaningful purpose. Da Costa (2019) provides three reasons that brand 

storytelling is a must-have in marketing communications: 
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• Product benefits no longer drive purchase decisions. The crowded marketplace means 

brands must differentiate themselves through meaningful and memorable 

communications 

• Brands must view customers as more than just purchasers; they must create deep 

connections with customers and transform them into a “tribe” 

• Proving a brand’s impact is imperative if not required for consumers to stand behind the 

products and to repeat purchases. 

 

Brand storytelling gives marketers a method of connecting with consumers that is unique to them 

as there is no other brand that has the same origin story, values, and purpose. 55% of consumers 

indicate they are willing to make a purchase if they connect with the brand’s story (UWA, 2019). 

Sharing a brand’s story, from its origin to its reason for existence, can help capture those 55%. A 

study in the Harvard Business Review indicates 64% of consumers have a relationship with a 

particular brand primarily due to their shared values (Bird, Freeman, & Spenner, 2012).  

 

Brand storytelling will also become increasingly important with Generation Z as they value 

authenticity in brands purchased (IBM, 2017). This generation is projected to make up 40% of 

all consumers by 2020 (Finch, 2015), so providing them with transparency into a brand’s values 

can create substance, ultimately helping connect with this audience. Therefore, brands that 

successfully communicate its authenticity can promote trust and long-term relationships (UWA, 

2019).   

 

Brand Storytelling versus Narrative Advertising: Similarities & Differences  

Similarities between Brand Storytelling & Narrative Advertising 

Both strategies are traditional stories that use the structure of a narrative and contain the two key 

story elements: characters and plot. Also, because both techniques utilize stories to get their 

points across, they both benefit from the effects of stories discussed above, including increased 

brand recall, improved message retention, and augmented emotional responses.  

 

Important Differences  

Brand storytelling and narrative advertising differ in purpose and characters. The characters in 

narrative advertising are the customers, while brand storytelling’s characters are the company’s 

employees, especially the founders, and the brand itself. The purpose of brand storytelling is to 

connect with the customers on shared values, authenticity, and reasons for existence that 

transcends the product itself. On the other hand, narrative advertising’s purpose is to tell a story 

of how the product/service can solve a problem for the customer.  

 

The chart below gives a comparative analysis on the distinctions between narrative advertising 

and brand storytelling.  
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Narrative Advertising Brand Storytelling 

Stories that focus on the customer  Stories that focus on the brand  

Customer-centric stories Emphasizes brand purpose, values, 

and origin story  

Story of product consumption and customer 

experience with product  

Communicates organization’s  

transcendent purpose 

Customer is the hero or main character of the 

story 

Answers questions:  

“Who are we?” 

“Why do we do what we do?” 

“How are we different?” 

“Why do we matter? 

Removal of brand from story’s focal point 

Answers question:  

“What problems do you have that we can/do 

solve?” 

 

It is important to understand the distinctions between brand storytelling and narrative advertising 

for the remainder of this report. These are important distinctions in the study as we explore the 

differences in persuasion and other brand-loyalty-producing effects between a story focused on 

the brand essence and one centered on the customer’s solved problem.  

 

Brand Storytelling Best Practices in the Media  

Marketing experts, consultants, and the like have written a lot about narrative advertisements and 

brand storytelling. Its importance is stressed due to today’s consumer purchasing behavior: 

solely buying brands that are extensions of their identities and values (Brenner, 2016). Therefore, 

smart marketers will leverage a brand’s purpose to connect with their customers through telling 

its story from inception. According to Hemsley (2016), using stories in marketing taps into 

consumers’ emotions which ultimately drives purchases more strongly than with problem-

solving product attributes. Dr. David Aaker, a branding pioneer at UC Berkeley, claims 

consumers are not interested in a company, its brand, or its products. He suggests consumers’ 

minds can only be changed by strong brand stories (Arruda, 2018), which set an organization 

apart from competitors (Hemsely, 2016). That is the magic of brand storytelling, and that is what 

experts continually call out in the media. 

 

Strong recommendations in the media articulate that brand storytelling at its core uses narrative 

techniques to link consumer values with brand ideals, illustrates why the brand exists, and 

creates an overall authentic connection with the consumer. Experts like Aaker lay out guidelines 

for creating a brand story, including sharing the company’s higher purpose. These elements 

create a signature brand story that share a strategic message, lending consumers an understanding 

of the organization’s values, vision, customer value proposition, and the authenticity behind it 

all. A brand storytelling message is expected to last for years as opposed to a narrative’s shorter-

term effect (Arruda, 2018). Ultimately, a brand story should be the foundation for a future 

growth strategy and will establish long-term brand loyalty with customers (Hemsely, 2016).  
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The Disconnect between Theory & Practice  

According to these conversations, brand storytelling is intended to create specific outcomes or 

consumer reactions; however, it is actually rare that a typical brand storytelling ad executes those 

criteria properly. There is a disconnect between the true definition of brand storytelling with how 

it is executed in practice and sometimes how it is portrayed in business media. There are 

discussions in popular press on brand-storytelling best practices or recommendations for 

execution that do not truly capture the distinctive factors of brand storytelling.  

 

These types of articles use more vague and ambiguous means to describe proper execution of a 

brand story. Popular industry press, including Forbes, recommend using techniques such as the 

four pillars of a story – characters, setting, conflict, and resolution (Olenski, 2018) – as well as 

defining the target audience or using data to drive home the message (Craig, 2018). However, 

these techniques are not concrete enough to lead a brand manager in creating a by-the-book 

brand story that is supposed to create strong and enduring consumer reactions. Several articles 

say one of the major points of brand storytelling is “knowing your audience,” (Ghergich, 2018) 

when really that is no different than a core element of marketing and narratives. Other 

ambiguous best practices mentioned in the media include investing enough resources into 

creating interesting content and interpreting data to make stories believable and quantifiably 

supported (Craig, 2018; Olenski, 2018). These items alone will not create anything more than a 

traditional narrative advertisement. It is suggestions like these that begin creating the blurred line 

between brand storytelling and narrative advertisements.  

 

Brand storytelling best practices further merge with narratives when how-to lists on specifically 

brand storytelling include such practices as communicating the problem a brand solves (Canva, 

2019). Remember, a key differentiating factor of narrative advertisements is that it focuses on the 

customer and how the brand solves a customer’s problem. Therefore, organizational 

implementation of brand storytelling can use some components of brand storytelling but often 

end up creating simple narratives with the perception that they are executing brand stories. 

 

Commonly Referred to Brand-Story Examples that Just Aren’t Hitting the Criteria 

The majority of experts explicitly guide marketers on what criteria must be used to create a 

proper, and therefore effective, brand story. Unfortunately, the organizations commended for 

executing top-notch brand storytelling campaigns do not actually meet the technical 

requirements. Below, I go into a primary example of a recognizable brand that has been used as 

the quintessential example for brand storytelling in multiple media outlets but does not truly 

execute brand storytelling.  

 

SoulCycle  

From Marketing Insider Group to AdWeek and Advertising Age, numerous marketing outlets 

cite SoulCycle’s “Find It” as one of the most-well-executed brand storytelling campaigns. The 
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campaign uses a two-minute “anthem spot” in which instructors articulate the importance of 

finding one’s greatness (Pasquarelli, 2017). These motivational phrases are interspersed with 

group scenes highlighting the customers, or riders, cycling in the studio, sweat dripping down 

their backs. The majority of the video has the fitness instructors stating motivating quotes like: 

“Find a higher expression of yourself”  

 “It’s about you coming and believing”  

“Find your truth… find your soul” (SoulCycle, 2017).   

 

 
 

 
 

 
 

“Find it” 

“It’s about challenging yourself” 

abouabout challen 

“You don’t have to be perfect” 
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Although these phrases do symbolize the evolution of the brand and what the brand is meant to 

represent – a celebration of the SoulCycle community (Richards, 2017) – the story focuses on the 

customer and how the communal classes solve a specific problem for them: instilling motivation 

through community to push yourself to fitness goals. In other words, this “brand storytelling” 

campaign does in fact authentically communicate the brand’s purpose that transcends the service, 

but it does not do so in a manner that tells the brand’s story. 

 

SoulCyle CEO stated that the campaign was meant to tap into the journey riders experience at 

the studio (Richards, 2017). But where is the emphasis on the brand itself? This campaign uses a 

story to convey its purpose and existence but fulfills the attributes of narrative advertising: 

customer-centric and communicating how customers’ problems are solved. The SoulCycle brand 

was not included in the video until 2:07 of 2:11. The focus of this story was a rider’s ability to 

transform into their best selves through the journey at the studio and ultimately showcased the 

customer more so than the brand. 

 

Components of brand storytelling that are missing from SoulCycle’s “Find It” campaign include 

its origin story, purpose for existence, and reasons the company came to be. With its lack of 

brand focus, it does not qualify as a brand storytelling example.  

 

At its core, SoulCycle’s “Find It” is simply a narrative advertisement meant to stand out with its 

captivating structure and inspiration to consumers. The storytelling attributes create a false-sense 

of brand storytelling; however, its lack of the technical criteria required for it to be considered a 

brand story exemplifies just one of the incorrect executions in the marketing community. We 

speculate that the lines become blurred between narrative advertising and brand storytelling as 

people associate any story about a brand as its “brand story.” Also, these misfires can be 

explained by the inclusion of a few brand-storytelling criteria, such as the authenticity in “Find 

It,” although the major requirements are not included.  

 

Thus, I set out to see if the differences in theory and practice really did matter. I wanted to 

explore if the improper execution of brand storytelling makes significant differences in creating 

strong brands and brand loyalty. If brand storytelling truly has more of an impact than narrative 

stories, then I wanted to find out where these differences lie to help correct the inaccurate 

implementation that is only holding brands back from success.  

 

Based on my reading, I have defined three dimensions that are supposed to be stronger with 

brand storytelling than with narrative advertising. These dimensions include persuasion, 

cognitive evaluation, and narrative transportation. Each dimension is further discussed below.  
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RESEARCH HYPOTHESES  

With this, I decided to run a study testing the effects of brand storytelling on several reactionary 

metrics: cognition, persuasion, and narrative transportation. My initial hypothesis is as follows: 

 

Hypothesis 1: Brand storytelling will significantly change brand preference in survey 

respondents when compared to narrative ads driven by cognitive evaluation as well as 

improve narrative transportation and ultimately create longer-term brand preference. 

 

After analyzing the results of the first survey (further discussed below), I proposed a second 

hypothesis: 

  

Hypothesis 2: Brand storytelling’s effects on cognitive evaluation will be longer lasting 

than that caused by narrative advertising, and thus persuasion will be higher in brand 

storytelling versus narrative advertising over time.  

 

RESEARCH METHODS 

To address the research question and test both hypotheses, I collected and analyzed two sets of 

survey data. Both surveys were created on Qualtrics and run on Amazon’s MTurk. The first 

study had 200 respondents. The second survey’s sample size was lower at 132 because I 

recruited from the original 200, but not everyone participated at time 2.  

 

This study used the Patagonia brand for both time 

periods. I chose the Patagonia brand because it runs a 

series on YouTube called Worn Wear that uses stories 

to encourage consumers not only to keep their clothes 

for years but to hand them down and always purchase 

used clothes. This series employs elements of both 

brand storytelling and narrative advertising. Their 

film, The Stories We Wear, discusses Patagonia’s origin story, its brand purpose, and their 

product differentiation of quality and company sustainability. The brand’s accurate use of brand 

storytelling made it a proper fit for this study.  

 

TIME ONE 

Purpose of Study at Time One 

The purpose of the survey at time one was to evaluate the effect of brand storytelling versus 

narrative advertising immediately following ad exposure.  

 

Survey Measures 

The immediate differences between brand storytelling and narrative advertising were evaluated 

on three measures: persuasion, narrative transportation, and cognitive evaluation. 
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Cognitive Evaluation 

Based on my prior research, I developed a scale that would test the cognitive evaluation of a 

consumer when viewing an advertisement. Cognitive evaluation looks at the cognitive responses 

to marketing stimuli by analyzing the mental processing of the information presented (Hirt, Kim, 

& Kwak, 2011). For the purposes of this study, I define cognitive evaluation as the logical 

thought process done to understand the marketing stimuli and learn about the brand and/or 

products. It is important to note that I use this metric to discern cognitive responses to 

advertising from the emotions evoked through stories. As described in the Literature Review, 

brand storytelling is meant to influence perceptions of a brand due to alignment of values and 

brand authenticity. Therefore, it is reasonable to assume that brand storytelling’s effectiveness is 

derived from a consumer’s mental realization that the brand’s origins and operations have 

purpose, their personal beliefs align with a brand’s values, and they view it to be authentic.  

 

The cognitive evaluation scale created for this study asked questions regarding critical 

components of brand storytelling including brand purpose, authenticity, and values alignment. 

To test cognitive evaluation, I used two scales to frame questions differently, allowing for 

consistent data. Below is an example of one scale’s questions: 

• I feel that Patagonia is an authentic brand. 

• I feel that this brand shares my personal values. 

• I feel connected to this brand's purpose. 

• I feel this brand represents more than the product. 

• I feel that I understand why this brand exists. 

 

Narrative Transportation   

Narrative transportation is a measure of the effects we know happen with narrative advertising 

overall. Narrative transportation is supposed to cause a long-term effect on product attitude and 

evaluation (Chen & Lien, 2011) through enduring persuasion that does not require methodical 

evaluation of the rational arguments (Ruyter, van Laer, Visconti, & Wetzels, 2013). Therefore, I 

included this as a dimension to explore the immersive experience created by brand storytelling. I 

wanted to test the way a brand’s purpose, authenticity, and origins led to the creation of an 

identifiable experience amongst consumers (Hodgins, 2016). It is thought that this ability to 

identify a story with a personal experience leads to increased absorption of the storyline and thus 

a direct correlation between the persuasiveness of the message and the consumer’s mental 

transportation (Green, 2004). I employed a vetted narrative transportation scale that is used 

frequently in other University of Arizona Marketing Department experiments. The scale can be 

found in Appendix A. 
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Persuasion  

Preference was used to evaluate the effectiveness of the overall advertisement. This was helpful 

in identifying whether the ad persuaded the consumer to think highly of the brand and to be more 

likely to choose it during their next purchase in the category.  

 

Creating the Survey 

I created two storyboards to simulate the advertisement. For both storyboards, I used the same 

YouTube video, The Stories We Wear, to create the experimental and control variables. This was 

intended to maintain similar enough stimuli for accurate comparison. To create the differences, I 

manipulated the order and choose scenes that matched the respective storytelling type. More 

details on the exact survey questions can be found in Appendix A.   

 

If the two ads were successful, I expected to see higher narrative transportation for brand 

storytelling because there is more substance to the story. I also expected to see higher cognitive 

evaluation because the brand’s origin, purpose for existence that transcends its products, and 

shared values would cause the consumer to understand the meaningful difference Patagonia 

makes.  

 

Procedure 

Participants in the initial survey saw either the brand storytelling or the narrative advertising ads. 

To avoid any systematic differences between and within the groups at the beginning of the 

experiment, I used random assignment to show each subject either the brand storytelling or the 

narrative advertising ad.  

 

After participants viewed the respective ads, persuasion was measured using a three question, 7-

point Likert scale. Then narrative transportation was measured, followed by counter-arguing. 

Finally, cognitive evaluation was measured. To ensure active participation, I used attention 

checks at the end of the survey before gathering necessary demographics.  

 

One week later, the same respondents were asked to participate in the study’s second-round 

survey.   

 

TIME TWO: ONE WEEK LATER 

Purpose of Time Two 

Exactly one week later, I ran survey 2 to test the longer-term effects of Patagonia’s brand 

storytelling versus narrative advertising on persuasion and cognitive evaluation.  

 

Measures  

Time 2 measured persuasion and cognitive evaluation. The purpose of testing persuasion again 

was to see if brand storytelling led to improved intention-to-buy and preference towards 

Patagonia across a longer time period as this is the goal of brand storytelling among the 
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marketing community. According to past studies, narrative transportation is said to create 

enduring positive brand attitudes and intentions, and therefore put this to the test by measuring 

preference. Cognitive evaluation was included to explore the mental processing effects of the 

brand story versus narrative advertising across time.  

 

Procedure 

The time two analysis used the original respondents from time one; they were asked to 

participate again and received a small payment to participate in part one and then again in part 

two. Not all original respondents decided to participate again, so the time two analysis is based 

on 132 respondents.  

 

Survey 2 was based on the two ads created in the initial survey. Survey 2 prompted brand recall 

using only the Patagonia logo, thus testing the advertisement’s enduring effects of a single 

exposure after one week. Participants viewed the Patagonia logo and then were asked questions 

about brand preference and cognitive evaluation.  

 

RESULTS 

My initial findings from measures taken immediately after ad exposure indicate that the two 

advertisements differed on two of the three dimensions I thought they would differ. Both 

narrative transportation and cognitive evaluation were higher during Time 1 (T1), indicating the 

brand storytelling ad was more immersive and logical than the narrative ad.  

 

At T1, the two ads were statistically significantly different on cognitive evaluation (F(1,188) = 

8.78, p < .05). Participants who viewed the brand storytelling went through the stronger mental 

process of evaluating the brand’s purpose and authenticity (M = 7.4) than those who viewed the 

narrative advertising (M = 6.9). Also, there was an effect of condition on transportation (F(1,188) 

= 9.74, p < .05). Participants who viewed the brand storytelling ad were significantly more likely 

to be immersed in the advertisement (M= 6.7) than those who viewed the narrative advertising 

(M = 6.2). Surprisingly, persuasion at T1 was not significantly different between the two 

advertisements. 

 

Below are the graphs of the cognitive evaluation and narrative transportation means at T1.  
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The question remained whether the higher levels of cognitive evaluation continued over time. 

However, when measured one week later, the results show no significant differences between 

brand storytelling and narrative advertising on the metric. There is still no difference in 

persuasion at T2, but persuasion did go down over the week-long period as seen in the graph 

below.  
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DISCUSSION 

Short-Term Effects  

Results from this study reveal that my hypothesis 1 was partially correct as the brand storytelling 

and the narrative advertisements differed on cognitive evaluation and narrative transportation; 

however, there was no difference between ads on preference of the brand (persuasion). On the 

other hand, my hypothesis 2 was incorrect as I speculated that the brand storytelling ad would 

cause a longer-term change in preference and logical thought of the brand’s purpose (cognitive 

evaluation). When measured a week later, cognitive evaluation and persuasion were not different 

between the two conditions.  

 

As such, there were no long-term effects. Significant differences in cognitive evaluation did not 

persist a week later and there still was no effect on persuasion. Due to the differences in narrative 

transportation and cognitive evaluation at T1, the brand storytelling ads do in fact act on the 

consumer in a short-term way. Brand storytelling makes people more positive towards the brand 

in the short-term. Consumers accept and believe in the brand values immediately after exposure 

to the brand’s story but this buy-in diminishes a week after.  

 

The week after a single exposure, brand storytelling and narrative advertising does not seem to 

lead to differences in persuasion nor cognitive evaluation. I speculate the cognitive evaluation 

did not endure over the week because these logical stimuli need to be developed over time. 

Consumers can immediately understand alignment between their own values and Patagonia’s 

values after a single exposure but seem to forget these logical identifications with the brand 

without repeat impressions. As cognitive evaluation is a mental process that consumers use when 

assessing whether they like the brand, should choose it, or intend to buy it, the brand stories are 

supposed to cause higher cognitive evaluation. It is not simply an interesting story that makes the 

viewer feel positively, but it is an interesting story about meaningful values and an authentic 
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view into the company’s core. Brand stories add a dimension to narratives by illustrating 

important brand attributes. Therefore, the brand storytelling was thought to cause consumers to 

have higher enduring preferences. For example, consumers could have thought about how 

Patagonia discourages purchasing new clothes even though that is the company’s primary 

revenue stream, and thus they would realize the brand prioritizes sustainability, a value the 

consumer shares with the brand. This held true under short-term conditions, but did not create a 

lasting effect with the single exposure.  

 

Therefore, based on my findings I recommend that brands utilize the brand storytelling technique 

in omni-channel marketing strategies to repeat exposure without wear out as a single shot of 

storytelling did not lead to increased persuasion among consumers. Another recommendation is 

to implement brand storytelling with a banner ad or another appropriate medium across the 

website, especially in the shopping-cart page, to drive conversions in e-commerce.  

 

Building a Brand 

With the short-term effects like cognitive evaluation and narrative transportation, the brand 

storytelling variable led to mechanisms that should overtime and with enough exposure build a 

brand. The brand storytelling ad led the consumer to feel Patagonia’s authenticity, understand 

their shared values, and feel connected to the brand’s purpose. Although these reactions did not 

endure over the week, I speculate that with multiple impressions, as briefly discussed above, the 

consumer’s cognition regarding the brand’s values and existence will build until it drives 

purchase and loyalty. As a consumer prefers brands with personalities that are congruent with 

their self-image (Ewha & Park, 2005), brand storytelling creates this alignment through logical 

thought. Thus, the short-term effect of brand storytelling on cognitive evaluation can continue to 

build with omni-channel messages and ultimately drive brand congruence.  

 

Regarding narrative transportation, its immediate effect indicates that repeated impressions are 

important to shape a strong brand. As discussed above, narrative transportation helps consumers 

experience and connect with stories better which in turn drives persuasion. This dimension builds 

a brand’s loyalty and shows promise when under short-term conditions.   

 

Brand Storytelling Execution 

The clear definition of brand storytelling has in practice merged into a blurry distinction between 

brand storytelling and narrative because the two are, based on the findings of this study, are not 

much different. The single exposure did not persuade any differently between the two 

advertisements, but does create mental processes that should eventually build brands into top-of-

mind options. This provides an interesting explanation for why marketing experts do not strictly 

distinguish between the theoretical brand storytelling and narrative stories, or simply may not 

notice dramatic differences because they do the same thing in the short-term. These findings 

validate the usefulness of both types of stories and should reassure the marketing community that 
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current best practices discussed in the literary review are still valuable when considering 

persuasion as the only important outcome. It seems that stories in general are the main driver 

behind persuasion.  

 

This brings us to my final recommendation. There’s only so much a company can do with brand 

storytelling in one advertisement (i.e. only so ways a brand can explain its origin, purpose of 

existence, and passions). With narratives, brands can create different stories that are compelling 

each time. Therefore, I recommend brands utilize narrative advertising for a long-term brand 

management strategy but use brand storytelling woven through to maintain the constant message 

of origin, authenticity, and purpose. The integrating will boost cognitive evaluation and narrative 

transportation, which can build that strong consumer-loyal brand (more research must be done on 

the effects of cognitive evaluation and narrative transportation as further discussed below).  

 

It is also possible that if a brand starts with storytelling, there is more of an appetite for narrative 

ads later. Although brand storytelling itself does not lead to changes in persuasion, it may lead to 

higher desire to learn more about the brand. It also may lead to improved attention when viewing 

a subsequent advertisement. I expect this increased appetite because a consumer’s feeling of 

shared values, evaluation of a purpose beyond profits, and sense of authenticity should create a 

consumer’s connection with the brand and create receptiveness to future advertising. In turn, the 

attentiveness to repeat impressions should create improved brand preference.  

 

Study Debriefing 

It is important to note that this was a very ambitious study as I explored different dimensions at 

two points in time. Trying to recruit the same people to come back from MTurk called for 

creative measures and big goals. Ideally I would increase incentives next time so I did not lose as 

many people in the second survey.   

 

LIMITATIONS 

One limitation was that there was no true control. I experienced a resource constraint; there was 

not enough time or money to run the study with more people. A true control would be a non-

narrative ad, for example a print advertisement that did not include a storytelling element.  This 

is a limitation because there is indeed persuasion; I are not saying there is not persuasion, but 

rather there is no difference in persuasion between the experimental and the control variables. 

Therefore, if I added in a truer control – an ad that did not use the components of storytelling in 

general – to test the effects, I could have avoided any influence from basic storytelling in 

general. In other words, with the persuasion means of 7.6 and 7.7, this shows that there is no 

boost from brand storytelling above and beyond what basic storytelling does. Although I did see 

a change in the metrics I thought, they did not move above what a narrative ad already does in 

terms of persuasion.   
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Due to minimal funding and time constraints, I were unable to run additional surveys which 

would have been beneficial in creating more impressions of both experimental and control 

advertisements. This limitation did not allow us to comprehensively discover if repeat exposure 

to brand storytelling would have built the brand through cognitive evaluation and/or narrative 

transportation. As such, I recommend this as further research to be conducted.   

 

FURTHER RESEARCH 

Further research must be done on the number of impressions it takes for brand storytelling’s 

effects – cognitive evaluation and narrative transportation – to create a preferred brand and 

ultimately drive purchases. Or rather, more research should be done to understand my 

speculation that these elements will build brand equity and bring loyal consumers after repeat 

exposures, especially in a consistent omni-channel strategy. Consistency must mean consistent 

brand undertone and messaging but must leverage brand stories in a well-integrated manner as 

there are only so many ways to educate on a brand’s origin, purpose, and authenticity. As I put 

thought behind this research but lacked in resources to execute it, I suggest further research be 

conducted using a story-less control variable, create numerous ad impressions regarding 

Patagonia, and then measure the effect on persuasion, narrative transportation, and cognitive 

evaluation both immediately after exposure each time and at the end of the 5+ exposures. 

 

Furthermore, as narrative transportation is supposed to cause enduring persuasive effects without 

methodical evaluation of the rational arguments (Ruyter, van Laer, Visconti, & Wetzels, 2013), I 

recommend further research into the longer-term effects of narrative transportation. Immediately 

measuring the results after exposure may have wrongly led to the belief that there were higher 

signs of narrative transportation between groups. Therefore, researching the effects of narrative 

transportation on the brand storytelling’s persuasion by providing repeat exposures before 

measuring the outcome will provide valuable insights into the long-term impact on attitude and 

purchase intentions. 
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APPENDIX A: INITIAL SURVEY AT TIME ONE  

 

 

Default Question Block 

 
 

DISCLOSURE FORM 

This is a disclosure form for research participation. It is standard for the University of 

Arizona and contains important information about this study and what to expect if you decide 

to participate. Please consider the information carefully. 

You are being asked to take part in a research study. The information in this form is provided to 

help you decide whether or not to contribute your opinions as part of this study. The purpose of 

the study is to understand how consumers think about advertisements. 

Your participation is voluntary. You may refuse to participate in this study.  If you begin the 

study, you may leave the study at any time although you will not receive payment unless the 

study is completed. There are no known risks involved. There is no direct benefit but you 

may learn about consumer decision making. We anticipate no costs apart from the time you 

spend completing the research. 

Efforts will be made to keep your study-related information confidential. However, there may 

be circumstances where this information must be released. For example, personal information 

regarding your participation in this study may be disclosed if required by state law. 

Also, your records may be reviewed by the following groups (as applicable to the research): 

· Office for Human Research Protections or other federal, state, or international 

regulatory agencies 

· The University of Arizona Institutional Review Board or Office of Responsible 

Research Practices 

If you agree to participate in this study, you will not give up any personal legal rights you 

may have as a participant in this study. 

For questions, concerns, or complaints about the study you may contact Hannah Watts at 

hannahwatts@email.arizona.edu. 

For questions about your rights as a participant in this study or to discuss other study- related 

concerns or complaints with someone who is not part of the research team, you may contact 

the Human Subjects Protection Program at 520-626-6721 or online  at 

http://orcr.vpr.arizona.edu/irb. 

Thank you very much for your consideration of our study. 

NOTE: You must be at least 18 years of age to participate in this study.   

 

mailto:hannahwatts@email.arizona.edu
http://orcr.vpr.arizona.edu/irb
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IF YOU GIVE YOUR CONSENT TO PARTICIPATE IN THIS STUDY 

PLEASE 

CONTINUE. IF YOU DO NOT GIVE YOUR CONSENT, PLEASE CLOSE YOUR 

BROWSER NOW. 

 
 

Before we begin, please enter your MTurk WorkerId into the box below. 
 

 

 

Welcome to this study. In this study we are interested in your reactions to a few 

companies and marketing materials. Please read instructions carefully to be sure 

you will know what to do. 

 
Patagonia_Storytelling 

 
 

For the first real part of this experiment, we will show you a sample of a storyboard. 

Storyboards are commonly used by advertising agencies to sketch out ad concept ideas. A 

storyboard presents a series of scenes that are proposed for use as marketing materials. 

After you look at the storyboard, you will be asked for your opinion about it. Please review 

the storyboard as if you were considering purchasing a product from this brand. 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 

 

 

 

 

These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 

 

 

Now, please write 2-3 sentences describing what was going through your mind as you were viewing the 

storyboard. You must write at least 100 characters to be able to continue. 

 

 
Patagonia_Control 

 
 

For the first real part of this experiment, we will show you a sample of a storyboard. 

Storyboards are commonly used by advertising agencies to sketch out ad concept ideas. A 

storyboard presents a series of scenes that are proposed for use as marketing materials. 

After you look at the storyboard, you will be asked for your opinion about it. Please review 

the storyboard as if you were considering purchasing a product from this brand. 



 

32 

 

 

 
 

 

These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 

 

 

 

 

These page timer metrics will not be displayed to the recipient. 
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First Click: 0 seconds 
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Last Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 

 
 

 

 

These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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Click: 0 seconds Page 

Submit: 0 seconds Click 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 
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These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 

 

 

 

 

These page timer metrics will not be displayed to the recipient. 

First Click: 0 seconds Last 

Click: 0 seconds Page 

Submit: 0 seconds Click 

Count: 0 clicks 

 

 

Now, please write 2-3 sentences describing what was going through your mind as you were viewing the 

storyboard. You must write at least 100 characters to be able to continue. 

 

 
Evaluations 

 
 

We would now like to ask you a few questions about the Patagonia storyboard. 

 
 

Please tell us your response to the Patagonia brand, given that its price is affordable to you 
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Not at all 

(1) 2 3 4 5 6 7 8 

Very 

much (9) 

While thinking about the 

storyboard, I could easily picture 

the events in it taking place. 

While reviewing the storyboard, 

activity going on in the room was 

not at all on my mind. 

I could picture myself in the scene 

of events shown in the storyboard. 

I was mentally involved in the 

storyboard while looking at it. 

After I finished looking at the 

storyboard, I found it difficult to 

put it out of my mind. 

The storyboard affected me 

emotionally. 

Not at all 

(1) 2 3 4 5 6 7 8 

Very 

much (9) 

I found myself thinking of ways 

the storyboard could have turned 

out differently. 

My mind was not wandering at all 

while I reviewed the storyboard 

The storyboard is relevant to my 

everyday life. 

My thoughts about the storyboard 

changed how I think about the 

brand being discussed. 

While looking at the storyboard, I 

had a vivid image of myself using 

the product being discussed. 

 

 

 

Narrative Trans 

 
 

Now please think back to when you were reviewing the Patagonia storyboard earlier. 

 
 

Please answer the following questions about the Patagonia storyboard you saw earlier. 

 
 

Please answer the following questions about the information you just saw about Patagonia. 

Strongly 

Disagree 

(1) 2 3 4 5 6 7 8 

Strongly 

Agree (9) 

I like this brand very much This 

is an excellent brand 

Next time I am in the market for 

outdoor clothing I will definitely 

consider Patagonia 
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Not at all 

(1) 2 3 4 5 6 7 8 

Very 

Much (9) 

I found myself actively agreeing 

with the storyboard's points. 

It was easy to agree with the 

arguments made in the storyboard. 

I was looking for flaws in the 

storyboard's arguments. 

I found myself actively 

disagreeing with the storyboard's 

points. 

Not at all 

(1) 2 3 4 5 6 7 8 
Very 

Much (9) 

I feel that Patagonia is an authentic 

brand. 

I feel that this brand shares my 

personal values. 

I feel connected to this brand's 

purpose. 

I feel this brand represents more 

than the product. 

I feel that I understand why this 

brand exists. 

Not at all 

(1) 2 3 4 5 6 7 8 

Very 

Much (9) 

I feel that Patagonia is an 

unauthentic brand. 

I feel that my personal values 

align with what the brand stands 

for. 

I feel that I do not connect to this 

brand's purpose. 

I feel that Patagonia's purpose 

transcends its products. 

I feel that I understand what 

motivates the brand to produce 

clothes. 

 

Please tell us your response to the storyboard. 

 
 

Please indicate the extent to which you agree with the follow statements regarding the 

storyboard you saw earlier about Patagonia. 

 
 

Please indicate the extent to which you agree with the follow statements regarding the 

storyboard you saw earlier about Patagonia. 

 
 

We would now like you to tell us how you felt while looking at the storyboard for Patagonia. 

Here we are interested in your reactions to the storyboard, not how you would describe it. 

Please tell us how well each of the words listed below describes THE WAY YOU FELT 
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while observing the storyboard. 
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Attention Story 

 
 

Next, please answer the following questions regarding the storyboard about Patagonia. 

 

 
Who is the founder of Patagonia? 

Douglas Tompkins 

Yvon Chouinard 

Lara Merriken 

Travis Rosbach 

 

 
What was the founder doing in the black & white photo of him? 

Playing the pinao 

Deep sea fishing 

Rock climbing 

Skiing 

 

 
Regarding the gentleman holding up the jacket, what color was the jacket? 

Orange 

Blue 

Black 

White 

 

 
What color is the hat that the long-distance hiker is holding up? 

Solid green 
 

Different colored stripes Solid 

pink 

Polka dots 

Not at all 

(1) 2 3 4 5 6 7 8 

Very 

much (9) 

Active 

Alive 

Cheerful 

Delighted 

Energetic 

Happy 

Pleased 

Stimulated 
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What is the occupation of the man with the orange jacket? 

Writer 

Teacher 

Singer 

Engineer 

 

Attention Control 

 
 

Next, please answer the following questions regarding the storyboard about Patagonia. 

 

 
What is the little boy doing in the first scene of the storyboard? 

Jumping on the couch Sailing 

Swimming 

Biking 

 

 
What color is the little boy's jacket? 

Black 

Purple 

Green 

Orange 

 

 
All the following sceneries were shown in the storyboard, EXCEPT: 

Snow 

Farm 

Desert 

Ocean 

 

 
What is the Ski Patrol Officer doing? 

Saving a life 
 

Scraping snow off a solar pannel Cleaning 

her skis 

Snowmobiling down the mountain 

 

 

Which slogan appears at the end of the storyboard? 

Follow your Heart Sustainability 

Saves the Earth Never Stop 

Exploring 
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Repair is Radical
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Demo 

 
 

Finally, we just need to ask you a few simple questions about yourself. 

 
 

How would you describe your mood right now? 

VERY BAD VERY GOOD 

 

 

 

I have high self-esteem 

Not very true of me Very true of me 

 
 

Please indicate your gender 

Female  Other/Decline 

to state Male 

 

Please indicate your age 
 

 

 

Is English the language that you speak at home? 

Yes 

No 

 

 

The following question will IN NO WAY affect your payment. 

 

Would you like to participate in a follow-up study in a week? 

Yes 

No 

 

 

If you answered YES to the question above, please provide your MTurk WorkerId. 

 

 

The following question will IN NO WAY affect your payment, so please answer honestly. 

 
 

How carefully did you review the advertisements early in the survey? 

Paid no attention at 2 3 Paid some 5 6 Paid very close 
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all (1) attention (4) attention (7) 

 

Thank you & debriefing 

 
 

Thank you very much for participating in this research! 

In this research we were interested in how people interpret information about products and 

brands. 

 

Please proceed to generate your completion code. 
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APPENDIX B: TIME TWO SURVEY 

 

 

Default Question Block 

 
 

DISCLOSURE FORM 

This is a disclosure form for research participation. It is standard for the University of 

Arizona and contains important information about this study and what to expect if you decide 

to participate. Please consider the information carefully. 

You are being asked to take part in a research study. The information in this form is provided to 

help you decide whether or not to contribute your opinions as part of this study. The purpose of 

the study is to understand how consumers think about advertisements. 

Your participation is voluntary. You may refuse to participate in this study.  If you begin the 

study, you may leave the study at any time although you will not receive payment unless the 

study is completed. There are no known risks involved. There is no direct benefit but you 

may learn about consumer decision making. We anticipate no costs apart from the time you 

spend completing the research. 

Efforts will be made to keep your study-related information confidential. However, there may 

be circumstances where this information must be released. For example, personal information 

regarding your participation in this study may be disclosed if required by state law. 

Also, your records may be reviewed by the following groups (as applicable to the research): 

· Office for Human Research Protections or other federal, state, or international 

regulatory agencies 

· The University of Arizona Institutional Review Board or Office of Responsible 

Research Practices 

If you agree to participate in this study, you will not give up any personal legal rights you 

may have as a participant in this study. 

For questions, concerns, or complaints about the study you may contact Hannah Watts at 

hannahwatts@email.arizona.edu. 

For questions about your rights as a participant in this study or to discuss other study- related 

concerns or complaints with someone who is not part of the research team, you may contact 

the Human Subjects Protection Program at 520-626-6721 or online  at 

http://orcr.vpr.arizona.edu/irb. 

Thank you very much for your consideration of our study. 

NOTE: You must be at least 18 years of age to participate in this study.   

 

 

mailto:hannahwatts@email.arizona.edu
http://orcr.vpr.arizona.edu/irb
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Strongly 

Disagree 

(1) 2 3 4 5 6 7 8 

Strongly 

Agree (9) 

I like this brand very much This 

is an excellent brand 

Next time I am in the market for 

outdoor clothing I will definitely 

consider Patagonia 

 

IF YOU GIVE YOUR CONSENT TO PARTICIPATE IN THIS STUDY 

PLEASE CONTINUE. IF YOU DO NOT GIVE YOUR CONSENT, PLEASE 

CLOSE YOUR BROWSER NOW. 

 
 

Before we begin, please enter your MTurk WorkerId into the box below. 
 

 

 

Welcome to this study. In this study we are interested in your reactions to a few 

companies. Please read instructions carefully to be sure you will know what to 

do. 

 
Evaluations 

 
 

First, we would like to ask you a few questions about the Patagonia brand. 

 

Please tell us your response to the Patagonia brand, given that its price is affordable to you 

 
 

Please rate the Patagonia brand on each of the three criteria below 



 

51  

Strongly 

Disagree 

(1) 2 3 4 5 6 7 8 

Strongly 

Agree (9) 

I like this brand very much This 

is an excellent brand 

Next time I am in the market for 

outdoor clothing I will definitely 

consider Patagonia 

Unappealing Appealing 

Unlikeable Likeable 

Unpleasant Pleasant 

 

 

EvalOrder2 

First, we would like to ask you a few questions about the Patagonia brand. 

 

Please rate the Patagonia brand on each of the three criteria below: 

Unappealing Appealing 

Unlikeable Likeable 

Unpleasant Pleasant 

 

 

 

Please tell us your response to the Patagonia brand, given that its price is affordable to you. 

 

Cognitive Eval 
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Not at all 

(1) 2 3 4 5 6 7 8 

Very 

Much (9) 

I feel that Patagonia is an authentic 

brand. 

I feel that this brand shares my 

personal values. 

I feel connected to this brand's 

purpose. 

I feel this brand represents more 

than the product. 

I feel that I understand why this 

brand exists. 

Please indicate the extent to which you agree with the follow statements regarding the 

Patagonia brand. 
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Not at all 

(1) 2 3 4 5 6 7 8 
Very 

Much (9) 

I feel that Patagonia is a genuine 

brand. 

I feel that my personal values 

align with what the brand stands 

for. 

I feel that I can identify with the 

brand's purpose. 

I feel that Patagonia's purpose 

transcends its products. 

I feel that I understand what 

motivates the brand to produce 

clothes. 

Not at all 

(1) 2 3 4 5 6 7 8 

Very 

Much (9) 

I enjoy outdoor activities 

I purchase gear to help me 

achieve outdoor activities (i.e. ski 

jacket) 

Not at all 

(1) 2 3 4 5 6 7 8 

Very 

much (9) 

If I know a brand's mission, I am 

more likely to purchase that brand 

I have chosen a brand in the past 

because it's values align with mine 

 

Please indicate the extent to which you agree with the follow statements regarding the 

Patagonia brand. 

 
 

Demos 

 
 

Finally, we just need to ask you a few simple questions about yourself and your experience taking 

this survey today. 

 
 

Please rate the extent to which you agree with the following: 

 
 

Next, please rate the extent to which you agree with the following statements: 

 
 

How many pieces of Patagonia clothing or gear have you owned now or in the past? 

None One piece 2-3 pieces 4 or more pieces 

 
 

How would you describe your mood right now? 

VERY BAD VERY GOOD 
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