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Effectiveness of narrative advertisement and practical proposal
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This study is about what kind of story elements are effective in narrative
advertisement. As a result of review research and empirical analysis, as an important element in the
narrative advertisement. 1. the similarity between the protagonist and the receiver, 2. the
causality of the story, 3. the intentionality of the characters, 4. the composition of the story, 5.
Spatial proximity, 6. temporal continuity.
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