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The purpose of this study was to examine how elements of narrative advertising influence the cognitive
processing of video advertisements. Results showed that varying levels of music and branding in narrative
video ads influenced cognitive resources allocated to encoding, arousal, and attitude toward the ad and
brand. The findings suggest that the right combination of music and branding could potentially improve the
effectiveness of television and digital advertising.  

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by University of Missouri: MOspace

https://core.ac.uk/display/62784441?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

