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FRIE S M F B2 0 £ Z 0 R IEAT T AT, AR IR AL A 3T T EHr AT 7 230, 5H
BTRFETHIBINE R ERB G CEIG, RER B THFEHRIT AT ARG ERB T
ABARRAT G Ty @ AR A A b 53232 AR F BRI T A RBRET AE L iEd, A
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HEA2 V2R IR, Bl 8 55 4 BRA LA B T B I ) PR 2 Jo , A o 5 A8 0 P 5 e R s ol S
A ARG , C 2R A AR A T 3 56 4 v T TG ) B R AR o XS A AR, Al 5 ZE 548
WP e 5 BB A BB A B B 0 T S 5 A v BT M 73 44 B RO 2R I B IR oS AR (Rolf
Jensen )\, 21120, — G Al A LI 122 EL A 199 e 8 1 B R A0 A BLA 5 =R 1)
J1:.20174E5 H 12 H , (b SR Y4 ekttt I g TS0 8 3s , b b R (.5 00528 £l Bk
BESON K PR M TS B 20, B 7EB FAr B S e B4 rh R s o il e 40
IR TE RS A7 B E 4 (story maketing ) .

ks B HA: 2017-04-05
EETH: BER ARAFALE ERA (71571087) ;) A4 A XA H4F XF A (2017A050000184)
EEBN: F2M(1972—), %, B A X F LR FRHIT, 4 57,

AR (1991—), 4, B XK F TR FRMEHR L

FNER(1988—), B, B K FEF L PR LA A GRIER);

RAEZ(1987—), B, BhXFERFrilLmat;

HRFE(1991—), %, B kPR IR LME L,

il

FEFHIH B A R 0y B2 A A T T
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TEIHT—LE T2 SRR, BT A B LF- 45— A i s S A — SRR RO, ]
AT SRAB BTG 7 e o AT AT SR TC T ) 18864FAE 36 EIEAE LUK , & IR T 1204F Z A
PV HAZ OB AT AR B 1 Y% RS O ——7XR ™, F RIS 22 R — K
BT A DRI AE HL 1B BE A TX R ™, i AILAR T SO A A, 51 T A T3 B A g0 A
IR o BTy M AL AT, L A A ERR OISR B = KRB Z — A4 AT AT ARSE AN
FSUE B S i H O RS S R ILRF AR D S O (EDOURI Y R gt 3 rh kg T
ER L S A v RS B M 8 i R, R (e 30 21 55 o i R ) S DR 9 IR e o 1R
B 22 B IR A Al AR5 S B 6, AR Wl DAaE H., DUH 935 bl BIE RERB 1 TH S 5 =
5 B s M2 0T 2l PRl 8 3 s B R AR T 2 B RS A AR A R

A2, JA T AT LATE A 5 R A AP T 22 AR g 7 H I 0 O BEALR SO AT 4
W 7 e 1] FH S B B T B PR e 2 1 [l 2 L3R (], AR SO 5 X A SC SRR B AL 2
TEA G 2R Al R R B LR, DTG A A 245 il 005 S, T T 9 A
5 O B R 1] B O 2R DA R e 8 B AR T 9 PR Ay PRI , i 1 e e o B4R T
TH P R A S B I, F X AR BB A T B

=, MEEHRE

O TR A Y Sk, Bifi 5 A= T 5 1 R T A BRI B 4R . 197 54F , Mitrof AT
Kilmann B YRR 4 15 | A2 SV RS, B R MR & 1 Al 933 5 20038 i A B 2 B
HTLZVR S SR RASHATE ™ i T &, I BB Bk S A 40 Bl E S Al 20 v
HAN T 2 i, BT h g W T 60288 7 it AR 55, iR o AV B T T A T 9l 3 it 5 4
HAE R T I A Ry AR A C I 9 R LAY T H (Thompson, 1997 ; Shankar%% ,
2001 ) o bS5, B AR I R A 53 Qo388 Aok R A T T B S T 2 Z DGR | iR Ak
IRAERIAR S o S AFR , Sl T 4480 o] S 1 28 A AN S 1) L, DR B B e 5 | A Al s s 4 L 1
WHE R E MEZ LS 7w ) LG, B M4 78 1 5 LA AR it . JE
Holt(2003 ) JUrist, i R R RE LE T 2% 4 AR AT — b R AR (ARG | DA T {68 it R oAy 7 9% 280 H ) —
PRt (icons) o BRILZ AL, |5 SIS AFAY T il 26 ) & R PR R, O LA X 2 2 ek il 1)
IS FRAAUEE) 4 (narrative advertisement ) o {H 454508 A WF 53 M B8 T 44835 18 2 & an el in T4
R E R B SN RO, DA AR T B AS IR B B AR RIOR

Bl 2 PR B 22 B Ik, 50T 5 B e R v 99 2 2 TR B35 37 1) PR . Papadatos (2006 ) TA
R ER A PRSCER SE R AE R — B DG AR I Bl AR IS A TR T PR R
IR AAZ OB, B2 T RS 7 i () I AR B, DA T 8 3o ot R T 9 2O TR TR 42 .
FHAFRT BRI 4, S PR IR T 5 S8 A i 2 7+ 5 12 AR I AT, A
MSEEL T 7= 5 B 25 AR SR (van Laerds,2014) BT R, 14 3% 3 W S 5 R AR o1 J& 7 T S
—F I 2R R K Mooy FIRobben (2002 ) 48 Hi AT Y1 9 1A 55 /2 i M #2 /K 55 (mediated
experience ) FIIAE TGRS (lived experience )ZH B Y , [BIFEARIG SR A TS, AR TR AREE N 276 H H
AT T AR AT TR ZR AR5 () o R S B gl 2 4 (R B AR 00 RN A= 6 AR 55 A T 205
SE3E  Ad R 0 32 & A AT A2 . W Chronis (2008 ) FEF 5T H & B, A AT T2 Se By AR A 5 0
PURNZE 36 UM i B 25 11, R LA S5 Ak, DA TR e S5 R A7 A 8 o T DA, ZE ARG 28 B B
BB BRI S BT PRI, LRI 2 R A RIS S A —Fh (1 By
FIPARTS: , 38 B 3Tt .
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=, MENEX MBERERMER

(— ey E

TEPRARAT AR MO E B, R AR AR (story ) AR AR Y~A B 20 TR 2GR
85 S, AR AT DA 14 71 2R S HEA T 5 o AR SORE RS LA ) e e SCHEA T LB, K
AT L& BUER (narrative ) HEATHEAT , JF AR AR AR X ilesin AsE o

PATERYBITSE EZEN LT = A B SO A S5 — S T S S AR 26
TR THERAEE FB A T 8 = TR S M Z AR R (B R
RUPRATIT LA I, BARSA2 B X T AR 4 1 T AR B REZHCEEH N,
e e — M T BRI R B E B 48U, 2 A TS AT

x1 MEHEX
&S 3k E X
Hopkinsonffl
Hogarth-Scott SR X B SR
(2001)

TR \ — -
AT S e Y N T e e S T T I S e ORIy S
TR | Simmons (2001) | -4 6y o iz e 1 5847 25 3, BTN AL

MaxwellFi TR 32 , AR ST 0 T30 AT, i e
Dickman(2007) | A MBI AR AT M [

Boje(1995) | BT it LA & b Akl il i Ak ey TR
McKee(2003) W SR R TR AR NG R R UL S A 4 AR

WO JEBCTE BT T A~ TP B 22 51 P A D TP AR 2 A e 51

Bennett(2016) | = sy 55 SR LA i
TR [T LA 7 SCHE CL b, ABR B L e AR BT
FE A W S LA A2 2

BERTHE | Whytefl OSBRI SE A T A A, R 1 AT R ) O R A TR 1Y
Classen(2012) | 3k

R R A D SR B SCF R IR B L R GE, $2 B a) ¥
Bruner(2012) GG A e BB R E AW A 1 R R HE S R
Ji& eSS EALS TG hE) S = AR

Padgettfll AP R R AR 09 2, Qs 5 i A R A
Allen(1997) +

FTAE 5 | Shankar?:(2001) | AEE A E (stories ) .43k (accounts ) & it (tales ) 8434 (description )
FZIMHRAR | Vincent(2002) | A FURPFECR A A 1 C AL AE DRSS

R R YR A B 7 i, e X — DR — R R i

van Laer 5 (2014)] e oy s 1 btest i Hont BCR A 20
ﬁ;W%% A WO A L5 S SR A S T P R R T L

KT SHCER Z B R — BAEP B AR E I AR TR —3 5, s H
TR G E B RS ZEYRSES (Vincent, 2002 ) 5 1A LERF 5T 25 WK g 5[] T4,
TEWFIE XTI AR FEAT ™45 (4 [X /3 (Shankars: , 2001 ) (ELAGE CILH 1) o33 BEA ] (R 6 1505 3K
FEFEA A5 X — 403k ) A 9 & 83 TR 24 Thompson (1997 )TA Ay , 401 YR T X6 ik 35 0 i B A
BSAM, B LA 2= S — A IS ARG N 20 B R8T A
H AR Z R ST AE AR IERE F van Laer®s (2014)48 H |, Seg5 JE Pk =i & pr ) i
B 7 i SR X — SR B — R G AR T A DU B R S R 7 9% 2 L

FEFHIH B A R T oy T2 A AT T R T

129



130

T T B R SRR R TR

25 ERTIR SRR — AW R R Z 4RSS B R AT IR B N A A B ] LIAE S —Fh
P T H AR RN AR B B AR NI 1 B9 B2 R3O T S AR I8 A A% L 53
(van Laerd,2014) AE0 T H  AEMARZ L, S 2 IR F A B BRI A 500 O ik
(Thompson, 1997; Shankar$,2001 ) . 7E T & E 8, B854 1T LATE o S B B A% a8 AR50, M
R (van Laer®:,2014 ) IR, #Evan LaerZs (2014 ) % #=h FAL S 1) 8 A EERE |,
AR SO 26 AR A S s W R RO 3 A LS R A s A R S A AR I R T L
B IR ™ i IR S5 B S R BB 25T O AR A R i SR A B (AR
G5 ELIA AR o AR SCAARTS: () £ BE XTI i E A T BT U0 = A R S R — 2 AT 9%
AR R, SR RE R R A B N AR B Y T TR IS A A B R, oAt A B 1Y
Tl SO BAT I P RIS i E B, 5 2 N B R LS N FHASTC T, 56 TR 55 A B A ik
5 SCHIE T E ol ; =R ARSI R RADE S R E , N EAE S £ 5 W R E
FACSEAIL A , AT (%) 7 B 25, A R TR A TR ST 5 O 3L

(B S E R

Tl (ARG S 22 AT IR LS 8 7Bruner (2012 ) B S48 1 I — AN i WAt . —J2 AT
5J1 5 W (the landscape of action ), FH AT TE 1S 2 19 55 A8 4 2 F AR Al ; — 2 R IR 52 (the
landscape of consciousness ), {H 2% I ITR A T i e A4 Can £ A MO A9 BN, 78
PRSI H SR BT BN SEBANABAT TAR L) B AR o 3 P Fr AT 5 8 - Al i ANELRB (A1 7= A 1
23Ny SRS AT A AT B AR S  Escalas (2004 )TA A% 5 T84 . b Ta] 4550 Al 358 = ()
G OBRIRES JE R B AR AT AR ) SR X TR AR R L, I B ST 4, R
TACHZ A= A= 20 b | [ Y 2R O E (2006 )32 s i AW 6o 350w L Eag it
IR (= SN X2y S | DS 8 R I i B A5 £ o O Wl e o et e S0 =% 1 o ) N i £
ARG T A B R X BRI s, ] L S M R, 45 B KonigMllvon Borcke
(2016 )45 FYBCER A BUEE R , A SCA AR B TR A = RERN T HAIE R R E
Y, 3% = RELZR e Bl 1T B AR XA

1. BT o BN R PR AR YRR T % — R AN F A XRS5k — R p
GEFNNA) L, B NP b i 32 i Se PR AT B e o€, N TTTHE Slilde 3 [ i i JRe o [RI IR , 3 S 7
e 5 7~ NS BE RS S VE R 18 12 A 3l BRI (A2 AREE & A TR A R R Tl 1)
Yise , WA U5 B 2 0 1 ik S5, AT 51 A 52 AoTlse s () S8 5% an B ek A 7e 8 21 A
SMERG A, e 1 FHAA BRAGSEUR , SREA T sl fifp )8 (McKee, 2003 ) .

2. BRI B — RSB R R I A, SIS e A R B Qi 52 A
JEE 7 R 32 A A g e a5 R ) 8, 38 78 2 A AP RN ShATL o AR i R A B , THE SR b iy AR
AT LA R R G AR 9 2 SOR R F O — M 2R RN o ELAT TR R (4 7™ il R R BB 408 i ik
NZERY B LA (Tsai, 2006 ) , 5 TH 32 A TG R R A [R]ECER 8, D s i ) TR FH R A
Y1y 2 25 T a7 RN B g X A tHE AL FEFR AR A AR DT e L B H AR
(Escalasf1Stern, 2003 ),

3. T XU o e AR AR ) AT TR i =l e e i A, ol i SRk
FH A BT DI RR oy AR DG A A R ARG ¢ AR RS f i R b PR
PR IS XA, AT R T B B S D T 0 T L, DGR B e SR T e B 2 A i A 4
o] L HER T P B T 254, (8 208 B S (S RIS AL &) , R A s vk S8R
H %2 (Konig#lvon Borcke,2016)
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(=) HeEE 2R

BB RSN R H A URIR AN RSB e, DRI 0 B8 T RS A 22, AT B
MR W) 2 B A B R SR 9 o AT RIBIF TS A AR I A [ RO BIFSE RO R i T 4028
ANARCEFR R e S A LR | B PR X SR 2R AR TE —E R AT BT ATiE
PO I BRI 2R ER AT I T HR S THN B ARS8 B ilcef 5 8 o B L, TEAR B AT e 26
PR L, AR SCHR PGS A O IR BEAT 70208, 2 AT 5 B X0 g8 TR A e 2
HH.

Tena (2014 )82 T HCHF 09 =ML OAEHT : — R I RA TR B 047y ieF LB 3R
L BUAELL BRI AT RE A AR B rh T AR DME , FRATIIBHLR , BT T T AR
MAEAEARYE A A5 23 04 Ay O SR AR AR R 94T D SRz o —JE Bl = 2] e 2 rAF:
FH MR ST 2 ) FEAZ A )7 38, Kadembo (2012 ) N | i 5 A SBRAg ANVE 1A
(D AZ A o =SR2 SRR A5 AL AN (U - Reamy (2002 ) DA K B A0 FE S A4 A R ATk
AR 0 SR TR A S R Bl A R AT & B
AR AR AN E AL (Chung, 2007) o Fir LA, B AR ARSI — N TEE A, W23k
ARSI TR 2R

I, ARSCHE AR ) =i - (1) LR Gy R it se , 2000 Ah s A B ) 4 R D
T, 0 Rt ™ b RS AR IR A JRE L B SR N 5 (2) it ™ i s I 551 B 5 7 2 R
B3, THE AR AR REACE N I A0k (3) dh R B e B i R Y
AT T 1078 228 13 Al B R i (5 B 3 T A Al A (D0 o AR RO BIFFE X0 i )
IPIERIA S T R N A AR DL 22

R2 MEEE
Iy RbRiE Bk €SS
kR HopkinsoFfHogarth-{ (1)ZFE AR ; (2)IH S8 & HIH T4 ; (3) I TR TAEZ 5 (4)id
" | Scott(2001) ERHT B HRIE | FE R A B

S, JIR#K(2003)
SHIATE] | Simmons(2001)

CD“FIEWE R 5 (2) A AL B s (3) Bl ; (4) Hifs
s (SOFTS N R ; (6)“TRAMEVRAEARAT A"
(1) AE R 5 (2) b ZHZURC s (3) B s (4) iy
FE RIS (5) SRR 55 S ERCE s (6) MRS HE R Rl
(7) Al FR B AR ISR 5 (8) i 11 2 ke 5 (9) MRS Nl
(10) dh il St S ilcef

mEEEL | B6EE (2006)

[ € i i (1) SRR B AT A 5 (2) AR fh ol MR 557 B R ST 2 Y B
AR ShZ D ; (3) i R R

H TR Z 225 gl e RSB T 2R R BB T, (EZ T RS S R 5 e i o3 288
HFEAEIRYE O T G X 53— 35 RN PSR B 8, FRATDR 25 0t L B A L NS R 2
Z 8] B IR FR AT X3 o B — , al U AT S S A VR AN TR 56 B8 4% 25 (American
Marketing Association )% i A9 SCUNF : SR —F A FR Anid 55 kT, FRRRBIT /Y
[E] 1407 it B8 I 55 22 ) ) 2 55 o o R e = AR 2 Al £ B AR DG 9 745 T PR A SC A DT 3l A e S
PALAETE B, 38 3 DRSO BT A 3 it WA R 5 B U2 ™ S R 55 B0 R 25 SR A Lt R A 7 35

SCAELL B AN (B & B AR o T SC [ 5 Db 2o 0 ) 4 B R SO« T 5 SR B i A A% 4%

Hofe & H AR AL B 15 e, SO AN T 5 B i Z S, Y5 R AT sl BB 45 )

FEFHIH B A R T oy T2 A AT T R T
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WO 22 M O 1A T B8 AT, R = i 5 |, (e e A 80 i, B IR TH 9 5 5%
JEARSCET™ i o SHE A RN B B = Rl ) B 2 20—, 3 BRI o dh R Y
PN RS A R R R AN (5 B, DA R — 045 ot B BB R AR OGN g ) i
S T 5 A RO R ShRHIE , LN A R BUS E 2 0E ATR AT B, 9 0™ iy
G B 7 B =, N Z AR R, ) AR SR S i i A i — T B HLAD
JE AR L B T Bl A RS R R A SRR, ) SO T RS A S S R R R, A
AR 7™ A By B A 238 [R50 T 35 P R AN (ELAY R BRI 28 3, R i it
I BRI R AR SR o I R S b, ) s B A S S AR 2 4 ol RS G R i it
WRARL, 91 B T B D TR 2 ) 15 TR 2

M. EEHREEEEREH OV

e B O AU — RO 2 RIS Tk IR A5 T2 AT AR B A T LIS T 9%
F ARG WE 2 AR 4B 3 B L T RUER AL i B2 (narrative transportation theory ) A1 R 71 ¥ 3¢
(archetype theory ) , Xt 75 B THIE 9 2 1A 56 0 B R A T 4R 1)

(— )& (absorption ) Y.Ly BLR S HE I 2% TR Tl FL o i i ik

W BB R —Fh L 1 O BRAS TR 23 A Dl Ja o AR Y BB e, X Fh &
B IR S AR B AL RS P 2 R I, L TR S0 A T8 B e s I s A
BB I BB AR sz 2] — M N FE R PR B S S BUS AT R iy ek s
(Green, 2008 ). GreenFBrock (2004 ) 7EM 5% H1 & B, SUFAL RS 5 W BB 8] i BEAH DG, JF:
HIE S H R AR 2 BRI AT 2 88k I, TR — @ B LS 3 AR B
PRI SRR A AR, 3K T 2 AR 30 f MR )RR AIE (Walls %, 20115 Kim &5, 2012 ) , 231 28 Bk
TR A —FpR B O BRIRAS VAT, Tk EEEA LU A T HE P R

1A T e L i R O3NS T 28 230 T T o A S A IR o AT HE R 1 Tk
SR, T B BRSO s AR X A BR S (Green Ml Brock, 2002 ) , 3X 2%
VD FH T oAb At a0 B 2% A i 96 R Slater FIR ouner (2002 ) 78 32 56 Fp i FH L S2 ] AT T
IS AT RA (SR IE B G5 R Z AN S X A i o8 JE WS EA T e, PR R R A
SR A S A T =37

2. XM AN A ] W R T 2 F R B O R B At 25 )3 8 B 75 2 N R S8 Br Eoh
AL T 24 Bl A B S L2, T LLE B FRATAYIE 4514 %5 (Cohen, 2001 ) . Slater il
Buller(2003)7ERFFE th A& B, 2578 2% & A RIS AW ke , Ao 50 AT GEFE 2 s = NPy fa B 1)
AT T 2, BER BEERR 1 IR 2T 15 A B A, TR 588 A TR Ml 3R T %8 A &
Sl NP ARE , LR AT Re S R A E ST IH A & (Giles, 2002 ) , AT 2 AT
VA B R T 2

3. WRENAAE 2 SO A T B TR AR R AR A v A T R P B X s AN
e M), 22l AT TR ke A0 A S, i o 21 A 1 2 1R 36 (Wakefield 55, 2008 ) , IX AES
T R SRR AR AR IS 7T oK o 75 Oh  IMRTE IR S0 B —Fh A a0y T 2 i, 237 AR B i A TG AR
G5 A SR B, DT S A6t i) T 7E AR SR RIS (GreenMBrock , 2004 ) . ATE A BIFFR R I , L
SIS IR BB 5 AT EUAIE 28 SO, IR H 52 A BT AT TR 285 B A It 25
FEAEARK B0 (Edwards%, 1990) o BRI, S0F- 5 B RE RS M I 2% 5 A5 46, fli At (i T 50 G Pl /g
X it L B8 i 7 A A R B AT TR
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(LI e Rl O R R B i J 8

S Y SR R RE A8 fih S B 5 B R R R I, 5 | S T S U3 oR S AR T 21
ACAE ZEAR A b R S5 , BEARBEAT— b il BRI o T SRR T 9 e SR AR, 2 i
IR LB R, GBS | 11 S B R B AR A Y 5L

1 e rp SRR A\ SRR E ORI A O BRI v, I8 (archetype ) & di il 2 B
Wil g N AR 22, B R AR A RO A Sl 8 A A% T Sk il e KAt ) o HE
KEIE G LT A B b A i p s v () Bt 2 A B IR 729 (Jung, 1999 ) JE A e
TE T RS 7 2N, B — i R B0 A A N TR, ST T AR B B 175 B0
I, 2R ORI IS ST B A4 S R A8 1 A0 7 Ao A i RS RS o, 7 i AL i o U AT

ARG R 4 T L ol A BT R B AT DX, S iR AW 94T S RAE AL (Peras

2016).

V2 A S RE S 2 AN TE QNS AR AT AT AR (22 245545 (Bacon, 2013), R LE T &
ATAE b s iz R ALV RE T BAT W5 | 7 AR R, 1a)3 9 8 R B T R A 1 IR 42
TIEEF 25 (Mark FllPearson, 2001 ) o (AR50 JF A2 AT 53R PR SR AR 8% 1 —F 7 20 (Woodside
55,2008 ) o FIIL , LT 2% 5 7RSO AR B0 30 R | ok S 9 28 5 S R 2 IR A IR, B4 ) F & A
THE 2 R

2. JEAVALSG AT DU Ag T AT B IR HIE SR AR o SRR AT e AT A R A 35 v %) DRI A S 8
H#r . Jung (1989)IAN , SRR IR S m FRAT T T3 BUE B 1 . RZ B B i JR i
N, FESEFR AR BE L At ATTARSS ) ok N o TE AN 2y s B2 ZR A% (2003 ) fr i, BAR B AT B4
NN AR Z AR AT H R ANARRR (AR T2 AR R Y, R R e 1 R A 18 A
JIT 28 7 B O AR o ANATLEE: 23 TC B TR T S A, 3 R S e i A0 R TR B, I
JE H OAE TR I H =2 A7 3 T 1T PR A JER D A2 0 9 8 FLIE AR Y, DR i
TR ST B 1 —FhuC BRAT R, SR AT T TC S JC 2R e 2R AR 1) — S R A PO B

T 2 77 ity R0t R v g R A e g 53 2 AT IR LGB SR SE AR WE 7Megehee FlI
Spake(2012)4 T &7 it LA AS T, IR 2% 28 (A 5 it L it 70 Fo LA, 4 PR D AU 22K
(visual narrative art)iX — & PEAFGY T H A58 T 1M 204 A 01 il gs et 2 2 —
il i Z A AT 2 Can e R T BTAR R SRS IUSIURIAS ) 2 il O s R T A 5T
Tk IFE RO GE B R B A B SR AT LUE 7S T 2% 38 Al A6 A A2 580 I mT 40
k. (Woodside, 2015 ) o i FEAT & XUBE A BRI B KR H1 44 42 Sl L, JHL it L R B0 5 2 A T i
TR IR S AL TS A F G BUR N A 1 15 2% ) . Megehee MISpake (2012 FERFZE R L, 11 93
3 o A SIS SR R A AR B0 B FE T4 8 B O T — N AUk A B R Ui
“FOEH I, F VRPN ER RN T N E TR SR E R T e E T &
R JERL, IF Bk A S REA T 515 B A I BB KA TR EE T o X PR 2 R 1 1% 1234
5| T e BB TC B TR ST (e o 0 Vs R ), DB SR = AR A T

H. ZBBTR

AV AR E A R, Qnfer AT B R0 0 AR R EA T RSB Y R — R AR R )
R o VIR 8 B A 5 K 22 BB S A e s M T 2 2 A RN T J I, A AR T 9 2
B R AT o PRI, AR SO 2 (AR I6 X R A i Al A 7 5 = 8 4 1 SRS

(— BB JRRY 25408 A3 ik g

RRAEE R E AR ZHT R I, A2 (R8T S R 7 B 2 T, T PRI LA

FEFHIH B A R T oy T2 A AT T R T
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PRI AT TR TR AT 2 W 73k [ 8 5 RIBI A 2 SOME BT R o S A 17 Tm1 2%, A
Rk AR GRS RE AR SR FALET , RELEIN 2 5 Ak R R 3 A 3% RIS 2 Je A —F
VA T XA RER R I () B 1) it R o T LA, FRAT T 1 SE 25 B 2 A i R 3 — S B g A U
PR %) S AT, FERARD T R R B, F T4 s M BGA (PR A RS I P 38 BE R 2 R
b, BEE A B O O TR T SR B AR O

AR 2 o e = Xk B A, — S A N A R R R P DA A
H R H I, 7EE R PO A 7E— R L REASHE 5 B U T B O A R —
EUBOE AT S 7 A o R BR AT R, BB A5 4 A 2R 04 9O R AN B O AH R F B2, IR
TR B 8 B B R Y RS T % TEME SR IR Z b R B AF A BARSZ Y T SR
TR WA S B RO BT S B AR R AR B, 6 TR R A 255 R R A4 52 T
BT A P AT I B9 R U RE 5 | A AT TR Z R VB

() AUEREIEA  FT 1 A0RR 09 2 R

PUAE S T HE T 08 PR I8 075 B TR ms , AR AL AR T 7= SR I8 AR R0 D R e T AL s 1A
By {H X e iR AR RE NS SR A ARG B 2 A B, A P11 2 A B B3 A RE RS IR L PRI , 16
FRIEHR S B IEIEAN Tr EH2E  C AR R, A USRI X G5 = A AN R R EE Y
S o FLSE AT AT AR L B AL e 4, G T SO B, 52 H e IE A G ok B 7 I
LG, AT R AL RR T o — ke sy BN 4 Be 5 il nT AL B2 an SRl an &l
A Bl I8 A0 2 A DA B S TS A BLIE A S, A R B BRI — A
(Buchanan-OliverfliSeo,2012 ) . Al It , A AT A TALSE AL HE (IR, AT LUK T % 4 SR L0 Ry
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A Literature Review of Story Marketing from a Perspective
of Improving Consumer Experience

Li Aimei, Chen Chunxia, Sun Hailong, Xiong Guanxing, Xiao Chenjie
(School of Management, Jinan University, Guangzhou 510632, China)

Summary: In the experience marketing era, focus on consumer experience and the creation of an
unforgettable experience for consumers have become the key to successful marketing. Story, as an
ancient form of communication and thought management, is an important tool for preserving memories,
sharing experience and communicating emotions. Nowadays story has become one of the most effective
tools in marketing, and using story marketing to develop marketing strategy is progressively more
important. However, the use of story marketing in creating and enhancing consumer experience and how
story marketing can improve consumer experience have not received much attention and in-depth study
in past research. Therefore, we explore these issues from a perspective of consumer experience. We
propose a different perspective of story marketing serving as a psychological mechanism improving the
experience of utilizing goods and services, through reviewing the existing literature that defines the
constituent elements of narrative and the relationship between consumer experience and storytelling.
Finally, we discuss how the contributions of our study apply to both theoretical and practical managerial
implications and future research directions. The concept of story belongs to narrative research. In 1975,
Mitroff and Kilmann first introduced story concept to the field of organizational management. As stories
became more and more prevalent in organizations, they were packaged together with products and
services and became brand marketing tools. In our present discourse on story marketing, it is necessary
to have a definitive meaning of the concept of “story”. Although past scholars have proposed many
definitions of the word story, they have not defined stories from the perspective of experience. We
define story as not only a tool for storytellers but also the experience of partaking in the story itself as an
audience. Story marketing refers to the experience that products, services or brands provide through
storytelling making for a much more perceptually concrete experience. In summation, story is a multi-
dimensional concept which can both refer to the content of the story itself and can also be used as a
practical tool. What are the elements of story? Based on the story elements that Konig et al. (2016)
presented, we consider that as a marketing tool, there are three main elements of story which are
important for creating stories. These three elements are story plot, story character and story style. On the
basis of mediating existing types of story with their marketing role in storytelling, we categorize stories
according to their central role as proposed by Tena (2015), making it more in line with story for
consumer experience marketing. We propose three story types: (1) brand identity and behavior story,

including the development course of brands, involving the origins and development of brand products,
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services and related aspects; (2) brand products or service information as well as interactive elements of
experience concerning consumers such as brand spokespersons, users and the public; (3) brand
archetypal story, which refers to that stories are not only used to convey knowledge and information on
products, but also to spread the values of the parent enterprises. We believe that narrative transportation
theory and archetype theory effectively describe how the psychological mechanism of story marketing
works to enhance the consumer experience. In narrative transportation theory, the mental state of
absorption elevates consumers’ sense of pleasure in the imagined reality. To maintain this focused
mental state, consumers lower their cognitive resources for analytical thinking. And, the identification of
characters in stories can serve to meet needs of self-identity and social belonging of the audiences.
Furthermore, strong emotional responses to stories can satisfy an individual’s need for novel experiences
and improve the subjective appraisal of past life experiences. In archetype theory, stories allow
consumers to consciously or unconsciously experience the archetypes in stories. Archetypes in stories
have deep evolutionary roots. And the archetypal experience can encourage individuals to consciously
pursue happiness. From the perspective of consumer experience, we propose our strategy of story
marketing. First, archetypes are utilized to find a suitable theme. Second, it is important to take
advantage of the strength of the chosen medium to create a unique consumer experience. Thirdly, it is
necessary to provide consumers with a platform for communication and telling their own stories. Now
that we are in the experience economy era, story marketing has become a topic with great interest in the
creation and enhancement of consumer experience as for practitioners and researchers. However,
research is still at its initial stage, and many issues need to be further discussed. We believe that further
study in story marketing can be done along the following three lines. Firstly, from the perspective of
consumer experience, the connotation of story marketing should be further discussed. Secondly, we can
further explore the psychological mechanism of story marketing to improve the consumer experience.
Thirdly, the outcome variables of story marketing need to be further studied from the perspective of
consumer experience.
Key words: story; consumer experience; emotion; resonance; archetype
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