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Abstract

Purpose –This paper examines in detail how the use of storytellingwith parallax technology can influence the user
experience (UX) in online shops as well as brand- and behavior-relevant variables. Furthermore, this study analyzes
the causal relationships between UX, brand attitudes and brand-related behavioral intentions in terms of purchase
intention and price premiums. Explicit and implicit paths of human information processing are considered.
Design/methodology/approach – A sample of 266 respondents completed a web-based experiment under
two conditions (text-based vs parallax storytelling online shop). An existing and operational online shop was
used. The causal relationships were assessed by using partial least squares structural equationmodeling (PLS-
SEM). To measure implicit information processing, a single category implicit association test was applied.
Findings –By applying the storytelling techniquewith parallax scrolling, the online shop increased visitors’UX
on explicit and implicit information processing levels and increased the online shop’s overall perceived
attractiveness. Storytelling with parallax motion enables an efficient transmission of brand-related associations
to consumers’minds, enhances their explicit and implicit brand attitudes and increases their willingness to pay a
higher price. Moreover, this study provides empirical evidence on the effects of UX on brand-related measures by
applying PLS-SEM and thus reveals a causal chain of effects from UX on online shop attractiveness, brand
attitude and behavioral intentions. Again, explicit and implicit perceptions were considered.
Originality/value – Science and practice are increasingly emphasizing that storytelling emotionalizes
content, which facilitates effective communication and builds strong relationships with customers. Little
evidence exists about its efficient implementation in an online shopping context and in fulfilling hedonic and
pragmatic needs throughout the online journey. This study provides novel insights into managing online
shoppers’ UX, brand-related perceptions and behavioral intentions with the optimal use of techniques to
implement storytelling. Furthermore, this is one of the first studies to holistically consider the human
perception of online shops by drawing on theories and methods of psychology, marketing, consumer behavior,
brand research and consumer neuroscience and considering explicit and implicit information processing in
terms of hedonic and pragmatic UX and brand-related measures.

Keywords Storytelling, User experience, Parallaxmotion, Explicit and implicit measures, Implicit association

test, Consumer neuroscience, Brand research, Purchase intention, Price premium, Online shop attractiveness,

Hedonic user experience, Pragmatic user experience
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1. Introduction
The population of Internet users has grown at remarkable rates worldwide in recent decades.
According to the International Telecommunications Union, the percentage of the population
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that uses the Internet in developed countries reached 80.9% in 2018. In addition, retail
e-commerce sales worldwide reached 2.304bn US dollars in 2017 and are forecasted to
increase to 4.878 billion by 2021 (eMarketer, 2018). This development presents tremendous
opportunities for companies that sell their products online since consumers are becoming
increasingly active in the online environment, and even for small andmid-sizedmerchants, an
e-commerce presence is no longer a “nice to have” but a necessity (Siok, 2018). Moreover, the
rise of online shopping and the concurrent increase in online shops have created challenges
for marketers to gain customers’ attention, attract customers and convert shoppers into
paying customers (Hassan, 2017). Due to the rapidity with which consumers are moving and
interacting online, companies are facing challenges in catching consumers’ attention and
leaving an impression on them. Company survival in the competitive e-commerce
environment, where competitors are only one click away (Bilgihan, 2016), requires the
creation of a user experience (UX) that fulfills pragmatic qualities in terms of, e.g. efficiency
and perspicuity while emphasizing the users’ subjective reactions and emotional aspects,
such as through uniqueness and stimulation (Rauschenberger et al., 2013; Wang et al., 2015).
However, companies must find efficient ways to effectively communicate and interact with
consumers throughout the digital touchpoint and beyond. To achieve this goal, online shops
must be designed in such a way that they attract consumers’ attention and communicate and
transmit the values and virtues of a brand and its products. Storytelling has gained particular
importance in research and in practice when presented as an efficient means of brand
communication and represents a timeless skill that every company can use to inspire and
motivate its audience (Snow, 2014; Da Costa, 2019). By telling stories, brands can create
valuable experiences for their audience, differentiate themselves from their competitors and
reinforce positive brand associations (Lundqvist et al., 2013; Fog et al., 2010). Stories make
ideas stick, and they help persuade.

Science and practice are increasingly emphasizing that stories and content must be
emotionalized. Stories should be used to evoke emotional reactions, build emotional
relationships with the consumer and thus anchor companies in the minds of consumers in a
sustainable and persistent way (Gutjahr, 2015; Leventhal and Papadatos, 2006; Merchant
et al., 2010; Delgado-Ballester and Fern�andez-Sabiote, 2016; Herskovitz and Crystal, 2010;
Hasford et al., 2015). The discipline of storytelling has become a veritable hype. However,
storytelling ismore thanmere emotionalization. Especially in the online context, practitioners
must holistically satisfy the UX, which is regarded as one of the most important performance
indicators in the online context (Huang, 2003). This means that in addition to hedonic needs,
utilitarian needs should also be met; therefore, several factors must be addressed (see the UX
criteria above) (Laugwitz et al., 2008; O’Brien, 2010; Bridges and Florsheim, 2008).

Rarely, however, do research and practice address the question ofwhichmethod can beused
to implement storytelling efficiently in an online context, and, thus, very little empirical
evidence exists. Even a good story in terms of content does not offer the necessary effect if
certain techniques are not implemented, and online shoppers are no longer satisfiedwith simple
text-based websites through which they can scroll; online shoppers demand unique designs
and experiences. Here, parallax can be a solution. Through parallax, interactive and three-
dimensional effects are implemented, thereby creating a depth of images for users (Wang and
Shyu, 2014). Advocates of the parallax technique claim that in addition to engaging users, it
improves the overall UX on a website (Frederick et al., 2015), directs the course of visitor
attention, makes the site easily navigable and helps create a compelling narrative (Wang and
Sundar, 2018; Rutherford, 2014). Through parallax and its modality interactivity (Oh et al.,
2013), stories can be interactively designed, conveyed and brought to life.

It is precisely this gap, the targeted design and implementation of storytelling in online
shops that is addressed in this paper. The research objectives of this study are twofold. First,
it examines in detail how the use of storytelling with parallax technology can influence UX
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with an online shop and identifies its effects on brand- and behavior-relevant variables.
Second, this study aims to provide a detailed and more holistic understanding of the causal
effects of UX on brand-related key performance indicators (KPIs). Since consumers’ reactions
to stimuli underlie explicit reflective and automatic implicit processes (Evans and Stanovich,
2013), a combined measurement approach implements methods of consumer neuroscience
that examine both implicit and explicit information processing to holistically assess
consumers’ UX and brand associations evoked by storytelling techniques. The remainder of
the manuscript is organized as follows. The theoretical foundation of storytelling and explicit
and implicit information processing is described in the next section. The conceptual model
and related hypotheses are subsequently presented. The methodology section outlines the
methods and the samples used for the empirical study, and then, the results are presented and
discussed.

2. Theoretical background
2.1 The essence of storytelling
Throughout the ages, all aspects of life in societies and cultures have been influenced by
stories that form human values and dreams. As the oldest and most effective form of passing
knowledge, wisdom and beliefs between generations (Ellington, 2014; Hurlburt and Voas,
2011), the art of storytelling represents the way people perceive and interpret past, present
and future events. According to Denning (2001), storytelling is natural, easy, entertaining and
energizing, and it helps humans understand complexities and enhance or change their
perceptions. Stories are easy to remember, engage feelings and enable individuals to see
themselves in a different light. Consequently, consumers can make decisions and change
their behavior in accordance with these new perceptions, insights and identities. Hence, the
art of storytelling has survived because “Stories are how we explain, how we teach, how we
entertain ourselves, and howwe often do all three at once. They are the juncture where facts and
feelings meet. And for those reasons, they are central to civilization – in fact, civilization takes
form in ourminds as a series of narratives” (Fulford, 1999, p. 9). Furthermore, humans think in
narrative structures and mostly remember facts in story form, which means that stories
mirror human thought (Mileski et al., 2015).

Humans have always used stories as a means to understand the world. Although the
historical origins of storytelling cannot be traced to a particular time in the past, it can be
stated that the desire to hear and tell stories existed even before humans had the capacity of
speech. Cavemen drew story pictures in a time long before languages and writing existed
(Beamish and Beamish, 2015). Throughout the years, stories moved from caves to campfires
to library floors and have become a “communication tool” embraced by corporate leaders,
gurus of knowledge management and practitioners of strategy and design (Sametz and
Maydoney, 2003). Especially in marketing and communication, stories have become a
powerful tool to create value, and through the rise of the digital era, they have become more
prevalent than ever (van Laer et al., 2019). Rather than featuring solely factual product
characteristics, storytelling focuses on conveying brand values through emotional content
(Dessart, 2018). Accordingly, a company’s story is stored in memory in multiple ways –
factually, visually and emotionally – which makes it memorable in the consumer’s mind
(Mossberg and Nissen Johansen, 2006). A creative and authentic story that is told and shared
allows the creation of a bond between brands and consumers, while this relationship-building
experience moves customers to take action (Lim and Childs, 2020), which consequently
represents an important success factor in a competitive environment (Escalas, 2004a; Singh
and Sonnenburg, 2012). In addition to the personal connection between a company and its
customers that can result from storytelling, it additionally helps to engage with customers in
online environments (Anaza et al., 2020; Kim et al., 2020), enables an easily comprehensible
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sharing of relatable information and knowledge with the customer (Kemp et al., 2021) and
appeals to positive emotions and lowers resistance (van Laer et al., 2019). Particularly in
marketing and management, storytelling has received increasing interest offline, especially
in online communication, as a way to convey brand values (Lundqvist et al., 2013), create
desirable images and foster consumer-brand interaction.

2.2 UX
UX is a broad concept that describes the qualities of interactive products that customers have
experienced throughout their usage and interaction with these objects (Raptis et al., 2017).
Earlier studies on human-computer interaction (HCI) focused solely on usability as an
important aspect of the interaction between consumers and digital products. The emphasis in
research and in practice was on performance, efficient accomplishment and goal achievement
(Lee et al., 2018). According to the ISO - International Organization for Standardization (ISO)
(2010) and its 9241–210 standard, usability focuses on the “extent to which a system, product or
service can be used by specified users to achieve specified goals with effectiveness, efficiency and
satisfaction in a specified context of use”. Since interactive products should not solely be
useable and useful, a sole focus on criteria that enhance product usability is not sufficient in
contemporary times (Hassenzahl and Tractinsky, 2006; Garrett, 2011). UX goes beyond the
instrumental understanding of usability (Bargas-Avila and Hornbæk, 2011) and
encompasses “a person’s perceptions and responses that result from the use and/or
anticipated use of a product, system or service” (ISO, 2010). Due to the broad spectrum of
possible consumer “responses and perceptions”, scholars have attempted to identify different
components of UX. Hedonic qualities and criteria related to the joy of use, beauty, originality
and affective and experiential aspects have become essential as technology has matured
(Hatscher, 2001; Preece et al., 2015; Hassenzahl andTractinsky, 2006). Recent research studies
have emphasized the importance of usability, affective responses, value, esthetic pleasure,
emotional response, attribution of meaning (Desmet and Hekkert, 2007), usefulness (Kim,
2015), utility, availability and aesthetics (Hiltunen et al., 2002). By summarizing the proposed
and identified dimensions, it becomes obvious that UX is composed of pragmatic and hedonic
key elements that occur due to the interaction between humans and digital products
(Rauschenberger et al., 2013; Laugwitz et al., 2008). Nevertheless, creating a common
definition of UX has proven to be difficult (Coursaris and Kim, 2011; Law et al., 2014; Sauro
and Zarolia, 2017). The highly competitive online environment demands that online shops
focus on both the pragmatic and hedonic aspects of their online presence to remain
competitive within their marketplace. A positive UX is related to the intention to return to a
website (Koufaris, 2002) and to increasing consumer loyalty (Gabisch, 2011; Bilgihan et al.,
2016). Positive UX compels consumers to buy products in the marketplace and provides
enjoyment in the online shopping experience (Bilgihan et al., 2014; Bilgihan and Bujisic, 2015;
Loiacono et al., 2002).

3. Conceptual model
The purposes of the present study are twofold. The first goal is to investigate whether a text-
based or storytelling-based online shop (implemented with parallax) design is efficient in
targeting and improving online shop-specific and brand-specific KPIs. In an online shop,
hedonic and pragmatic aspects of UX and the overall attractiveness of the shop are
considered to be meaningful KPIs. Regarding brand-related KPIs, we focus on the perception
of communicated brand values (here, sustainability perception), brand attitude and brand-
related behavior (behavioral intentions, such as paying a higher price or a price premium and
purchase intention). Second, structural equation modeling (SEM) is used to detect the causal
relationships between the UX with the online shop and brand-related KPIs. Therefore, this
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study analyzes how UX affects brand attitudes and how brand attitudes influence brand-
related behavioral intentions in terms of purchase intention and price premiums. In this way,
this study recognizes the explicit and implicit information processing of humans and thus
considers a combination of explicit and implicit facets of all perceptual measures, UX, online
shop attractiveness, brand values and brand attitude. The expected causal relationships are
represented in Figure 1.

3.1 The explicit and implicit effects of storytelling on brand-related KPIs
Since “human memory is story-based” (Schank, 1999), emotional stories aim to construct a
particular mental representation of a brand and to remain in long-termmemory. Stories catch
consumers’ interest (Escalas, 2004b; Mossberg and Nissen Johansen, 2006) and enable them
to experience a transformative immersion that leaves them changed (Escalas, 2004b; Green
and Brock, 2000; van Laer et al., 2014). Accordingly, a story is no longer simply seen; rather,
consumers experience “a feeling of entering the world evoked by the narrative” (van Laer et al.,
2014, p. 798), that is, they take a journey into the story world (Escalas, 2004b; Green and
Brock, 2000). Especially through the use of human protagonists, brand attitudes can be
positively influenced and increase advertising efficiency (Dessart, 2018). Furthermore, stories
help entertain and engage the audience and strengthen the emotional relationships between
brands and their customers (Escalas, 2004a; Woodside, 2010; Singh and Sonnenburg, 2012).
Research has also found that stories encourage risk taking and inspire enthusiasm (Auvinen
et al., 2013; Barry and Gironda, 2018). Typically, companies use storytelling to communicate
not only their brand values but also what the companies represent (Fog et al., 2005). Stories
provide meaning to brands (Halliday, 1998; Salzer-M€orling and Stranneg�ard, 2004; Simmons,
2006), help customers understand the benefits of the brand (Kaufman, 2003; Akg€un et al.,
2015; Singh and Sonnenburg, 2012) and positively affect brand perceptions (Guber, 2007;
Kelley and Littman, 2005). Even in a social purpose context, storytelling enhances the
engagement between crowdfunding platforms and their users and donation performance
(Robiady et al., 2021). Through storytelling, brand values are illustrated in a unique and
meaningful way (Lundqvist et al., 2013). This helps add favorable associations to a brand and
create and reinforce a certain image in theminds of the audience, which, in turn, fosters brand
building, and brand communication (Fog et al., 2010) increases customer brand equity (Keller,
1993; Leone et al., 2006;Wood, 2000) and perceived brand authenticity (Huang andGuo, 2021).
In the created story world, the communicated advantages are perceived more strongly.
Furthermore, consumers can intensively imagine the consumption of the advertised
products/brands and the resulting consequences more realistically (Mattila, 2000; Boller,
1990; Boller and Olson, 1991). Storytelling advertisements increase the transportability of
people and can affect attitudes toward brands. However, attentionmust be given to the choice
of characters because the use of nonhuman characters can make an ad less effective (Dessart,
2018). It has also been confirmed in the business-to-business (B2B) context that narrative
stories positively affect the decision maker’s trust in the supplier, the ability to form personal
connections with the supplier and the tendency to advocate for the supplier (Anaza et al.,
2020), which confirms the effectiveness of narrative stories not only in business-to-consumer
(B2C) but also in B2B relationships.

3.1.1 Explicit and implicit processing of stories. To provide a holistic picture of
contemporary consumer behavior and HCI, it must be considered that the perception and
processing of everyday information and the sense making of the surrounding world, such as
that created by stories, occur through two routes. Therefore, despite the importance of
efficiently communicating with consumers to promote products and brands, it is important to
keep in mind that consumers are hardly aware of their thoughts and beliefs during the
consensual decision-making process (Nisbett and Wilson, 1977a, b; Zajonc, 1980). Reactions
to any kind of stimulus, as well as reasoning and decision-making, underlie two types of
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processing. According to the dual-process theory of higher cognition, type 1 processes are
broadly intuitive, automatic, fast and nonconscious and are often based on past experience
and encompass “[. . .](general) processes of implicit learning and conditioning” (Evans and
Stanovich, 2013, p. 236). Information that is primarily processed through this route results in
evaluations that can be accessed spontaneously and represents “[. . .] introspectively
unidentified (or inaccurately identified) traces of past experience that mediate favorable or
unfavorable feeling, thought, or action toward social objects” (Greenwald and Banaji, 1995,
p. 8). Type 2 processes encompass more explicit and reflective processes, which require
higher working memory capacity due to sequential processing and are therefore slow,
controlled and rule-based (Sloman, 1996; Barbey and Sloman, 2007;Wilson, 2002; Kahneman,
2011; Evans and Stanovich, 2013). Evaluations in system 2 are formed by a more systematic
and conscious consideration of the weaknesses and benefits of specific objects (Fazio and
Olson, 2003). Although type 1 processes continuously generate responses unless intervened
in more distinctive type 2 processes (Kahneman and Frederick, 2002; Evans and Stanovich,
2013), both processes affect perceptual and behavioral measures. During interaction with a
story, brand-related information and knowledge are processed and stored through verbal and
nonverbal (e.g. objects, images, smells and feelings) representations that can function on both
the conscious and unconscious levels (Paivio, 1990; Wilson, 2002). To successfully target
consumers and efficiently communicate with them, both processesmust be considered. Thus,
online shop visitors who are exposed to the contents provided by companies consciously or
subconsciously use both paths to process information and form an overall association and
evaluation. Therefore, the consideration of both information processing paths is required for
a more holistic view of consumers’ responses. Based on the statements mentioned above, it is
assumed that storytelling in online shop design allows favorable brand-related associations
and brand attitudes on explicit and implicit information processing levels.

H1a. Parallax storytelling in online shop design has a significantly positive effect on
explicit brand-related associations.

H1b. Parallax storytelling in online shop design has a significantly positive effect on
implicit brand-related associations.

H2a. Parallax storytelling in online shop design has a significantly positive effect on
explicit brand attitudes.

H2b. Parallax storytelling in online shop design has a significantly positive effect on
implicit brand attitudes.

Furthermore, brand-related information that is retrieved throughout a story leads to a strong
acceptance of beliefs that are consistent with the story, which, in turn, influences listeners’
behavior (Green and Brock, 2000). Therefore, the following hypotheses are proposed.

H3. Parallax storytelling in online shop design has a significantly positive effect on
brand-related behavioral intention.

H3a. Parallax storytelling in online shop design has a significantly positive effect on the
willingness to pay a higher price for a brand.

H3b. Parallax storytelling in online shop design has a significantly positive effect on
consumers’ intention to buy a brand.

3.2 Effects of parallax storytelling on UX and online shop attractiveness
Brands offer their products in a very competitive online environment, where potential users
can choose among many existing products, solutions and providers in a couple of seconds.
Too many details on a brand’s or a product’s presentation site might make it too difficult for
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potential customers to become involved and easily informed through the online setting.
Hence, the information about a brand, product or company provided in an online shop is not
the only driving force in capturing the interest of potential customers; instead, a combination
of content and UX aspects determines the success of a website as a channel of corporate
communication (Garc�ıa Garc�ıa et al., 2017). As stated in the theoretical background section,
considering the pragmatic aspects and hedonic characteristics of the online setting is highly
necessary. Interface design contributes to the enhancement of consumers’ affective states,
which, in turn, creates positive brand experiences and consumer loyalty for thewebsite (Yang
et al., 2020). According to Mileski et al. (2015), customers who are exposed to stories in an
online environment are more emotionally intrigued by a product’s presentation and more
likely to take a deeper look into the product details. Furthermore, storytelling “has the
advantage of describing the problem, narrating the process, implying emotions and value in
user experience design” (Peng and Matterns, 2016, p. 117). Therefore, UX designers and
brands should do their best to leverage storytelling techniques when designing their digital
contact points. A possible and favorable way to leverage storytelling in the online
environment is the parallax technique, which is very well-received by consumers (Shepherd,
2011). Parallax creates illusory 3D effects through the combination of different online
interaction techniques, such as clicking, scrolling, sliding, dragging and zooming (Wang and
Shyu, 2014; Wang and Sundar, 2018; Sundar et al., 2014). Thus, the objects and different
contents of the webpage move at different speeds. The different modalities of interaction
(modality interactivity) not only provide an illusion of depth and a feeling of presence (Oh
et al., 2013) but also influence consumers’ perceptual bandwidth; thus, the modalities involve
a higher number of sensory channels throughout the interaction between a medium and its
users (Reeves and Nass, 2000). Visitors of parallax scrolling websites report more engaging
experiences during the interaction (Yamin and Jaafar, 2013), an improved perception of
coolness, vividness, ease of use and user engagement (Wang and Sundar, 2018) and a higher
overall attractiveness of the website (Frederick et al., 2015; Yamin and Jaafar, 2013;Wang and
Sundar, 2018). Increased user engagement is, in turn, associated with positive attitudes and
behavioral intentions toward both the website and the product (Wang and Sundar, 2018).
Accordingly, storytelling implemented by parallax motion is positively associated with the
overall attractiveness of a website and both the hedonic and pragmatic aspects of UX.
Considering explicit and implicit information processing, the following hypotheses are
proposed.

H4. Parallax storytelling in online shop design has a significantly positive effect on
explicit and implicit UX.

H4a. Parallax storytelling in online shop design has a significantly positive effect on
explicit hedonic aspects of UX.

H4b. Parallax storytelling in online shop design has a significantly positive effect on
explicit pragmatic aspects of UX.

H4c. Parallax storytelling in online shop design has a significantly positive effect on
implicit hedonic aspects of UX.

H4d. Parallax storytelling in online shop design has a significantly positive effect on
implicit pragmatic aspects of UX.

H5. Parallax storytelling in online shop design has a significantly positive effect on the
explicit and implicit attractiveness of online shops.

H5a. Parallax storytelling in online shop design has a significantly positive effect on the
explicit attractiveness of online shops.
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H5b. Parallax storytelling in online shop design has a significantly positive effect on the
implicit attractiveness of online shops.

3.3 Effects of pragmatic and hedonic UX indicators on the overall attractiveness of
online shops
Experiences create memorable events (Pine and Gilmore, 1998) that can result in favorable
attitudes. These attitudes are easily and rapidly accessible from memory, are held with
confidence and are predictive of subsequent behavior (Berger andMitchell, 1989). Furthermore,
an enhanced UX affects numerous psychological outcomes, such as visitors’ information
processing and memory, brand attitudes and brand relations (Fransen and Lodder, 2010) and
induces behavioral intentions (Oh et al., 2013; Liu and Shrum, 2009; Sundar et al., 2014; Sands
et al., 2008; Xu and Sundar, 2014). In addition to the presentation of the content (text-based vs
parallax storytelling), it is thus essential to understand the exact interaction mechanisms
between the influencing factors of UX and the brand-related variables. As previously
mentioned and shown in research, the quality and performance of a website are classified into
hedonic and pragmatic/utilitarian characteristics (Huang, 2003) that have the ability to mirror
users’ subjective experience with a website (Ongsakul et al., 2021). The UX is composed of all
factors that can influence users’ interaction with and experience of a system (Partala and Saari,
2015). UX summarizes criteria such as efficiency, effectiveness or simplicity with additional
criteria including fun, novelty, stimulation and aesthetics, which have proven in the existing
literature to be relevant quality drivers in e-commerce (Ilmberger et al., 2008; Laugwitz et al.,
2008; Bernardo et al., 2012; Hausman and Siekpe, 2009). Therefore, users’ perception of and
performance on a website depend on the extent to which the site develops favorable
expectations (Choi et al., 2015) that are classified into utilitarian and hedonic performance
aspects (Huang, 2003; Wang et al., 2007). Hedonic (nongoal directed) and pragmatic (goal
directed) aspects of users’ experience with the online setting form the overall impression of the
online shop. Existing studies in different evaluation scenarios have indicated that the overall
attractiveness of a system is seen as a crucial element of the concept of UX, which is a pure
valence dimension and is determined by hedonic and pragmatic quality aspects (Santoso et al.,
2016; Schrepp et al., 2014; Rauschenberger et al., 2013). Hence, enabling the visitor to fulfill her or
his tasks efficiently and simultaneously by providing originality and beauty in the design of an
online shop enhances its overall attractiveness. Following Laugwitz et al. (2008) andMahardika
et al. (2018), we propose that the overall attractiveness of an online shop is a result of an
averaging process from the perceived pragmatic and hedonic aspects of the online shop, while
all three components form the holistic UX.

H6a-b. Explicit hedonic UX has a positive effect on the (a) explicit and (b) implicit
attractiveness of online shops.

H6c-d. Implicit hedonic UX has a positive effect on the (c) explicit and (d) implicit
attractiveness of online shops.

H7a-b. Explicit pragmatic UX has a positive effect on the (a) explicit and (b) implicit
attractiveness of online shops.

H7c-d. Implicit pragmatic UX has a positive effect on the (c) explicit and (d) implicit
attractiveness of online shops.

3.4 Effects of UX on brand-related KPIs
Throughout visitors’ interaction with the communication channel (here, the online shop),
brands/companies can build a relationshipwith the user, which is often determined by theUX
provided (Bilgihan, 2016). Furthermore, practitioners need to communicate their brand
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identity online in an engaging, unique and memorable way (Roto et al., 2018), which makes
website UX an even more relevant and central success factor. Prior research shows that a
positive UX increases customer loyalty (Bilgihan and Bujisic, 2015) and that the aesthetics
and communicability of a website affect brand perception (Garzotto et al., 2010). Furthermore,
the perceived interactivity of a website is positively related to attitudes toward the company
(Wu, 1999), and the overall website quality influences affective outcomes such as attitudes
toward ads and brands (Shehu et al., 2021). It becomes apparent that the connection to the
digital world relies on brands (Yang and Bolchini, 2014), and that a user’s individual
experience with a website affects the perception of not only the system’s quality but also the
entity behind it. Surprisingly, pragmatic attributes related to the fulfillment of visitors’
operational goals have been shown to not significantly affect the perceived values of a brand
but can be effectively transmitted throughout hedonic attributes (Garzotto et al., 2010). The
results illustrate the relevance and interplay between pragmatic and hedonic benefits, which
mean that both dimensions should be addressed. Moreover, the quality of online experiences
is positively related to brand-related outcomes such as trust and loyalty (Chang, 2014; Mishra
et al., 2014), while functional and esthetic website design attributes are essential for
interaction with the brand website and consumer engagement (Yang et al., 2020). According
toMorgan-Thomas and Veloutsou (2013), online brand experiences are positively affected by
the ease of use, usefulness and trust of the experience with a search engine and can equally
strengthen the relationship to the brand (Morgan-Thomas and Veloutsou, 2013). Although
this research focused on a few aspects and effects of search engines rather than the website
itself, this approach also confirms the relationship between the user’s online experience and
brand-related KPIs. It is assumed that UX translates into a positive attitude toward the brand
itself (Yoo et al., 2000) that is understood as the “[. . .]gamut of feelings, beliefs, or judgments
that users associate to the brand” (Garzotto et al., 2010, p. 188). Thus, thewebsite and the user’s
experience with it constitute important aspects in forming and sustaining a positive brand
attitude (Chaffey, 2006; Angeli et al., 2009) that consequently fosters brand choice (Lee et al.,
2004). Given the aforementioned research results, a causal chain between the identified
factors of explicit and implicit overall online shop attractiveness (determined by hedonic and
pragmatic characteristics) and brand attitudes is expected, while brand attitudes
consequently influence brand-related behavior. Therefore, the following causal
relationships are expected, which are represented in Figure 1.

H8a-b. The explicit attractiveness of online shops has a positive effect on (a) explicit and
(b) implicit brand attitudes.

H8c-d. The implicit attractiveness of online shops has a positive effect on (c) explicit and
(d) implicit brand attitudes.

H9. (a) Explicit and (b) implicit brand attitudes have a positive effect on brand-related
behavioral intentions in terms of purchase intention and the willingness to pay a
higher price for the brand.

4. Method
4.1 Study design
To investigate the effects of storytelling in an online shop context, an experimental studywas
conducted. The design of the online shop and, thus, the storytelling design vs text-based
design variedwith two different conditions (see Figure 2). An existing operational online shop
for coffee and coffee-related products (e.g. machines and filters) was used for this purpose.
The brand, Coffee Circle, uses a text-based page that describes the brand’s vision andmission
and focuses specifically on environmental and social aspects of sustainable coffee production
and distribution. In addition to the text-based page, Coffee Circle created a parallax page with
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interactive and entertaining elements to implement the storytelling technique (also called
scrollytelling) in their online shop. By scrolling down the page, visitors of the online shop are
informed about the brand’s vision and mission through interactive elements that describe
Coffee Circle’s quality requirements, the need for transparency throughout the entire
production process, the company’s strong relationship with the farmers and their families,
fair payment conditions, etc. In addition, the company provides information about its
philanthropic projects in coffee-growing regions; these projects support access to cleanwater,
electricity, education and hygiene education. Therefore, the same information is provided
under both conditions (the text-based page about the company’s vision and mission and the
storytelling (parallax) page), and Coffee Circle uses both pages to elicit sustainability-related
associations with and perceptions of its brand.

4.2 Measurement instrument
Well-established and validated scales were used to examine the effects of storytelling in an
online shopping context. To measure UX, we relied on the User Experience Questionnaire
(UEQ) by Laugwitz et al. (2008); this scale is available in German and English languages, and
its scientific validity has been confirmed on several occasions. Specifically, we used an

Figure 2.
Experimental
conditions
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empirically tested adaptation developed by Schmidt et al. (2017a) that measures the
dimensions at the explicit and implicit levels. This measure combines hedonic and pragmatic
aspects of UXwith digital products. The pragmatic characteristics of UX consist of efficiency,
dependability and perspicuity dimensions, while the hedonic characteristics of UX are
aesthetics and stimulation. Furthermore, the UEQ is used to measure the overall
attractiveness of online shops. For the measurement of brand-related associations, we
focused on brand sustainability, which fits the present context since Coffee Circle aims to
foster a sustainability-oriented image and has defined social and environmental aspects as its
core brand values. Brand sustainability perception, as a result of the experimental setting,
was measured with a measurement instrument by Schmidt et al. (2017b) and an extension of
this scale by Karampournioti et al. (2018b); the extension captures the social (items: social,
fair, equitable, helpful, caring and charitable), ecological (items: close to nature,
environmentally friendly, ecological, environmentally conscious, nature conscious and
environmentally protective) and economic (items: economical, viable, profitable, beneficial,
lucrative and fertile) aspects of sustainability and offers a holistic approach to measuring
brand sustainability perception without ignoring any of the three dimensions. Brand attitude
was assessed with six items (nice, good, kindly, great, smart and lovely) that have been used
in different research approaches (Aaker, 2000; Karpinski and Hilton, 2001; Spruyt et al., 2007;
Karampournioti et al., 2018a). To assess brand-related behavior, well-established reflective
scales were used. Specifically, we created an analog factor by measuring purchase intention
and the willingness to pay a higher price for the brand (Wiedmann et al., 2011). All the explicit
items named above were rated on a five-point Likert scale (1 5 strongly disagree to
5 5 strongly agree).

For the implicit evaluation of UX, overall online shop attractiveness, brand sustainability
perception and brand attitude, the same items as in the explicit evaluation were used to
ensure the direct comparability of explicit and implicit information processing. Explicit
evaluation was measured by a five-point Likert scale, whereas implicit evaluation was
assessed based on a reaction time measurement by using the latency-based tool i2

BrandREACT (eye square, 2014), which resembles a single category implicit association test
(Karpinski and Steinman, 2006). This procedure was chosen to capture implicit attitudes
based on a relatively automatic and spontaneous assessment.

4.3 Data collection and sample
The respondents were recruited in January 2017 through a snowball sampling method. A
web-based survey was distributed via email messages and links on selected web pages (e.g.
Facebook and forums). Participants were randomly assigned and redirected to one of the two
conditions (text-based page vs storytelling page) of Coffee Circle’s online shop. They then
read the story about the brand’s vision and mission and clicked through the page to become
familiar with the brand. To ensure that participants concentrated on their task and carefully
read the content on the pages, questions about Coffee Circle’s activities in development
projects and one specific question about its most popular coffee product were asked.
Participants who did not give correct answers to these questions were eliminated from the
dataset.

In total, 343 subjects responded to the questionnaire. According to several studies,
perceptions and preferences are not only transmitted through language but are shaped by it
(Ogunnaike et al., 2010). To avoid biases in the implicit measures due to the participants’
language, the data of all respondents who were not native German speakers were deleted
from the dataset. Because of the task and language check, a total of 77 cases were deleted,
which resulted in 266 valid questionnaires (ntext-based 5 129; nparallax storytelling 5 137). The
respondents’ average age was approximately 37 years. The sample included a well-balanced
distribution between females (49%) and males (51%) and an overrepresentation of single

Storytelling in
online shops

239



individuals (52%). Of the respondents, 21.1% had a monthly household net income of more
than 4,000 euros, while 34.6% earned more than 2,500 euros monthly. Since sustainable
products tend to be more expensive, the intention to buy or to prefer sustainable alternatives
is strongly related to one’s income. According to the data provided, our respondents had the
financial ability to buy sustainable alternatives in the Germanmarket. Nevertheless, 65.2%of
the respondents mentioned that they preferred conventional coffee, while 28% preferred fair-
trade coffee. In addition, none of the respondents was familiar with the brand, which gave us
the opportunity to avoid bias due to brand awareness.

5. Analysis and results
5.1 Effects of storytelling on brand-related KPIs (H1-H5)
To test the hypotheses and to determine whether storytelling affects UX, online shop
attractiveness, the efficient transmission of brand-related associations (here, brand
sustainability), brand attitude on explicit and implicit information processing paths, the
price premium and purchase intention and significant differences between the two conditions
were analyzed in the first step. A one-way analysis of variance (ANOVA) was conducted to
test H1 – H5. Before doing so, to ensure clarity and better comparability, all explicit and
implicit attitude scores were rescaled from zero to 100, with a greater (lower) score indicating
a higher positive (negative) association. We compared the two online shop design groups
(text-based vs parallax storytelling) regarding 22 dependent variables since some of these
dimensions were checked twice on the explicit and implicit levels. An overview of the results
can be seen in Table 1.

H1a andH1b refer to explicit and implicit brand-related associations in terms of ecological,
social and economic brand sustainability. H2a and H2b refer to explicit and implicit brand
attitudes. H3a and H3b refer to explicit brand-related behavior in terms of purchase intention
and the price premium. Finally, H4a–H4d and H5a–H5b refer to the explicit and implicit
hedonic and pragmatic aspects of UX and the overall attractiveness. The ANOVA results

Means (standard deviations)
F pText-based (n 5 129) Parallax storytelling (n 5 137)

Explicit social sustainability 74.690 (21.403) 80.000 (15.858) 5.327 0.022
Implicit social sustainability 72.890 (18.841) 75.425 (12.566) 1.684 0.196
Explicit ecological sustainability 76.389 (20.127) 80.900 (13.972) 4.553 0.034
Implicit ecological sustainability 74.548 (17.137) 79.286 (9.730) 7.802 0.006
Explicit economic sustainability 52.326 (20.995) 55.231 (20.287) 1.318 0.252
Implicit economic sustainability 53.315 (18.960) 56.865 (19.008) 2.324 0.129
Explicit brand attitude 61.305 (23.783) 66.363 (19.871) 3.558 0.060
Implicit brand attitude 65.454 (22.063) 73.090 (16.928) 10.098 0.002
Explicit perspicuity 51.066 (23.812) 66.362 (20.665) 31.412 0.000
Implicit perspicuity 52.268 (17.589) 62.744 (16.310) 25.406 0.000
Explicit efficiency 65.019 (23.806) 73.266 (20.320) 9.270 0.003
Implicit efficiency 63.407 (18.632) 69.150 (14.780) 7.805 0.006
Explicit dependability 54.302 (25.386) 70.183 (21.527) 30.399 0.000
Implicit dependability 52.844 (18.868) 64.837 (17.81$) 28.435 0.000
Explicit stimulation 56.202 (22.242) 69.936 (18.008) 30.801 0.000
Implicit stimulation 55.272 (19.243) 64.333 (15.784) 17.718 0.000
Explicit novelty 58.592 (23.661) 71.168 (19.931) 22.072 0.000
Implicit novelty 57.457 (19.399) 65.718 (17.396) 13.401 0.000
Explicit attractiveness 71.667 (20.920) 80.475 (18.239) 13.438 0.000
Implicit attractiveness 67.266 (16.929) 72.473 (13.897) 7.553 0.006
Price premium 56.008 (27.292) 61.496 (22.942) 3.165 0.076
Purchase intention 48.450 (27.064) 51.460 (25.186) 0.883 0.348

Table 1.
Results of the one-way
ANOVA testing the
effects of text-based vs
parallax storytelling
conditions
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partly support H1a and H1b. Storytelling via parallax has a significant impact on the
transmission of brand associations in terms of implicit and explicit brand sustainability
perception. This accounts for explicit social sustainability (ΔMexp 5 5.31, F1.266 5 5.327,
p 5 0.022, η2 5 0.020) and explicit and implicit ecological sustainability (ΔMexp 5 4.51,
F1.2665 4.553, p5 0.034, η25 0.0170;ΔMimp5 4.74, F1.2665 7.801, p5 0.006, η25 0.029). For
implicit social sustainability (ΔMimp5 2.5342, F1,2665 1.684, p5 0.196, η25 0.006) and both
explicit and implicit economic sustainability (ΔMexp 5 2.9056, F1,266 5 1.318, p 5 0.252,
η25 0.005;ΔMimp5 3.5508, F1,2665 2.234, p5 0.129, η25 0.009), no differences between the
text-based and parallax storytelling conditions are observed. H2a and H2b address the effect
of the two conditions on implicit and explicit brand attitudes. Empirical evidence of a
significant impact on implicit brand attitude (ΔMimp 5 7.6360, F1,266 5 10.098, p 5 0.002,
η25 0.037) and explicit brand attitude (ΔMexp5 5.0576, F1,2665 3.558, p5 0.060, η25 0.013)
emerges. Thus, the parallax storytelling condition significantly enhances the overall implicit
and explicit brand attitudes relative to the text-based condition. Accordingly, the empirical
results support H2a and H2b.

H3a is supported by providing evidence for the assumption that parallax storytelling
positively affects the willingness to pay a higher price for the brand (ΔM 5 4.8886;
F1,266 5 3.165, p 5 0.076, η2 5 0.012). Furthermore, empirical evidence for a significant
difference between the two conditions is not found for purchase intention (ΔM 5 3.0102;
F1,266 5 0.883, p 5 0.348, η2 5 0.003). Thus, H3b is not supported.

H4a–H4d address the differences in UX between the text-based and parallax storytelling
conditions. The results show that the participants significantly differ in their perception of
pragmatic UX on explicit and implicit information processing levels. Significant differences
in perspicuity (ΔMexp 5 15.2966, F1,266 5 31.412, p 5 0.000, η2 5 0.106/ΔMimp 5 10.4766,
F1,266 5 25.406, p 5 0.000, η2 5 0.088), dependability (ΔMexp 5 15.8802, F1,266 5 30.399,
p5 0.000, η25 0.103/ΔMimp5 11.9932; F1,2665 28.435, p5 0.000, η25 0.097) and efficiency
(ΔMexp 5 8.2470, F1,266 5 9.270, p 5 0.003, η2 5 0.034; ΔMimp 5 5.7438, F1,266 5 7.805,
p5 0.006, η25 0.029) are observed, with the parallax storytelling condition obtaining better
evaluations for pragmatic qualities. The same empirical evidence is observed for hedonic UX
on both the novelty (ΔMexp5 12.5762,F1,2665 22.072, p5 0.000, η25 0.077;ΔMimp5 8.2612,
F1,2665 13.401, p5 0.000, η25 0.048) and the stimulation (ΔMexp5 13.7346, F1,2665 30.801,
p 5 0.000, η2 5 0.104; ΔMimp 5 9.0611, F1,266 5 17.718, p 5 0.000, η2 5 0.063) dimensions.
Thus, H4a–H4d are supported.

Finally, the overall explicit and implicit attractiveness of the website obtains higher
evaluations under the parallax storytelling condition (ΔMexp 5 8.8078; F1,266 5 13.438,
p5 0.000, η25 0.048;ΔMimp5 5.2064, F1,2665 7.553, p5 0.006, η25 0.028), which supports
H5a and H5b.

5.2 Testing the causal relationships between the factors (H6–H9)
To empirically test the assumed model and the hypotheses related to the causal relationships
between the factors, structural path modeling that uses PLS-SEM is employed. This
approach allows the simultaneous assessment of themeasurement and structural models and
is an appropriate and applicable method for testing both the formative and reflective
measurements in one model (Chin et al., 2003; Hair et al., 2013). In more detail, a recommended
two-step approach for PLS analysis was conducted (Henseler et al., 2009; Hair et al., 2012) that
uses SmartPLS 3.0. Thus, the measurement model (outer model) was evaluated first before
the structural model (inner model) was assessed.

To assess the common method variance (Podsakoff et al., 2003), we conduct a Harman’s
(1976) one-factor test. This test determines whether a single factor accounts for most of the
covariance in the relationships between the independent and dependent variables. The
resulting principal component factor analysis reveals that common method bias presents no
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problems in our study. The result of the first factor accounts for 35.73% of the variance,
which shows that no single factor accounts for a majority of the covariance in the variables.

5.2.1 Evaluation of the measurement model. For a reliable and valid measurement of the
latent variables, we followed the suggestions of Chin (1998) and his catalog of criteria for
assessing partial model structures. Only if the measurement models exhibit a satisfactory
degree of validity and reliability, the assessment of the structural model’s properties be
worthwhile and deliver meaningful/conclusive results (Henseler et al., 2009).

5.2.2 Formative constructs.Regarding the evaluation of the formativemeasurementmodels
and the explicit and implicit dimensions of pragmatic and hedonic UX (see Table 2), Table 3
represents the results of the reliability and validity assessments of these manifested variables.
Given that formative measures cannot be assessed by using conventional statistical evaluation
criteria for reflective measures (Hair et al., 2011), we follow the recommendations of
Diamantopoulos et al. (2011). Understood as the indicators’ relative importance with respect to
forming the summed scale that represents the latent variable, the outer weights explain the
latent variables with a small to high impact. As shown inTable 3, nearly all formative indicator
weights are significant and higher than 0.1. Only the indicators for explicit and implicit
dependability do not meet the requirements. Since all factors are necessary to cover all relevant
facets of UX from a theory-driven perspective (Cenfetelli and Bassellier, 2009), and the central
components of a construct can be lost if items are deleted (Bollen and Lennox, 1991), the
indicators for explicit and implicit dependability were not omitted.

With reference to the measurement challenge of avoiding multicollinearity (indicator
collinearity), the maximum variance inflation factor (VIF) for the formative measures is 1.585
for explicit perspicuity, as shown in Table 3. These findings indicate that multicollinearity is
unlikely to negatively affect the results against the background of the widely recommended
and accepted cutoff value criteria of 10 (e.g. Kleinbaum et al., 1988; Diamantopoulos and
Winklhofer, 2001).

5.2.3 Reflective constructs. Table 4 reports the manifest variables of the corresponding
reflective constructs. With 0.717 being the lowest factor loading, the results reveal sufficient

Explicit and implicit hedonic and pragmatic user experiences

UX_Perspicuity “The online shop is very clear”
UX_Efficiency “The online shop is very useful/efficient”
UX_Dependability “The online shop is very predictable”
UX_Stimulation “The online shop is very inspiring”
UX_Novelty “The online shop is very inventive”

Formative indicator → latent variable
Original
sample

Sample
mean SD T-statistics p-value VIF

UX_Explicit Perspicuity → Explicit pragmatic UX 0.226 0.225 0.089 2.533 0.011 1.585
UX_Explicit Efficiency → Explicit pragmatic UX 0.850 0.848 0.064 13.274 0.000 1.488
UX_Explicit Dependability→ Explicit pragmatic UX 0.019 0.015 0.065 0.289 0.773 1.084
UX_Explicit Stimulation → Explicit hedonic UX 0.650 0.648 0.079 8.266 0.000 1.533
UX_Explicit Novelty → Explicit hedonic UX 0.468 0.467 0.084 5.559 0.000 1.533
UX_Implicit Perspicuity → Implicit pragmatic UX 0.388 0.386 0.110 3.542 0.000 1.208
UX_Implicit Efficiency → Implicit pragmatic UX 0.770 0.762 0.082 9.399 0.000 1.194
UX_Implicit Dependability → Implicit pragmatic UX 0.059 0.060 0.090 0.653 0.514 1.018
UX_Implicit Stimulation → Implicit hedonic UX 0.701 0.698 0.081 8.666 0.000 1.158
UX_Implicit Novelty → Implicit hedonic UX 0.500 0.497 0.092 5.420 0.000 1.158

Table 2.
Variables of the
formative
measurement models

Table 3.
Assessing the
formative
measurement models
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indicator reliability for all six constructs. In addition, the PLS model estimation presented in
Table 5 exhibits satisfactory results in terms of internal consistency (Bagozzi and Yi, 1988).
The estimated average variance extracted ranges from 57% to 88%, the Cronbach’s alphas
range from 0.850 to 0.950 and the composite reliability values range from 0.889 to 0.960.
Furthermore, all tested latent variables satisfy the Fornell-Larcker criterion requirements
(Fornell and Larcker, 1981) and thus indicate discriminant validity.

5.2.4 Evaluation of the structural model. The inner model was assessed with respect to the
variance accounted for regarding the predictive relevance of the exogenous latent variables.
As shown in Table 6, the calculated coefficients of determination of the endogenous latent
variables (R2) range from 0.318 (explicit brand attitude) to 0.710 (explicit attractiveness).
According to Chin (1998), these values range from moderate to satisfactory. In addition, all
Stone-Geisser’sQ2 values (Geisser, 1974; Stone, 1974) are higher than zero for all endogenous
latent variables, with 0.184 being theminimumQ2 value, which indicates adequate predictive
power for the introduced conceptual model.

Finally, a nonparametric bootstrapping procedure (5,000 resamples) was run to test the
proposed hypotheses between the latent variables of our model. The estimated path
coefficients are provided in Table 7. The data analysis and the corresponding results reveal
the following insights regarding our initial hypotheses.

Referring to the effect of UX on the overall attractiveness of the online shop, our results
verify that explicit hedonic UXperformances are significantly positively related to the overall

Explicit and implicit online shop attractiveness

“The online shop is . . .
Appealing”
Pleasant”
Attractive”

Explicit and implicit brand attitude

“The brand is . . .
Nice”
Good”
Kindly”
Great”
Smart”
Lovely”

Behavioral intention

Price premium “I amwilling to pay a higher price for products of this brand compared to average products”
Purchase
intention

“I plan to buy products of this brand in the future”

Factor
loadings

Average variance
extracted

Cronbach’s
alpha

Composite
reliability

Fornell-Larcker
criterion

Explicit brand attitude 0.852–0.908 0.799 0.950 0.960 0.894 > 0.677
Implicit brand attitude 0.717–0.810 0.572 0.850 0.889 0.756 > 0.677
Explicit attractiveness 0.852–0.902 0.784 0.862 0.916 0.885 > 0.678
Implicit attractiveness 0.784–0.828 0.646 0.727 0.846 0.804 > 0.622
Behavioral intention 0.937–0.947 0.888 0.874 0.940 0.942 > 0.589

Table 4.
Manifest variables of

the reflective
measurement models

Table 5.
Assessing the

reflective measurement
models
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explicit (β 5 0.475, p < 0.001) and implicit (β 5 0.299, p < 0.001) online shop attractiveness.
Moreover, implicit hedonic UX has a positive and significant effect on the overall explicit (β5
0.103, p < 0.05) and implicit (β 5 0.311; p < 0.001) online shop attractiveness as well, which
provides full support for H6a, H6b, H6c and H6d.

In focusing on the pragmatic qualities of online shops, the results reveal that explicit
pragmatic UX significantly affects the explicit (β 5 0.374, p < 0.001) and implicit
attractiveness (β 5 0.141, p < 0.05) of these shops. While the implicit pragmatic UX has a
positive and significant effect on implicit online shop attractiveness (β 5 0.149; p < 0.01), no
significant effect on explicit online shop attractiveness (β 5 0.042, p < 0.350) can be
confirmed. Thus, H7a, H7b and H7d are confirmed, and H7c is rejected.

The next set of hypotheses focuses on the transfer of online shop characteristics to brand-
related measures, which is represented by the effects of explicit and implicit online shop
attractiveness on explicit and implicit brand attitudes. The results support H8a, H8b andH8d,
which represent the effects of explicit attractiveness on explicit (β 5 0.581, p < 0.001) and
implicit (β 5 0.281, p < 0.001) brand attitudes and the effect of implicit attractiveness on
implicit brand attitude (β5 0.357, p < 0.001). The effect of implicit attractiveness on explicit
(β 5 �0.024, p < 0.800) brand attitude is not supported, which leads to the rejection of H8c.

H9a and H9b argue that explicit and implicit brand attitudes influence brand-related
behavior in terms of purchase intention and the willingness to pay a higher price. Empirical
evidence of a significant impact of explicit (β5 0.469, p < 0.001) and implicit (β 5 0.177, p <
0.001) brand attitudes on brand-related behavior is provided. Accordingly, the empirical
results support H9a and H9b. Overall, the results reveal that twelve out of fourteen
hypotheses receive full empirical support; therefore, a causal chain of direct and indirect
effects from UX to behavioral intention is detected (see Figure 3).

Endogenous latent variables R2 Q2

Explicit brand attitude 0.318 0.240
Implicit brand attitude 0.350 0.184
Explicit attractiveness 0.710 0.528
Implicit attractiveness 0.523 0.317
Behavioral intention 0.364 0.306

Exogenous LV → endogenous LV
Original
sample

Sample
mean

Standard
deviation T-statistics p-value

Explicit pragmatic UX → Explicit attractiveness 0.374 0.374 0.047 8.011 0.000
Explicit pragmatic UX → Implicit attractiveness 0.141 0.142 0.056 2.526 0.012
Explicit hedonic UX → Explicit attractiveness 0.475 0.476 0.050 9.443 0.000
Explicit hedonic UX → Implicit attractiveness 0.299 0.298 0.058 5.161 0.000
Implicit pragmatic UX → Explicit attractiveness 0.042 0.042 0.044 0.948 0.343
Implicit pragmatic UX → Implicit attractiveness 0.149 0.153 0.055 2.698 0.007
Implicit hedonic UX → Explicit attractiveness 0.103 0.102 0.043 2.396 0.017
Implicit hedonic UX → Implicit attractiveness 0.311 0.310 0.062 5.050 0.000
Explicit attractiveness → Explicit brand attitude 0.581 0.580 0.077 7.556 0.000
Explicit attractiveness → Implicit brand attitude 0.281 0.280 0.082 3.421 0.001
Implicit attractiveness → Explicit brand attitude �0.024 �0.021 0.075 0.314 0.754
Implicit attractiveness → Implicit brand attitude 0.357 0.359 0.086 4.157 0.000
Explicit brand attitude → Behavioral intention 0.469 0.473 0.073 6.422 0.000
Implicit brand attitude → Behavioral intention 0.177 0.175 0.073 2.436 0.015

Table 6.
Coefficient of
determination

Table 7.
Bootstrapping results
for the structural
relations
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6. Discussion and implications
6.1 Discussion of the results
Numerous studies on topics such as UX, online shopping and storytelling have created a
backdrop of an ever-growing research stream on consumer behavior in an online context.
Some studies determine the impact of different usability or UX dimensions on users’website
evaluation and/or on their attitudes toward it. Only a few of them investigate the relationship
between a website’s performance characteristics and brand-related aspects. However, the
brand represents an important entity behind the system. Furthermore, there is less empirical
evidence in a combined setting on how the performance of a website can be enhanced through
storytelling by applying the parallax scrolling technique. Appealing storytelling is reported
to have tremendous effects on consumers’ perceptions, particularly in the branding context.
In this study, we extended previous research approaches and explored how the design of an
online shop and the presentation of relevant content influence visitors’ UX, brand
perceptions, brand attitudes and behavioral intentions. In general, the main contribution of
the present manuscript is that it provides a deeper understanding of the efficiency of parallax
storytelling in influencing consumers’ UX with online shops. Moreover, we examined its
ability to transmit relevant brand-related associations (here, brand sustainability) in forming
brand attitudes and triggering related behavior, such as purchase intention and the
willingness to pay a higher price. Since the UX itself and its multifaceted dimensions are
known to affect brand measures as well (Garzotto et al., 2010; van de Sand et al., 2020; Lee
et al., 2018), the work reported here expands the analysis from stimulus-oriented effects to a
causal relationship analysis in order to provide a deeper understanding of the interrelations
between platform UX and brand-related KPIs. Accordingly, structural equation modeling
was used to detect the interaction mechanism between the and brand-related variables. This
procedure enables us to gain deep insights into which dimensions strongly drive success in
online shops by simultaneously considering the role played by consumers’ explicit and
implicit information processing.

First, we hypothesized that using parallax scrolling, as a more interactive and appealing
technique to apply storytelling to online shops, will positively influence platform- and brand-
related measures. The results indicate that the parallax storytelling technique enhanced the
website’s performance in terms of hedonic and pragmatic UX and overall attractiveness. This
applies to both the explicit and implicit information processing paths. Remarkably, despite
the rather playful and interactive technique being noted, the pragmatic qualities of the online
store were also improved, which is contrary to the existing results, where the efficiency of
parallax websites was reduced (Mahardika et al., 2018). However, since the present case
concerns an online shop, and the participants were also supposed to search for products and
corresponding information, it can be confirmed that the use of parallax storytelling also
improves utilitarian performance indicators. Moreover, explicit and implicit hedonic
performance indicators and the explicit and implicit overall attractiveness of the online
shopwere increased through parallax storytelling. Previous results, which state that parallax
scrolling does not increase usability (in terms of pragmatic aspects) but affects hedonistic
features or that users encounter usability problems when interacting with parallax scrolling
websites (Yamin and Jaafar, 2013; Frederick et al., 2015; Wang and Sundar, 2018), are not
supported by our underlying findings. Instead, parallax storytelling affects pragmatic and
hedonic UX as well as overall attractiveness, explicitly and implicitly, which clarifies that
parallax storytelling represents an efficient means to improve the quality of the overall UX.

Second, the effects on brand-related and behavioral measures were examined, showing
that, again, parallax storytelling positively affects most of the brand-related KPIs. Explicit
and implicit brand attitude reached higher scores under the parallax storytelling condition as
well as explicit and implicit ecological sustainability, explicit social sustainability and the
behavioral variable of the willingness to pay a higher price for the products of the brand. This
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could be because the interactivity of modality provided by the parallax scrolling technique
not only can increase overall UX but also leads to several psychological outcomes, such as
attitudes, beliefs and information processing (Oh et al., 2013; Wang and Sundar, 2018). One
reason that needs further research could be the perception of natural mapping and the feeling
of presence, which have been shown to influence website-related features (Oh et al., 2013) and
could now affect brand-related aspects. Nevertheless, no significant differences between the
text-based and parallax storytelling conditions were found for some indicators, such as the
implicit social brand sustainability, explicit and implicit economic sustainability dimensions,
as well as purchase intention. As the study included an unknown brand and offered no
information about the economic performance/sustainability of the brand, this could explain
the indifferent assessment of economic sustainability as there is no transfer of information
and, thus, no knowledge about it. For social brand sustainability, one reason could be the
unmistakable intensity with which the social orientation of the brand was promoted, which
could be perceived in the flow of website navigation so that effortless unconscious/automatic
information processing was able to lead to a similar increase in implicit knowledge (Dietrich,
2004) under both conditions.

Despite some exceptions that are justifiable by the underlying context, parallax
storytelling enables an efficient transmission of brand-related associations in consumers’
minds, enhances their explicit and implicit brand attitudes and increases the monetary value
of the brand by enhancing consumers’ willingness to pay a higher price. Significant
differences in the purchase intention between the text-based and parallax storytelling
conditions were not observed in the present study, meaning that the presentation technique
itself does not solely exert any remarkable difference. Since brand awareness is known to
have a strong impact on purchase intention (Chi et al., 2009), and an unknown brand was
(intentionally) used, the presentation technique alone might not cause an ad hoc reaction to
overcome barriers to buying a completely new and unknown brand. Especially regarding
coffee, brands enjoy a high level of loyalty (Tam et al., 2009); thus, consumers might be
hesitant to purchase new brands just by the influence of brief exposure to an online shop.
Nevertheless, the ANOVA results serve only to analyze the direct effect of the design (text-
based vs parallax storytelling) on the platform- and brand-related indicators. However, the
UX also affects the perceptions and actions of consumers; therefore, the causal analysis
provides more detailed insights into the interrelations between the constructs. For this
purpose, a model was investigated that examines a generalized UX-attitude-behavior
relation, including the explicit and implicit dimensions. A closer look at the weightings of the
formative UX dimensions shows that the pragmatic UX is driven particularly by the
efficiency of the website, which means that a seamless flow and the solving of tasks without
unnecessary effort are therefore the strongest drivers for users’ utilitarian UX on both an
explicit and an implicit level. Surprisingly, in the underlying research, dependability does not
significantly contribute to the creation of pragmatic UX. According to Hinderks et al. (2019),
the importance of dependability could be higher for digital products such as business
software, whose usage is more goal-oriented, than for non-task-related purposes.
Furthermore, slight inaccuracies in the predictability might not cause essential trouble for
the UX as long as the objectives of efficiency and perspicuity (being clear and
understandable) are met. Stimulation and novelty show significant and meaningful
importance with respect to forming explicit and implicit hedonic UX, which means that
both factors significantly contribute to the creation of pleasurable experiences throughout
the online shopping experience.

Both explicit and implicit UX have a significant impact on the overall perceived
attractiveness of the online shop. When observing the explicit and implicit pragmatic and
hedonic UX dimensions separately, the tendency becomes apparent that for both information
processing paths, hedonic attributes (which are characterized by the uniqueness and
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stimulation of an online shop) exert a slightly stronger influence than pragmatic
characteristics (dependability, efficiency and perspicuity) on the overall attractiveness of
the online shop. Nevertheless, both the pragmatic and hedonic UX aspects significantly affect
the overall attractiveness; accordingly, both dimensions should be considered during the
creation of branded platforms. Subsequently, explicit and implicit online shop attractiveness
positively influences explicit and implicit brand attitudes, which, in turn, positively trigger
users’ purchase intention andwillingness to pay a higher price. The results show that implicit
pragmatic UXdoes not exert a significant effect on explicit attractiveness. The same holds for
the effect of implicit attractiveness on explicit brand attitude. In addition, it can be observed
that in the specific application context, the implicit path coefficients are lower than those of
the explicit effect relationships. As mentioned earlier (cf. chapter 3.1), type 1 processes
continuously generate responses unless they intervene in more distinctive type 2 processes
(Kahneman and Frederick, 2002; Evans and Stanovich, 2013). Moreover, the implicit system
encompasses processes of implicit learning and conditioning that are often based on past
experiences (Evans and Stanovich, 2013). Since an unknown brand was used in the
underlying study, no prior experiences were available that could have been automatically
and implicitly processed; therefore, the reflective and explicit processes were more strongly
activated. Furthermore, consumers’ allocation of attention and processing resources is
needed to comprehend and elaborate on new brand information (MacInnis et al., 1991) and
form associations in consumers’ minds (Limbach et al., 2019). In the long term, however,
information can be learned and is no longer questioned by system 2. Nevertheless, in most of
the causal relationships, an implicit and significant effect is observed, including an effect on
the behavioral variable, which shows that both processes affect perceptual and behavioral
measures and enhance the explanatory power of the model. Thus, to successfully target
consumers and efficiently communicate with them, both processes must be considered and
addressed, either in market research or in the implementation of new communication
measures. Overall, this study reveals a causal chain of meaningful effects – from UX and
online shop attractiveness to brand attitude and finally to consumers’ behavioral intentions.

6.2 Theoretical implications
As digital content continues to proliferate and the number of online shops rapidly increases,
researchers have become increasingly interested in understanding how to enhance UX and
how UX affects brand-related attributes and behavioral intentions. The first contribution of
this manuscript is that it provides a deeper understanding of the efficiency of parallax
storytelling in improving platform-related performance in terms of UX and brand-related
measures – namely, perceptual and behavioral measures. This study further examines the
causal relationships among UX, brand attitudes and brand-related behavioral intentions in
terms of purchase intention and price premiums. Explicit and implicit paths of human
information processing are considered. Traditional studies related to online consumer
behavior often rely on the theory of planned behavior (TPB), the theory of reasoned action
(TRA) or the technology acceptance model (TAM) as the underlying mechanisms and
methods to influence behavior. These approaches do not allow conclusions about the
particular aspects of stimuli that are responsible for outcomes. For example, the results
cannot tell us which aspects of a technology or an online shop are responsible for enhancing
perceived ease of use. Through the multimethod approach used (experiment, explicit and
implicit measures and SEM), the current study addresses this theoretical limitation and
allows accurate statements on how parallax storytelling affects themost important aspects of
the causal chain, and how it is a factor of success in communication in an online shop context.

Furthermore, this study provides an important contribution to the research stream of
storytelling in an online shopping context. Further research approaches have focused on the
effects of storytelling on entertainment potential and immersion/transportation – e.g. in a
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video game context (Lugrin et al., 2010), for educational uses (Robin, 2008) and for social
movements (Dimond et al., 2013). Some studies have analyzed the importance of story plots,
archetypes, the narrative structure and consumer identity as structured by narratives and
their effects on brands (Elliott and Wattanasuwan, 1998; Escalas and Bettman, 2000;
Fournier, 1998; Schembri et al., 2010; Murray, 2002; Thompson and Haytko, 1997; Woodside
et al., 2008; Megehee and Woodside, 2010). Moreover, research on storytelling and online UX
has focused solely on product-related outcomes (Mahardika et al., 2018) or on website UX
per se (Frederick et al., 2015; Wang and Sundar, 2018) and has overlooked the transfer to
brand-related KPIs and behavioral intentions. Hence, the present results add significant
empirical insights to the literature on the underlying mechanisms of storytelling in an online
shopping context, which is related to UX, brand-related outcomes and the interrelation
between these variables.

In addition, this research approach that combines implicit and explicit associations is unique
in this context and shows how the influences appear through both information processing
paths (systems 1 and 2). By drawing on theories and methods of psychology, marketing,
consumer behavior, brand research and consumer neuroscience, this study further provides a
more holistic understanding of human perception and behavior in online contexts. This refers
to both the perception of an online shop’s UX and brand-related measures.

6.3 Practical implications
Major practical implications can be derived from the findings of the present study. Because
both implicit and explicit UX and online shop attractiveness are found to be strongly relevant,
marketing managers must perform well on both information processing paths. Neglecting this
influence on the explicit or implicit levels can result in a negative impact on an online shop’s
attractiveness and adversely affect brand-related and behavior-relevant variables. Referring to
the formative constructs of UX, hedonism, in addition to goal-oriented drivers, represents a
relevant influencing factor that can be driven by stimulation in and uniqueness of an online
shop. An efficient way to enhance these aspects is to implement storytelling by using the
parallax technique. As a result, the pragmatic qualities of an online shop can be explicitly and
implicitly increased in terms of efficiency, dependability and perspicuity and online shops can
simultaneously perform better on hedonic qualities such as stimulation and uniqueness.
Furthermore, telling stories and implementing this communication technique in online shops
helps companies and brands transport the desired brand associations to visitors and anchor
these associations in consumers’minds in explicit (conscious) and implicit (unconscious) ways
to thus form the core of the brand.Accordingly, visitorsmust be able not only to enjoy their visit
to online shops but also to easily gather information from the shop to have the chance to anchor
relevant associations in their mind. Overall, the quality of the experience influences the
perception of brand-related KPIs. The UX, in turn, as the driver of brand-related KPIs, can be
positively influenced by the use of parallax storytelling in the present context. Thus, devoting
attention to the design of an online shop by properly implementing and managing its content,
pictures and modality interactivity positively affects brands.

To ensure that the website is attractive to the target group and that the goals of the
company are achieved, marketing practitioners are advised to carry out marketing research
and to test the explicit and implicit attributes of their online shop by using appropriate
methods. This can ensure the long-term success of their online presence and represent a
competitive advantage in the saturated online shopping market.

7. Limitations and further research
This study faces several limitations that provide future research opportunities. The research
has shown that brand associations can be transmitted effectively through storytelling, but
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this finding applies to the sustainability-related associations that were triggered in this study.
Therefore, future research should examine whether digital storytelling in online shops is also
an efficient means of communication to trigger associations related to functional brand
characteristics such as the selection ofmaterials for products, technical production processes,
functional characteristics, the performance of products or the overall perceived value of the
brand and its products. Some researchers argue that parallax scrolling is more suitable to
improve the efficiency of a website with a hedonic nature (Ku, 2015), and some studies have
shown that this technique enhances the ease of use (Wang and Sundar, 2018) and reduces
cognitive effort (Mahardika et al., 2018) during online shopping; therefore, the effects on UX
and especially brand-related measures in different hedonic and nonhedonic contexts should
also be investigated in the future. Another important limitation is that the present study
covered a single coffee brand from the category of fast-moving consumer goods (FMCG).
Therefore, investigations of other brands and products from FMCG and from other branches
are needed. We further assume that the results might be different for well-known brands,
which should be investigated in the future. Furthermore, our study used a combination of
explicit and implicit research methods and therefore assessed individual perception and
reactions on a holistic level. Nevertheless, other methods can be used to provide deeper
insights; for example, through attention tracking, it would be possible to measure visitors’
visual attention during online shop exposure (Bednarik and Tukiainen, 2007; Jansen et al.,
2003). The application of additional neuroscientific methods (e.g. electroencephalography
and facial recognition) could also extend the knowledge in this field and increase the insights
into consumer behavior in an online context.

References

Aaker, J.L. (2000), “Accessibility or diagnosticity? Disentangling the influence of culture on persuasion
processes and attitudes”, Journal of Consumer Research, Vol. 26 No. 4, pp. 340-357.

Akg€un, A.E., Keskin, H., Ayar, H. and Erdo�gan, E. (2015), “The influence of storytelling approach in
travel writings on readers’ empathy and travel intentions”, Procedia - Social and Behavioral
Sciences, Vol. 207, pp. 577-586.

Anaza, N.A., Kemp, E., Briggs, E. and Borders, A.L. (2020), “Tell me a story: the role of narrative
transportation and the C-suite in B2B advertising”, Industrial Marketing Management, Vol. 89,
pp. 605-618.

Angeli, A.de, Hartmann, J. and Sutcliffe, A. (2009), “The effect of brand on the evaluation of websites”,
in Gross, T., Gulliksen, J., Kotz�e, P., Oestreicher, L., Palanque, P., Prates, R.O. and Winckler, M.
(Eds), Human-Computer Interaction – INTERACT 2009, Lecture Notes in Computer Science,
Springer Berlin Heidelberg, Berlin, Heidelberg, Vol. 5727, pp. 638-651.

Auvinen, T., Aaltio, I. and Blomqvist, K. (2013), “Constructing leadership by storytelling – the
meaning of trust and narratives”, Leadership and Organization Development Journal, Vol. 34
No. 6, pp. 496-514.

Bagozzi, R.P. and Yi, Y. (1988), “On the evaluation of structural equation models”, Journal of the
Academy of Marketing Science, Vol. 16 No. 1, pp. 74-94.

Barbey, A.K. and Sloman, S.A. (2007), “Base-rate respect: from ecological rationality to dual
processes”, Behavioral and Brain Sciences, Vol. 30 No. 3, pp. 241-254.

Bargas-Avila, J.A. and Hornbæk, K. (2011), “Old wine in new bottles or novel challenges”, in Tan, D.,
Fitzpatrick, G., Gutwin, C., Begole, B. and Kellogg, W.A. (Eds), CHI’ 11 Proceedings of the 2011
Annual Conference on Human Factors in Computing Systems, Vancouver, BC, Canada, ACM,
New York, NY, pp. 2689-2698.

Barry, J.M. and Gironda, J. (2018), “A Dyadic examination of inspirational factors driving B2B social
media influence”, Journal of Marketing Theory and Practice, Vol. 26 Nos 1-2, pp. 117-143.

INTR
32,7

250



Beamish, G. and Beamish, J. (2015), “Cave wall to internet, storytelling, the ancient learning art”,
Industrial and Commercial Training, Vol. 47 No. 4, pp. 190-194.

Bednarik, R. and Tukiainen, M. (2007), “Validating the restricted focus viewer: a study using eye-
movement tracking”, Behavior Research Methods, Vol. 39 No. 2, pp. 274-282.

Berger, I.E. and Mitchell, A.A. (1989), “The effect of advertising on attitude accessibility, attitude
confidence, and the attitude-behavior relationship”, Journal of Consumer Research, Vol. 16
No. 3, pp. 269-279.

Bernardo, M., Marimon, F. and Alonso-Almeida, M.d.M. (2012), “Functional quality and hedonic
quality: a study of the dimensions of e-service quality in online travel agencies”, Information
and Management, Vol. 49 Nos 7-8, pp. 342-347.

Bilgihan, A. and Bujisic, M. (2015), “The effect of website features in online relationship marketing: a
case of online hotel booking”, Electronic Commerce Research and Applications, Vol. 14 No. 4,
pp. 222-232.

Bilgihan, A., Okumus, F., Nusair, K. and Bujisic, M. (2014), “Online experiences: flow theory,
measuring online customer experience in e-commerce and managerial implications for the
lodging industry”, Information Technology and Tourism, Vol. 14 No. 1, pp. 49-71.

Bilgihan, A., Kandampully, J. and Zhang, T. (2016), “Towards a unified customer experience in online
shopping environments”, International Journal of Quality and Service Sciences, Vol. 8 No. 1,
pp. 102-119.

Bilgihan, A. (2016), “Gen Y customer loyalty in online shopping: an integrated model of trust, user
experience and branding”, Computers in Human Behavior, Vol. 61, pp. 103-113.

Bollen, K. and Lennox, R. (1991), “Conventional wisdom on measurement: a structural equation
perspective”, Psychological Bulletin, Vol. 110 No. 2, pp. 305-314.

Boller, G.W. and Olson, J.C. (1991), “Share experiencing ad meanings: crucial aspects of narrative/
drama processing”, Advances in Consumer Research, Vol. 18, pp. 164-171.

Boller, G.W. (1990), “Share the vicissitudes of product experience: ‘Songs of our consuming selves’ in
drama ads”, Advances in Consumer Research, Vol. 17, pp. 621-626.

Bridges, E. and Florsheim, R. (2008), “Hedonic and utilitarian shopping goals: the online experience”,
Journal of Business Research, Vol. 61 No. 4, pp. 309-314.

Cenfetelli, R.T. and Bassellier, G. (2009), “Interpretation of formative measurement in information
systems research”, MIS Quarterly, Vol. 33 No. 4, pp. 689-708.

Chaffey, D. (2006), Internet Marketing: Strategy, Implementation and Practice, 3rd ed., Financial Times
Prentice Hall, Harlow.

Chang, K.-C. (2014), “The impact of website quality and perceived trust on customer purchase
intention in the hotel sector: website brand and perceived value as moderators”, International
Journal of Innovation, Management and Technology, Vol. 5 No. 4, pp. 255-260.

Chi, H.K., Ren Yeh, H. and Yang, Y.T. (2009), “The impact of brand awareness on consumer purchase
intention: the mediating effect of perceived quality and brand loyalty”, The Journal of
International Management Studies, Vol. 4 No. 1, pp. 135-144.

Chin, W.W., Marcolin, B.L. and Newsted, P.R. (2003), “A partial least squares latent variable modeling
approach for measuring interaction effects: results from a Monte Carlo simulation study and an
electronic-mail emotion/adoption study”, Information Systems Research, Vol. 14 No. 2, pp. 189-217.

Chin, W.W. (1998), “The partial least squares approach to structural equation modeling”, in
Marcoulides, G.A. (Ed.), Modern Methods for Business Research, Lawrence Erlbaum Associates
Publishers, Mahwah, NJ, pp. 295-336.

Choi, J., Ok, C. and Choi, S. (2015), “Outcomes of destination marketing organization website
navigation: the role of telepresence”, Journal of Travel and Tourism Marketing, Vol. 33 No. 1,
pp. 46-62.

Storytelling in
online shops

251



Coursaris, C.K. and Kim, D.J. (2011), “A meta-analytical review of empirical mobile usability studies”,
Journal of Usability Studies, Vol. 6 No. 3, pp. 117-171.

Da Costa, C. (2019), “3 reasons why brand storytelling is the future of marketing”, available at: https://
www.forbes.com/sites/celinnedacosta/2019/01/31/3-reasons-why-brand-storytelling-is-the-
future-of-marketing/#659b658155ff (accessed 16 June 2019).

Delgado-Ballester, E. and Fern�andez-Sabiote, E. (2016), “Once upon a brand”: storytelling practices by
Spanish brands”, Spanish Journal of Marketing - ESIC, Vol. 20 No. 2, pp. 115-131.

Denning, S. (2001), The Springboard: How Storytelling Ignites Action in Knowledge-Era Organizations,
Butterworth-Heinemann, Boston, Oxford.

Desmet, P. and Hekkert, P. (2007), “Framework of product experience”, International Journal of Design,
Vol. 1 No. 1, pp. 57-66.

Dessart, L. (2018), “Do ads that tell a story always perform better? The role of character identification
and character type in storytelling ads”, International Journal of Research in Marketing, Vol. 35
No. 2, pp. 289-304.

Diamantopoulos, A. and Winklhofer, H.M. (2001), “Index construction with formative indicators: an
alternative to scale development”, Journal of Marketing Research, Vol. 38 No. 2, pp. 269-277.

Diamantopoulos, A., Schlegelmilch, B. and Palihawadana, D. (2011), “The relationship between
country-of-origin image and brand image as drivers of purchase intentions”, International
Marketing Review, Vol. 28 No. 5, pp. 508-524.

Dietrich, A. (2004), “Neurocognitive mechanisms underlying the experience of flow”, Consciousness
and Cognition, Vol. 13 No. 4, pp. 746-761.

Dimond, J.P., Dye, M., Larose, D. and Bruckman, A.S. (2013), “Hollaback! the role of storytelling online
in a social movement organization”, in Bruckman, A. (Ed.), Proceedings of the 2013 Conference
on Computer Supported Cooperative Work, San Antonio, Texas, USA, ACM, New York, NY,
pp. 477-490.

Ellington, L. (2014), “Technology: impact on the practice of storytelling”, in Wang, V.C.X. (Ed.),
Handbook of Research on Education and Technology in a Changing Society, Advances in
Educational Technologies and Instructional Design, IGI Global, Hershey, Pennsylvania,
pp. 104-115.

Elliott, R. and Wattanasuwan, K. (1998), “Brands as symbolic resources for the construction of
identity”, International Journal of Advertising, Vol. 17 No. 2, pp. 131-144.

eMarketer (2018), “Retail e-commerce sales worldwide from 2014 to 2021 (in billion U.S. dollars)”,
available at: https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
(accessed 26 August 2019).

Escalas, J.E. and Bettman, J.R. (2000), “Using narratives to discern self-identity related consumer goals
and motivations”, in Ratneshwar, S. (Ed.), The Why of Consumption: Contemporary Perspectives
on Consumer Motives, Goals and Desires, Routledge Studies in Interpretive Marketing Research,
Routledge, London, New York, pp. 237-258.

Escalas, J.E. (2004a), “Imagine yourself in the product: mental simulation, narrative transportation,
and persuasion”, Journal of Advertising, Vol. 33 No. 2, pp. 37-48.

Escalas, J.E. (2004b), “Narrative processing: building consumer connections to brands”, Journal of
Consumer Psychology, Vol. 14 Nos 1-2, pp. 168-180.

Evans, J.S.B.T. and Stanovich, K.E. (2013), “Dual-process theories of higher cognition: advancing the
debate”, Perspectives on Psychological Science a Journal of the Association for Psychological
Science, Vol. 8 No. 3, pp. 223-241.

Fazio, R.H. and Olson, M.A. (2003), “Implicit measures in social cognitionResearch: their meaning and
use”, Annual Review of Psychology, Vol. 54 No. 1, pp. 297-327.

Fog, K., Budtz, C. and Yakaboylu, B. (2005), Storytelling: Branding in Practice, Springer-Verlag, Berlin,
Heidelberg.

INTR
32,7

252

https://www.forbes.com/sites/celinnedacosta/2019/01/31/3-reasons-why-brand-storytelling-is-the-future-of-marketing/#659b658155ff
https://www.forbes.com/sites/celinnedacosta/2019/01/31/3-reasons-why-brand-storytelling-is-the-future-of-marketing/#659b658155ff
https://www.forbes.com/sites/celinnedacosta/2019/01/31/3-reasons-why-brand-storytelling-is-the-future-of-marketing/#659b658155ff
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/


Fog, K., Budtz, C., Munch, P. and Blanchette, S. (2010), Storytelling, Springer, Berlin, Heidelberg.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Fournier, S. (1998), “Consumers and their brands: developing relationship theory in consumer
research”, Journal of Consumer Research, Vol. 24 No. 4, pp. 343-353.

Fransen, M. and Lodder, P. (2010), “The effects of experience-based marketing communication on
brand relations and hedonic brand attitudes: the moderating role of affective orientation”,
Advances in Consumer Research, Vol. 37, pp. 801-802.

Frederick, D., Mohler, J., Vorvoreanu, M. and Glotzbach, R. (2015), “The effects of parallax scrolling on
user experience in web design”, Journal of Usability Studies, Vol. 10 No. 2, pp. 87-95.

Fulford, R. (1999), The Triumph of Narrative: Storytelling in the Age of Mass Culture, the Massey
Lectures Series, House of Anansi Press, Toronto.

Gabisch, J.A. (2011), “Virtual world brand experience and its impact on real world purchasing
behavior”, Journal of Brand Management, Vol. 19 No. 1, pp. 18-32.

Garc�ıa Garc�ıa, M., Carrillo-Dur�an, M.V. and Tato Jimenez, J.L. (2017), “Online corporate
communications: website usability and content”, Journal of Communication Management,
Vol. 21 No. 2, pp. 140-154.

Garrett, J.J. (2011), The Elements of User Experience: User-Centered Design for the Web and beyond,
Voices that Matter, 2nd ed., New Riders, Berkeley, CA.

Garzotto, F., Sorce, F., Bolchini, D. and Yang, T. (2010), “Empirical investigation of web design
attributes affecting brand perception”, in Hvannberg, E.Þ., L�arusd�ottir, M.K., Blandford, A. and
Gulliksen, J. (Eds), Proceedings of the 6th Nordic Conference on Human-Computer Interaction
Extending Boundaries - NordiCHI ’10, Reykjavik, Iceland, ACM Press, New York, pp. 188-197.

Geisser, S. (1974), “A predictive approach to the random effect model”, Biometrika, Vol. 61 No. 1,
pp. 101-107.

Green, M.C. and Brock, T.C. (2000), “The role of transportation in the persuasiveness of public
narratives”, Journal of Personality and Social Psychology, Vol. 79 No. 5, pp. 701-721.

Greenwald, A.G. and Banaji, M.R. (1995), “Implicit social cognition: attitudes, self-esteem, and
stereotypes”, Psychological Review, Vol. 102 No. 1, pp. 4-27.

Guber, p. (2007), “The four truths of the storyteller”, Harvard Business Review, Vol. 85 No. 12,
pp. 52-59.

Gutjahr, G. (2015), Markenpsychologie, Springer Fachmedien Wiesbaden, Wiesbaden.

Hair, J.F., Ringle, C.M. and Sarstedt, M. (2011), “PLS-SEM: indeed a silver bullet”, Journal of Marketing
Theory and Practice, Vol. 19 No. 2, pp. 139-152.

Hair, J.F., Sarstedt, M., Ringle, C.M. and Mena, J.A. (2012), “An assessment of the use of partial least
squares structural equation modeling in marketing research”, Journal of the Academy of
Marketing Science, Vol. 40 No. 3, pp. 414-433.

Hair, J.F., Ringle, C.M. and Sarstedt, M. (2013), “Partial least squares structural equation modeling:
rigorous applications, better results and higher acceptance”, Long Range Planning, Vol. 46 Nos
1-2, pp. 1-12.

Halliday, S. (1998), “Ford division expands storytelling ads for ’99”, available at: https://www.
autonews.com/article/19980824/ANA/808240745/ford-division-expands-storytelling-ads-for-99
(accessed 23 August 2019).

Harman, H.H. (1976), Modern Factor Analysis, 3rd ed., University of Chicago Press, Chicago.

Hasford, J., Hardesty, D.M. and Kidwell, B. (2015), “More than a feeling: emotional contagion effects in
persuasive communication”, Journal of Marketing Research, Vol. 52 No. 6, pp. 836-847.

Storytelling in
online shops

253

https://www.autonews.com/article/19980824/ANA/808240745/ford-division-expands-storytelling-ads-for-99
https://www.autonews.com/article/19980824/ANA/808240745/ford-division-expands-storytelling-ads-for-99


Hassan, A. (2017), “The 10 most common challenges faced by eCommerce businesses”, available at:
https://ecommercetrainingacademy.com/ecommerce-business-challeges/ (accessed 16
June 2019).

Hassenzahl, M. and Tractinsky, N. (2006), “User experience - a research agenda”, Behaviour and
Information Technology, Vol. 25 No. 2, pp. 91-97.

Hatscher, M. (2001), “Joy of use— determinanten der Freude bei der Software-Nutzung”, in Oberquelle, H.,
Oppermann, R. and Krause, J. (Eds),Mensch and Computer 2001: 1. Fach€ubergreifende Konferenz,
Berichte des German Chapter of the ACM, Im Auftrag des German Chapter of the ACM
herausgegeben durch den Vorstand, ViewegþTeubner Verlag, Wiesbaden, Vol. 55, pp. 445-446.

Hausman, A.V. and Siekpe, J.S. (2009), “The effect of web interface features on consumer online
purchase intentions”, Journal of Business Research, Vol. 62 No. 1, pp. 5-13.

Henseler, J., Ringle, C.M. and Sinkovics, R.R. (2009), “The use of partial least squares path modeling in
international marketing”, in Sinkovics, R.R. and Ghauri, P.N. (Eds), New Challenges to
International Marketing, Advances in International Marketing, Emerald, Bingley, pp. 277-319.

Herskovitz, S. and Crystal, M. (2010), “The essential brand persona: storytelling and branding”,
Journal of Business Strategy, Vol. 31 No. 3, pp. 21-28.

Hiltunen, M., Laukka, M. and Luomala, J. (2002), Mobile User Experience, IT Press, Edita.

Hinderks,A.,Winter, D., Thomaschewski, J. and Schrepp,M. (2019), “Applicability of user experience and
usability questionnaires”, Journal of Universal Computer Science, Vol. 25 No. 13, pp. 1717-1735.

Huang, C. and Guo, R. (2021), “The effect of a green brand story on perceived brand authenticity and
brand trust: the role of narrative rhetoric”, Journal of BrandManagement, Vol. 28 No. 1, pp. 60-76.

Huang, M.-H. (2003), “Designing website attributes to induce experiential encounters”, Computers in
Human Behavior, Vol. 19 No. 4, pp. 425-442.

Hurlburt, G.F. and Voas, J. (2011), “Storytelling: from cave art to digital media”, IT Professional,
Vol. 13 No. 5, pp. 4-7.

Ilmberger, W., Schrepp, M. and Held, T. (2008), “Cognitive processes causing the relationship between
aesthetics and usability”, in Holzinger, A. (Ed.), HCI and Usability for Education and Work: 4th
Symposium of the Workgroup Human-Computer Interaction and Usability Engineering of the
Austrian Computer Society, Graz, Austria, Springer, Berlin, Heidelberg, pp. 43-54.

ISO - International Organization for Standardization (2010), “Ergonomics of human-system
interaction: part 210: human-centred design for interactive systems No. 9241-210”, available
at: https://www.iso.org/standard/52075.html (accessed 21 August 2019).

Jansen, A.R., Blackwell, A.F. and Marriott, K. (2003), “A tool for tracking visual attention: the
restricted focus viewer”, Behavior Research Methods, Instruments, and Computers, Vol. 35
No. 1, pp. 57-69.

Kahneman, D. and Frederick, S. (2002), “Representativeness revisited: attribute substitution in
intuitive judgment”, in Gilovich, T., Griffin, D. and Kahneman, D. (Eds), Heuristics and Biases:
the Psychology of Intuitive Judgment, Cambridge University Press, pp. 49-81.

Kahneman, D. (2011), Thinking, Fast and Slow, 1st ed., Farrar Straus and Giroux, New York.

Karampournioti, E., Hennigs, N. and Wiedmann, K.-P. (2018a), “When pain is pleasure: identifying
consumer psychopaths”, Psychology and Marketing, Vol. 35 No. 4, pp. 268-282.

Karampournioti, E., Wiedmann, K.-P., Schmidt, S., Albertsen, L. and Langner, S. (2018b), “An abstract:
the value of sustainability: a three-dimensional approach for assessing explicit and implicit effects
of brand sustainability”, in Krey, N. and Rossi, P. (Eds), Boundary Blurred: a Seamless Customer
Experience in Virtual and Real Spaces: Proceedings of the 2018 Academy of Marketing Science
(AMS) Annual Conference, New Orleans, Springer International Publishing, Cham, p. 415.

Karpinski, A. and Hilton, J.L. (2001), “Attitudes and the implicit association test”, Journal of
Personality and Social Psychology, Vol. 81 No. 5, pp. 774-788.

INTR
32,7

254

https://ecommercetrainingacademy.com/ecommerce-business-challeges/
https://www.iso.org/standard/52075.html


Karpinski, A. and Steinman, R.B. (2006), “The single category implicit association test as a measure of
implicit social cognition”, Journal of Personality and Social Psychology, Vol. 91 No. 1, pp. 16-32.

Kaufman, B. (2003), “Stories that SELL, stories that TELL”, Journal of Business Strategy, Vol. 24 No. 2,
pp. 11-15.

Keller, K.L. (1993), “Conceptualizing, measuring, and managing customer-based brand equity”, Journal
of Marketing, Vol. 57 No. 1, pp. 1-22.

Kelley, T. and Littman, J. (2005), The Ten Faces of Innovation: IDEO’s Strategies for Beating the Devil’s
Advocate and Driving Creativity throughout Your Organization, 1st ed., Crown Business,
London.

Kemp, E., Porter, M. III, Anaza, N.A. and Min, D.-J. (2021), “The impact of storytelling in creating firm
and customer connections in online environments”, Journal of Research in Interactive
Marketing, Vol. 15 No. 1, pp. 104-124.

Kim, S.H., Song, M.K. and Shim, C. (2020), “Storytelling by medical tourism agents and its effect on trust
and behavioral intention”, Journal of Travel and Tourism Marketing, Vol. 37 No. 6, pp. 679-694.

Kim, J. (2015), Design for Experience: where Technology Meets Design and Strategy, Springer
International Publishing, Cham.

Kleinbaum, D.G., Kupper, L.L. and Muller, K.E. (1988), Applied Regression Analysis and Other
Multivariable Methods, the Duxbury Series in Statistics and Decision Sciences, 2nd ed., PWS-
KENT, Boston, Massachusetts.

Koufaris, M. (2002), “Applying the technology acceptance model and flow theory to online consumer
behavior”, Information Systems Research, Vol. 13 No. 2, pp. 205-223.

Ku, D. (2015), Parallax Scrolling: to Scroll or Not to Scroll, Department of Informatics, Ume�a
University, Ume�a.

Laugwitz, B., Held, T. and Schrepp, M. (2008), “Construction and evaluation of a user experience
questionnaire”, in Holzinger, A. (Ed.), HCI and Usability for Education and Work: 4th
Symposium of the Workgroup Human-Computer Interaction and Usability Engineering of the
Austrian Computer Society, Graz, Austria, Springer, Berlin, Heidelberg, pp. 63-76.

Law, E.L.C., van Schaik, P. and Roto, V. (2014), “Attitudes towards user experience (UX)
measurement”, International Journal of Human-Computer Studies, Vol. 72 No. 6, pp. 526-541.

Lee, B.K., Hong, J.Y. and Lee, W.N. (2004), “How attitude toward the web site influences consumer
brand choice and confidence while shopping online”, Journal of Computer-Mediated
Communication, Vol. 9 No. 2.

Lee, H.J., Lee, K.K.H. and Choi, J. (2018), “A structural model for unity of experience: connecting user
experience, customer experience, and brand experience”, Journal of Usability Studies, Vol. 14
No. 1, pp. 8-34.

Leone, R.P., Rao, V.R., Keller, K.L., Luo, A.M., McAlister, L. and Srivastava, R. (2006), “Linking brand
equity to customer equity”, Journal of Service Research, Vol. 9 No. 2, pp. 125-138.

Leventhal, R.C. and Papadatos, C. (2006), “The art of storytelling: how loyalty marketers can build
emotional connections to their brands”, Journal of ConsumerMarketing, Vol. 23 No. 7, pp. 382-384.

Lim, H. and Childs, M. (2020), “Visual storytelling on Instagram: branded photo narrative and the role
of telepresence”, Journal of Research in Interactive Marketing, Vol. 14 No. 1, pp. 33-50.

Limbach, M., Schmidt, S., Wiedmann, K.P., Langner, S. and Schiessl, M. (2019), “Communicating
sponsor brands playfully in video games: evaluating the impact of in-game advertising on dual
brand knowledge”, Journal of Global Sport Management, Vol. 4 No. 3, pp. 211-235.

Liu, Y. and Shrum, L.J. (2009), “A dual-process model of interactivity effects”, Journal of Advertising,
Vol. 38 No. 2, pp. 53-68.

Loiacono, E.T.,Watson, R.T., Goodhue,D.L. andAmericanMarketingAssociation (2002), “WEBQUAL: a
measure of website quality”,Marketing Theory and Applications, Vol. 11 No. 3, pp. 37-64.

Storytelling in
online shops

255



Lugrin, J.L., Cavazza, M., Pizzi, D., Vogt, T. and Andr�e, E. (2010), “Exploring the usability of immersive
interactive storytelling”, in Baciu, G., Lau, R., Lin, M., Komura, T. and Peng, Q. (Eds), Proceedings
of the 17th ACM SYmposium on Virtual Reality Software and Technology - VRST ’10, ACM
Press, New York, NY, pp. 103-110.

Lundqvist, A., Liljander, V., Gummerus, J. and van Riel, A. (2013), “The impact of storytelling on the
consumer brand experience: the case of a firm-originated story”, Journal of Brand Management,
Vol. 20 No. 4, pp. 283-297.

MacInnis, D.J., Moorman, C. and Jaworski, B.J. (1991), “Enhancing and measuring consumers’
motivation, opportunity, and ability to process brand information from ads”, Journal of
Marketing, Vol. 55 No. 4, pp. 32-53.

Mahardika, W., Wibirama, S., Ferdiana, R. and Kusumawardani, S.S. (2018), “A novel user experience
study of parallax scrolling using eye tracking and user experience questionnaire”, International
Journal on Advanced Science, Engineering and Information Technology, Vol. 8 No. 4,
pp. 1226-1233.

Mattila, A.S. (2000), “The role of narratives in the advertising of experiential services”, Journal of
Service Research, Vol. 3 No. 1, pp. 35-45.

Megehee, C.M. and Woodside, A.G. (2010), “Creating visual narrative art for decoding stories that
consumers and brands tell”, Psychology and Marketing, Vol. 27 No. 6, pp. 603-622.

Merchant, A., Ford, J.B. and Sargeant, A. (2010), “Charitable organizations’ storytelling influence on
donors’ emotions and intentions”, Journal of Business Research, Vol. 63 No. 7, pp. 754-762.

Mileski, D., Schneider, F. and Bruegge, B. (2015), “Visual storytelling”, in van Heesch, U. and Kohls, C.
(Eds), EuroPLoP ’13: Proceedings of the 18th European Conference on Pattern Languages of
Program, Irsee Germany, Association for Computing Machinery, New York, NY, pp. 1-7.

Mishra, A., Dash, S.B. and Cyr, D. (2014), “Linking user experience and consumer-based brand equity:
the moderating role of consumer expertise and lifestyle”, Journal of Product and Brand
Management, Vol. 23 Nos 4/5, pp. 333-348.

Morgan-Thomas, A. and Veloutsou, C. (2013), “Beyond technology acceptance: brand relationships
and online brand experience”, Journal of Business Research, Vol. 66 No. 1, pp. 21-27.

Mossberg, L. and Nissen Johansen, E. (2006), Storytelling: Marknadsf€oring I Upplevelseindustrin,
Studentlitteratur, Lund.

Murray, J.B. (2002), “The politics of consumption: a re-inquiry on Thompson and Haytko’s (1997)
‘Speaking of fashion’”, Journal of Consumer Research, Vol. 29 No. 3, pp. 427-440.

Nisbett, R.E. and Wilson, T.D. (1977a), “Telling more than we can know: verbal reports on mental
processes”, Psychological Review, Vol. 84 No. 3, pp. 231-259.

Nisbett, R.E. and Wilson, T.D. (1977b), “The halo effect: evidence for unconscious alteration of
judgments”, Journal of Personality and Social Psychology, Vol. 35 No. 4, pp. 250-256.

O’Brien, H.L. (2010), “The influence of hedonic and utilitarian motivations on user engagement: the
case of online shopping experiences”, Interacting with Computers, Vol. 22 No. 5, pp. 344-352.

Ogunnaike, O., Dunham, Y. and Banaji, M.R. (2010), “The language of implicit preferences”, Journal of
Experimental Social Psychology, Vol. 46 No. 6, pp. 999-1003.

Oh, J., Robinson, H.R. and Lee, J.Y. (2013), “Page flipping vs. clicking: the impact of naturally mapped
interaction technique on user learning and attitudes”, Computers in Human Behavior, Vol. 29
No. 4, pp. 1334-1341.

Ongsakul, V., Ali, F., Wu, C., Duan, Y., Cobanoglu, C. and Ryu, K. (2021), “Hotel website quality,
performance, telepresence and behavioral intentions”, Tourism Review, Vol. 73 No. 3,
pp. 681-700.

Paivio, A. (1990), Mental Representations: A Dual Coding Approach, Oxford Psychology Series, Oxford
University Press, Oxford, Vol. 9.

INTR
32,7

256



Partala, T. and Saari, T. (2015), “Understanding the most influential user experiences in successful
and unsuccessful technology adoptions”, Computers in Human Behavior, Vol. 53, pp. 381-395.

Peng, Q. and Matterns, J.B. (2016), “Enhancing user experience design with an integrated storytelling
method”, in Marcus, A. (Ed.), Design, User Experience, and Usability: Design Thinking and
Methods, Springer, Cham, pp. 114-123.

Pine, J.B. and Gilmore, J.H. (1998), “Welcome to the experience economy”, available at: https://hbr.org/
1998/07/welcome-to-the-experience-economy (accessed 8 June 2021).

Podsakoff, P.M., MacKenzie, S.B., Lee, J.-Y. and Podsakoff, N.P. (2003), “Common method biases in
behavioral research: a critical review of the literature and recommended remedies”, The Journal
of Applied Psychology, Vol. 88 No. 5, pp. 879-903.

Preece, J., Rogers, Y. and Sharp, H. (2015), Interaction Design: beyond Human-Computer Interaction,
4th ed., Wiley, Chichester.

Raptis, D., Bruun, A., Kjeldskov, J. and Skov, M.B. (2017), “Converging coolness and investigating its
relation to user experience”, Behaviour and Information Technology, Vol. 36 No. 4, pp. 333-350.

Rauschenberger, M., Schrepp, M., Perez-Cota, M., Olschner, S. and Thomaschewski, J. (2013), “Efficient
measurement of the user experience of interactive products. How to use the user experience
questionnaire (UEQ). Example: Spanish language version”, International Journal of Interactive
Multimedia and Artificial Intelligence, Vol. 2 No. 1, pp. 39-45.

Reeves, B. and Nass, C. (2000), “Perceptual user interfaces: perceptual bandwidth”, Communications of
the ACM, Vol. 43 No. 3, pp. 65-70.

Robiady, N.D., Windasari, N.A. and Nita, A. (2021), “Customer engagement in online social
crowdfunding: the influence of storytelling technique on donation performance”, International
Journal of Research in Marketing, Vol. 38 No. 2, pp. 492-500.

Robin, B.R. (2008), “Digital storytelling: a powerful technology tool for the 21st century classroom”,
Theory Into Practice, Vol. 47 No. 3, pp. 220-228.

Roto, V., Wiberg, M. and Sarkola, S. (2018), “Branded online interaction aesthetics”, in Bratteteig, T.,
Sandnes, F.E. and Berget, G. (Eds), Revisiting the Life Cycle: Proceedings of the 10th Nordic
Conference on Human-Computer Interaction, ACM, New York, pp. 385-396.

Rutherford, Z. (2014), “The hypnotic effect of parallax scrolling and how it impacts user experience”,
available at: https://uxmag.com/articles/the-hypnotic-effect-of-parallax-scrolling-and-how-it-
impacts-user-experience (accessed 16 June 2019).

Salzer-M€orling, M. and Stranneg�ard, L. (2004), “Silence of the brands”, European Journal of Marketing,
Vol. 38 No. ½, pp. 224-238.

Sametz, R. and Maydoney, A. (2003), “Storytelling through design”, Design Management Journal,
Vol. 14 No. 4, pp. 18-34.

Sands, S., Oppewal, H. and Beverland, M. (2008), “The influence of in-store experiential events on
shopping value perceptions and shopping behaviour”, Advances in Consumer Research, Vol. 35,
pp. 298-303.

Santoso, H.B., Schrepp, M., Isal, R.Y.K., Utomo, A.Y. and Priyogi, B. (2016), “Measuring user
experience of the student-centered e-learning environment”, Journal of Educators Online, Vol. 13
No. 1, pp. 58-79.

Sauro, J. and Zarolia, P. (2017), “SUPR-Qm: a questionnaire to measure the mobile app user
experience”, Journal of Usability Studies, Vol. 13 No. 1, pp. 17-37.

Schank, R.C. (1999), Dynamic Memory Revisited, Cambridge University Press, Cambridge.

Schembri, S., Merrilees, B. and Kristiansen, S. (2010), “Brand consumption and narrative of the self”,
Psychology and Marketing, Vol. 27 No. 6, pp. 623-637.

Schmidt, S., Langner, S., Hennigs, N., Albertsen, L., Karampournioti, E. and Rothensee, M. (2017a),
“Abstract: with joyful flow—the dual information processing effect of pragmatic and hedonic
user experience on brand attachment”, in Stieler, M. (Ed.), Creating Marketing Magic and

Storytelling in
online shops

257

https://hbr.org/1998/07/welcome-to-the-experience-economy
https://hbr.org/1998/07/welcome-to-the-experience-economy
https://uxmag.com/articles/the-hypnotic-effect-of-parallax-scrolling-and-how-it-impacts-user-experience
https://uxmag.com/articles/the-hypnotic-effect-of-parallax-scrolling-and-how-it-impacts-user-experience


Innovative Future Marketing Trends: Proceedings of the 2016 Academy of Marketing Science
(AMS) Annual Conference, Springer International Publishing, Cham, p. 1465.

Schmidt, S., Langner, S., Hennigs, N., Wiedmann, K.-P., Karampournioti, E. and Lischka, G. (2017b),
“The green brand: explicit and implicit framing effects of ecolabelling on brand knowledge”,
Cogent Psychology, Vol. 4 No. 1.

Schrepp, M., Hinderks, A. and Thomaschewski, J. (2014), “Applying the user experience questionnaire
(UEQ) in different evaluation scenarios”, in Marcus, A. (Ed.), Design, User Experience, and
Usability: Theories, Methods, and Tools for Designing the User Experience, Springer, Cham,
pp. 383-392.

Shehu, E., Abou Nabout, N. and Clement, M. (2021), “The risk of programmatic advertising: effects of
website quality on advertising effectiveness”, International Journal of Research in Marketing,
Vol. 38 No. 3, pp. 663-677.

Shepherd, R. (2011), “Behind the scenes of Nike better world: storytelling experience”, available at:
https://www.smashingmagazine.com/2011/07/behind-the-scenes-of-nike-better-world/ (accessed
19 May 2019).

Simmons, J. (2006), “Guinness and the role of strategic storytelling”, Journal of Strategic Marketing,
Vol. 14 No. 1, pp. 11-18.

Singh, S. and Sonnenburg, S. (2012), “Brand performances in social media”, Journal of Interactive
Marketing, Vol. 26 No. 4, pp. 189-197.

Siok, J. (2018), “Why e-Commerce is a necessity, not a luxury (and why doing it right is just as
important)”, available at: https://www.adeoweb.biz/why-e-commerce-necessity-not-luxury/
(accessed 11 January 2021).

Sloman, S.A. (1996), “The empirical case for two systems of reasoning”, Psychological Bulletin, Vol. 119
No. 1, pp. 3-22.

Snow, S. (2014), “This will be the top business skill of the next 5 years”, available at: https://contently.
com/2014/02/03/this-will-be-the-top-business-skill-of-the-next-5-years/ (accessed 9 June 2021).

Spruyt, A., Houwer, J.de, Hermans, D. and Eelen, P. (2007), “Affective priming of nonaffective semantic
categorization responses”, Experimental Psychology, Vol. 54 No. 1, pp. 44-53.

Stone, M. (1974), “Cross-validatory choice and assessment of statistical predictions”, Journal of the
Royal Statistical Society: Series B (Methodological), Vol. 36 No. 2, pp. 111-133.

Sundar, S.S., Bellur, S., Oh, J., Xu, Q. and Jia, H. (2014), “User experience of on-screen interaction
techniques: an experimental investigation of clicking, sliding, zooming, hovering, dragging, and
flipping”, Human–Computer Interaction, Vol. 29 No. 2, pp. 109-152.

Tam, L., Wood, W. and Ji, M.F. (2009), “Brand loyalty is not habitual”, in MacInnis, D.J., Park, C.W.
and Priester, J.R. (Eds), Handbook of Brand Relationships, Routledge, New York, pp. 43-62.

Thompson, C.J. and Haytko, D.L. (1997), “Speaking of fashion: consumers’ uses of fashion discourses
and the appropriation of countervailing cultural meanings”, Journal of Consumer Research,
Vol. 24 No. 1, pp. 15-42.

van de Sand, F., Frison, A.K., Zotz, P., Riener, A. and Holl, K. (2020), “The intersection of user
experience (UX), customer experience (CX), and brand experience (BX)”, in van de Sand, F.,
Frison, A.-K., Zotz, P., Riener, A. and Holl, K. (Eds), User Experience Is Brand Experience,
Management for Professionals, Springer International Publishing, Cham, Vol. 15, pp. 71-93.

van Laer, T., Ruyter, K.de, Visconti, L.M. and Wetzels, M. (2014), “The extended transportation-
imagery model: a meta-analysis of the antecedents and consequences of consumers’ narrative
transportation”, Journal of Consumer Research, Vol. 40 No. 5, pp. 797-817.

van Laer, T., Feiereisen, S. and Visconti, L.M. (2019), “Storytelling in the digital era: a meta-analysis of
relevant moderators of the narrative transportation effect”, Journal of Business Research,
Vol. 96, pp. 135-146.

INTR
32,7

258

https://www.smashingmagazine.com/2011/07/behind-the-scenes-of-nike-better-world/
https://www.adeoweb.biz/why-e-commerce-necessity-not-luxury/
https://contently.com/2014/02/03/this-will-be-the-top-business-skill-of-the-next-5-years/
https://contently.com/2014/02/03/this-will-be-the-top-business-skill-of-the-next-5-years/


Wang, S.N. and Shyu, F.M. (2014), “Study on parallax scrolling web page conversion module”, in Pan,
J.S., Snasel, V., Corchado, E.S., Abraham, A. and Wang, S.L. (Eds), Intelligent Data Analysis and
its Applications, Springer International Publishing, Cham, pp. 235-243.

Wang, R. and Sundar, S.S. (2018), “How does parallax scrolling influence user experience? A test of
TIME (Theory of Interactive Media Effects)”, International Journal of Human–Computer
Interaction, Vol. 34 No. 6, pp. 533-543.

Wang, L.C., Baker, J., Wagner, J.A. and Wakefield, K. (2007), “Can a retail web site be social?”, Journal
of Marketing, Vol. 71 No. 3, pp. 143-157.

Wang, C.H., Chiang, Y.C. and Wang, M.J. (2015), “Evaluation of an augmented reality embedded on-
line shopping system”, Procedia Manufacturing, Vol. 3, pp. 5624-5630.

Wiedmann, K.P., Hennigs, N., Schmidt, S. and Wuestefeld, T. (2011), “Drivers and outcomes of brand
heritage: consumers’ perception of heritage brands in the automotive industry”, Journal of
Marketing Theory and Practice, Vol. 19 No. 2, pp. 205-220.

Wilson, T.D. (2002), Strangers to Ourselves: Discovering the Adaptive Unconscious, Belknap Press of
Harvard University Press, Cambridge, Massachusetts.

Wood, L. (2000), “Brands and brand equity: definition and management”, Management Decision,
Vol. 38 No. 9, pp. 662-669.

Woodside, A.G., Sood, S. and Miller, K.E. (2008), “When consumers and brands talk: storytelling
theory and research in psychology and marketing”, Psychology and Marketing, Vol. 25 No. 2,
pp. 97-145.

Woodside, A.G. (2010), “Brand-consumer storytelling theory and research: introduction to a
Psychology and Marketing special issue”, Psychology and Marketing, Vol. 27 No. 6, pp. 531-540.

Wu, G. (1999), “Perceived interactivity and attitudes toward web sites”, in Roberts, M.S. (Ed.),
Proceedings of the 1999 Conference of the American Academy of Advertising, American
Academy of Advertising, Gainesville, FL, pp. 254-262.

Xu, Q. and Sundar, S.S. (2014), “Lights, camera, music, interaction! Interactive persuasion in
e-commerce”, Communication Research, Vol. 41 No. 2, pp. 282-308.

Yamin, M.S.A. and Jaafar, E.A. (2013), “Web design for science museum towards engaging user
experience”, in Kotze, P., Marsden, G., Lindgaard, G. and Winckler, M. (Eds), Human-computer
Interaction—INTERACT 2013, Springer, Berlin/Heidelberg, pp. 745-754.

Yang, T. and Bolchini, D. (2014), “Branded Interactions: predicting perceived product traits and user
image from interface consistency and visual guidance”, International Journal of Human–
Computer Interaction, Vol. 26 No. 5, pp. 465-487.

Yang, K., Kim, H.M. and Zimmerman, J. (2020), “Emotional branding on fashion brand websites:
harnessing the pleasure-arousal-dominance (P-A-D) model”, Journal of Fashion Marketing and
Management: An International Journal, Vol. 24 No. 4, pp. 555-570.

Yoo, B., Donthu, N. and Lee, S. (2000), “An examination of selected marketing mix elements and brand
equity”, Journal of the Academy of Marketing Science, Vol. 28 No. 2, pp. 195-211.

Zajonc, R.B. (1980), “Feeling and thinking: preferences need no inferences”, American Psychologist,
Vol. 35 No. 2, pp. 151-175.

Corresponding author
Evmorfia Karampournioti can be contacted at: Karampournioti@m2.uni-hannover.de

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Storytelling in
online shops

259

mailto:Karampournioti@m2.uni-hannover.de

	Storytelling in online shops: the impacts on explicit and implicit user experience, brand perceptions and behavioral intention
	Introduction
	Theoretical background
	The essence of storytelling
	UX

	Conceptual model
	The explicit and implicit effects of storytelling on brand-related KPIs
	Explicit and implicit processing of stories

	Effects of parallax storytelling on UX and online shop attractiveness
	Effects of pragmatic and hedonic UX indicators on the overall attractiveness of online shops
	Effects of UX on brand-related KPIs

	Method
	Study design
	Measurement instrument
	Data collection and sample

	Analysis and results
	Effects of storytelling on brand-related KPIs (H1-H5)
	Testing the causal relationships between the factors (H6–H9)
	Evaluation of the measurement model
	Formative constructs
	Reflective constructs
	Evaluation of the structural model


	Discussion and implications
	Discussion of the results
	Theoretical implications
	Practical implications

	Limitations and further research
	References


