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Abstract

Purpose of this study is to examine the effect of
advertising format and product picture on
transportation. Transportation has been defined as
immersion into narrative. Although transportation
theory has received considerable attention by scholars
in the field of marketing and communication, previous
studies did not clarify how the effect of advertising
format and product picture on transportation.
Experiments were conducted in online consumer panel
to clarify these effects on transportation. Result of the
experiment reveals the positive effect of narrative
format and picture of high-quality product on
transportation.
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